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Pharmaceutical marketing objectives and types depending on demand state are overviewed in this article. Pharmaceutical enter-
prise has always a certain idea of the desired level of market demand. In practice demand is not always in accordance with level that
has been predicted. One can strictly outline eight situations that characterise the state of demand. Every such situation is in accord-
ance with certain marketing managerial task and its types. Conversional marketing is related to medicines’ negative demand and
medical services availability, e.g. such kind of situation, when they cannot find their own buyer at substantial part of potential mar-
ket. Stimulating marketing is related to demand absence, e.g. state, when potential market does not reveal (or almost does not reveal)
interest towards concrete proposal. Marketing that develops is related to medicines demand, that is at the stage of formation (hidden
demand). Potential (hidden) demand occurs when certain consumers part need real problem solving, that cannot remain satisfied
with the medicines and medical services that are available at the market. Remarketing is related to medicines or medical services
decreasing demand situation for a particular period of time, as a result of moral degradation, not consideration sale stimulation
tools, advertising updates, and competition factors. Sync marketing (irregular marketing) is related to uneven demand, its
Sfluctuation: seasonality (medicines against a cold, stomach—intestinal diseases and etc.); daily (pharmacies are more often attended
during the weekdays, less — at the weekend); hourly (pharmacies are most often attended in a period of time from eight to eleven in
the morning and from five to seven in the evening accordingly to research data). Supportive marketing is related to satisfied demand
availability. Demarketing is related to surplus of demand, so medicines demand is higher than its supply (producing opportunities).
Counteractive marketing is related to irrational (non rational) demand, with harmfulness in terms of health, consumer and society
welfare. Market research provisions medicines demand study and projection, price analysis and rivals medicines, market capacity
determination and enterprise’s share on it. Such kind of analysis assists to estimate market opportunities and determine attractive
marketing activity direction, where enterprise can acquire competitive advantages
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Jlvsiscokutl HayioHabHULL yHIGEpcUmem eemepurapHoi meouyunu ma oiomexuonoziu im. C.3. Iocuyvkoeo,
