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* Promotion definition: to encourage
the existence or progress of an object,
including a product, service, an idea or an
organization.

* Two major objectives of any promotion
program:

e |.Information.
o 2. Persuasion. & &Y e 3 ,al



Target
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Smart: ¢

specific, measurable, ambition,
realistic, time measured
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e Customs
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* VAT (Value added tax )
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* Merchandizer:
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* Product Life Cycle :(PLC):
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Steps to be followed in a
marketing plan

e Determine the nature of product or
service you want to sell.

e lts design, quality, features and
packaging.
» determine its place, distribution, channels

for best availability coverage, transport,
direct or indirect.



» determine price profitable =) Jisl for the
company or attractive to customers,
discounts, payment period, credit.

» promotion: planning, where or how to
advertise, advertising, sales, public relations.

 They say that even breakthrough drugs

without advertising may fail!




External forces affecting
marketing of products

P.E.S.T: political, Economical, Social,
Technological environments.



* Political:

-Politics

-decisions made by government
- Occupation

- Legislations: ¢l sl 5 &3 il

- policies: alill 2 55c



* Technological:
-Internet

departments are pressured to develop up
to date technology products



» Economical: nationally (-~ sdlland globally
(e

» Social: society forces as family, friends, media
affect our :
interests agwy! ¢ awaall opinions, what we
buy, how we behave.

If a change in structure of a population happens,
this will affect the supply and demand of goods
and services.



Marketing mix principles

* The 4 p's are:
product, price, place, promotion

* These are controllable variables which
must be managed carefully to meet the
needs of the target group.



Marketing Mix (4Ps)
The Four€s

Convenience
Promotion

Jranl) 28y La

Customer Cost

Communications
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4 P’s
* Product
* Price
* Place
* Promotion

VS. 4 C’s
-  Customer solution
- Customer cost
—> Customer convenience
— Customer communication



Product Strategies

* who is the product aimed at ?
» what benefits will they expect?

* how do they plan to position the product
in market !

» what differential advantages will the
product offer compared to competitors !



Place

 Distribute product to user at the right
place and at the right time.

o Efficient 9&) 52l & ) gl S 14llaall
Distribution may be:
[-direct (manufacturer = consumer) OR

2- indirect (manufacturer = wholesaler -
retailer 2 consumer



Distribution Strategies

» Intensive distribution S e s 2ad a5
e Exclusive distribution
e Selective distribution



Place, Distribution
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Product life cycle (PLC)

* |-introduction.

» 2-growth.

o 3-maturity. 4l & G S S

o 4-decline J' s 30 5l HlassVL lay i



Promotlonal tools used over the product
| life cycle of a drug

Stage of
product _
lifier

cycle

Promotional
ohjective

Promaotional
activity ™
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Marketing Mix : Price
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Product Differentiation
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Type of Channel

Number of Channel Levels

Manufacturer

Manufacturer

Direct Channel

>

*  Consumer

Retailer |——{ Consumer

Indirect Channel — Single Level

Manufacturer —» Wholesaler »{ Retailler —» Consumer
Indirect Channel — Two Levels
Manufacturer Manufacturer’s Industrial Industrial
- representative =P distributor ™9 customer
or sales branch
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Promotional Mix
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Elements of Promotion Mix

el g (pme il o 8 (S Apag 5 il Bkl (e de gane A5
* |.Personal Selling.

» 2.Sales Promotion.

e 3. Public Relations.

* 4. Direct Mail.

* 5. Exhibitions.

* 6.Advertising.

 /.Sponsorship.
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Advertising 4\sall o
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majo.r objectives of any promotional program:
o |- to inform (e iy ) (il s laay)

o 2- to persuade ( Caay aidy)

*rational decision (sihiall 5 ol )3l making

*Promotion is usually performed (=) 2% by
well-trained 1)l sl “Medical
representatives” or “Detail-men” alas (plie
4 92V,



» Promotional strategy of a company
consists of:

|- Advertising:
Any form of communication using any form of
mass media or a controlled message in

purchased time or space. It is non-personal
and paid.