syn. Ilexapcoka, 50, m. Jlvsis, 79010, Vkpaina

B cmammi posensioatomucs yini i 6udu ghapmayesmuino20 MapKemuHey 3a1elcHo 6i0 cmawy nonumy. Y gapmayesmuunozo nio-
npuUEMCmea 3asxicou ICHye neene yasnenHs uwjo0o 6ajxcanozo pieHa nonumy na punky. Ha npaxmuyi sc ne 3aexcou nonum, axui
nepeobavaemucs, 8ionogioae yvbomy pisuio. Modxcna docums 4imko uoinumu icim cumyayiti, wWo Xapaxmepusyoms CMan NONumy.
Koorcniti maxiti cumyayii’ 6ionogioae nesme 3a80aHHA W0O00 YRPAGNIHHA MAPKEMUHZOM ma tio2o eudis. Koneepciinuii mapkemune
Nn08'a3aHUll 3 HAAGHICMIO HE2AMUBHO20 NONUMNY HA NIKU I MeOUYHi nociyeu, moomo makoi cumyayii, 3a AKOi Ha 3HAYHIL YACMUHI
NOMEHYINIHO20 PUHKY BOHU He 3HAX00AMb 8020 NOKYynysa. CImuMymio8arbHuli MapKemuHe nog'a3anuil 3 6i0CymHicmo nonumy, moomo
CMawy, 3a K020 NOMEHYIHUL PUHOK He BUABNAE (Yu Mmaiiice He Us6IAc) iHmepecy 00 KOHKpemHoi nponosuyii. Mapxemune, uwo
PO36UBAEMBCS, NOB'A3AHULL 3 NONUMOM HA JIKU, KU 3HAXOOUMbCs Yy cmadii popmysanus (npuxoeanuti nonum). Ilomenyitinuil (npu-
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X06aHUIL) NONUM MA€E Micye Mooi, KOIU Ne6HA YACMUHA CROJICUBAYIE NOMPeDye PealbHO20 PO36'A3aHHS AKOICL npobaemu, Kompa He
Modice Oymu 3a006071€HA 3a OONOMO20I0 HAABHUX HA PUHKY NiKI6 | MeOuunux nociye. Pemapkemune noe'asanuii iz cumyayieio cnao-
HO20 NONUMY HA NIKU YU MEOUYHi NOCAYeU 3a NeGHULl Nepiod Yacy 6HACIIOOK MOPANIbLHO20 CIMAPIHHA, HeGPAXYBAHHA 3aX00i8 CIMUMY-
JII0BAHHA 30YMY, PEKIAMHUX NOHOBNEHDb, (hakmopie KouKypenyii. Cunxpomapkemune (Hepe2yiapHuti Mapkemunz) noe'a3anuil 3 Hepie-
HOMIPHUM NONUMOM, KOTUBAHHAM 1020. NOCE30HHO (MIKU 810 3ACMYOU, UWLTYHKOBO—KULUKOBUX 3AX80PI06AHbL MOW0), WOOEHHO (anme-
Ku yacmiwie 8i06i0yiomv y 6YOHI, MAL0 — Y BUXIOHI), NO20OUHHO (30 OaHUMU OOCTIONHCEHb anmeKy Hauuacmiuie 8i08i0yI0my y nepiood
3 80CHbMOI 00 00UHAOYAMOL panKy ma 3 n'amoi 0o cbomoi 200un eewopa). IliompumysanbHull MapKkemuHe NO8'sI3aHUll 3 HAAGHICMIO
3a00601en020 nonumy. [Hemapkemune nog'sizanuil 3 HAOMIPHUM NORUMOM, MOOMO NONUM HA JIKU 3HAYHO NEPeSUUYE NPORO3UYIIO
(6upobnuui moxcnusocmi). Ilpomuditouuti mapkemune noe'szanuil 3 ippayioHATbHUM (HEPAYIOHAILHUM) RORUMOM, 3i WKIONUBICIIO
npoOyKyii 3 mouKu 30py 300p08's, 006pobYymy cnodcusaua i cycniibCmed.

Locnioscenns punxy nepeddbayac euguenns i NPOSHO3YEAHHA NONUMY HA KU, AHANI3 YiH | NPenapamie KOHKYPeHMmis, 6U3HAYEHHs
MicmKocmi punKy i1 uacmku nionpuemcmea Ha Hvomy. Takuil ananiz 0onomazae oyiHumu puHKO8i MONCIUBOCMI | GUSHAYUMU NPU-
6a0IUBUL HANPAM MAPKEMUNH20B0I OIANLHOCHII, HA AKOMY NIONPUEMCINGO MOdICe HAOYMU KOHKYPEeHMHUX nepegaz

Kniouosi cnosa: ghapmayesmuunuii mapkemune, nonum, yini ma uou, J1iku, CROICUBAUI.