2-public relations:

Developing positive relationships with the
public

3-Sales promotion:

money -off coupons, special offers for a
day

4-personal selling :
One to one selling — word of mouth



5-direct mail:

To communicate or send News letters by
mail to a named person among the
targeted segment
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» They say that even breakthrough drugs
without advertising may fail!

e Example: Orinase (pal JSud (=8lA)
* A new product is new only once! The first 6

months of a product’s life are very
determining to its success.
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* AIDA
o Attention: grab attention oLty calady

* Interest: hold through promotional
features

e Desire: make desirable
o Action: purchase action s &l 3 58 &8



SWOT Analysis

* A tool used by organizations to help the
firm establish its strengths, weaknesses,
opportunities and threats.

* Used as a framework to help firms
develop their overall corporate, marketing
or product strategies.



* SW: Strengths and Weaknesses of a
company or product (internal factors

_contro

« OT:Op

lable by the company).
bortunities & threats<luwgdll (in

the mar

ket/environment) are external

factors which are uncontrollable by the
organization.



Drug promotion
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The problem
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Sources of information for doctors

and pharmacists

These include :

* medical representatives

e continuing medical education courses

» conferences and conventions: some are
sponsored by pharmaceutical companies .

* colleagues
» videos and electronics
* discussion groups

* Medical journals designed to create
awareness of a product.



Targets of pharmaceuticals
promotion

» pharmacists

e doctors

° nurses

 dentists

* insurance companies
* hospital managers

e company managers



» Elements of a pharmaceutical product
contributing to its advertising profile:

e The name

* The image

e The price

* The presentation
e The acceptance

e The support



Selling Skills

Types of selling:

» Emotionally motivated selling. a8 3 al
dalale

» Catalog selling

* Mail order

* Selling of services (as lawyers,
doctors..etc.)



/ Selling Skills
) (B Liga B jina (5 585 S
* How to be professional in selling:
 Education ‘updating your information’

e You must be convinced that there is no
alternative to your current job

* “working is working”
* Learn to respect yourself and others.






lal) 305 J o sllaall sale
Before any visit
Medical representative should know about:
* Drug information.
» Updated info.
* Competing products.
» Personality of the customers.cfb dl Avadl
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* The key to convince the doctor with our
product.

* Selling skills.

* To make sure that you know your
company well and also that the company
is well known to the doctor.



* Must have detailed information about
how your drug can be helpful 1<
acluw sand how it differs from other
drugs.”’

e Should know details about the disease

* |t is helpful to take advantage of certain
events such as knowing the doctor
birthday and to time your visit at that day
bringing a small gift with you.”



Any new medical representative

e The appearance of a medical
representative. ‘the bag, clothing, nails,
hair style...etc...”

* Ability to convince/persistent _<ius
sl s sf

credibility. 48laae 5
* The frequency of visits,” to set a program
for visits”.




What doctors expect to get
from medical representatives?

* -An effective drug.

* -Information concerning the drug.

* -An idea concerning drug price.

* -Available dosage forms.

* -Free samples.

* -Brochures

» -Conferences

* -Services

* -Frequent visits.



What does a medical
representative expect from a
doctor?

e -To prescribe his products

e -To greet him upon his visit 43,L) )3,

* -To understand the properties of his product
over competitors' ones.

o -Feedback _sSall J=dll 240



e It is important to know that doctors can
remember only few numbers of products
for example some doctors may only
know |5 products.



Why doctors may not prescribe
your specific product??

* -No frequent visits.
* -If he is not convinced with your product.

» -Previous trial failure of the drug. e 4Lild 4, a3
¢—‘jﬂ\

» -Simply because he does not like you.



* Negative opinion or bad relations with
your company

* -There is no product in your company
that matches his needs.

e -His loyalty to other company

* -Not enough information concerning the
drug.

* -He is used to other specific drugs.
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