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B cmamve paccmampusaiomes yeau u uovl papmayesmuuecko2o MmapKemuned 8 3aeUcumMocmu om cocmosinus cnpoca. Y gap-
Mayesmu4ecko2o npeonpuamus 6ce20d Cyujecmeyem onpedeienHoe npeocmasienue 0 Henaemoz0 yposHs cnpoca na puiike. Ha
npaxkmuke dice He 6ce20d Cnpoc, NPeonoazaemcs, COOMeemcmeyemn IMomy yposHio. MoxcHo 00cmamoyHo uemko 8bl0elumsb 60ceMb
cumyayuil, xapakxmepusylowux cocmosanue cnpoca. Kasxcooii makou cumyayuu coomsemcmeyem onpeoeiieHHas 3a0aid no ynpasie-
HUIO MapKemuHeom u e2o 6u006. Koneepcuonnuiii mapkemune céA3aH ¢ HATUYUEM HE2AMUBHO20 CNPOCA HA EeKAPCMEa U MeOuyuH-
cKUe ycuyau, mo ecnmv maxkou Cumyayuu, npu Komopou Ha 3HAYUMENbHOU Yacmy NOMEHYUATbHO20 PLIHKA OHU He HAXOOSM C80e20
noxynamens. CluMyaupylowuii MapKemuHe Céa3an ¢ OMCYmCcmseuem Cnpocd, mo ecims COCMOAHUS, NPU KOMOPOM NOMEHYUATbHbLU
PBIHOK He nposasnsiem (unu Noumu He nposeisen) uHmepec K KOHKpemHou nponosuyuu. Mapkemune pazeuearoujelics Céa3aH co
CHPOCOM HA NEeKApCmeda, KOMOpblll HAXO0UMcst 8 cmaouu Gopmuposanus (ckpvimvlil cnpoc). ITlomenyuanvhulil (CKpbimbiti) cnpoc
umMeem Mecmo mozod, Ko20a onpedeienHnds yacms nompebumenei mpebyem peanbHo2o peuleHus Kako—mo npoonemvl, KOMopas He
Modcem Obimb YO0BIEMBOPEHA 34 CHEM UMEIOWUXCS HA PbIHKe JeKapCme U MeOUyuHCKux yciye. Pemapkemune céasan ¢ cumyayuet
HUCX0051Ue20 CnpOCa HA JeKapcmed Uil MeOUyuHcKue YCayeu 3a OnpeoeneHHblil nepuod 8pemMeHu 8Cledcmaie MopaibHo2o cmape-
HUA, Heyyem Mep CIUMYIUPOBAHUs cOblma, pekiamublx 0bHoereHull, gakmopos koukypenyuu. Cunxpomapkemune (HepeyapHblil
MapKemunz) C6A3aH ¢ HEPABGHOMEPHBIM CHPOCOM, KOAeOAHUs e20: NOCE30HHO (1eKapCcmea om npocmyobl, HcenyOOUHO—KUUEUHbIX
3abone8anuil u m.0.); exHceOHesHO (anmeKu yauje nocewam 6 6yOHU, MAalo — 8 BbIXOOHbIE);, NOUACO80 (N0 OAHHBIM UCCAEO08AHUU
anmexu uawe 6ce20 NOCewarm 8 nepuod ¢ 80CbMu 00 OOUHHAOYAMU Ympa u ¢ namu 00 cemu 4acog eeuepa). Iloodepacusarowujuil
MAPKemuHe C653aH ¢ HAMUYUeM 0080JbHO20 CHPOCA. JleMapKemune Ces3aH ¢ Ype3MEPHbLIM CHPOCOM, MO eCMb CRPOC HA JeKapcmed
3HAYUMENbHO npegbliuaem npednodcere (npou3eoocmeenHble 603ModxcHocmuy). IIpomueooeiicmaylowuii MapKemune C6a3am ¢ uppa-
YUOHANLHBIM (HEPAYUOHANLHBIM) CHPOCOM, C 8DEOHOCHIbIO NPOOYKYUU C MOYKU 3peHUsl 300p0o6bs, O1azoNnonyyus nompedumens u
obwjecmea. Hccnedosanue puinka npeonoiazaem usydeHue u npocHOUPOsanue Cnpoca Ha 1eKapemed, aHdaus yeH u npenapamos
KOHKYPEHMOo8, onpeoenenue eMKkoChu pulHKa u 0oau npednpuamus Ha Hem. Takou anaius nomozaem oyeHums polHOUHblE B03MONHC-
HOCIMU U ONpedenumy npueileKameibHoe HanpasieHue MapKemuH2060U 0essmeNbHOCIU, Had KOMOPOM Npeonpusimue Moxcem npuoo-
pecmu KOHKYPEeHMHbIX NPeUMyuecms.

Knioueswie cnosa: gpapmayesmuyeckuii mapkemune, Cnpoc, yeau u 8uobl, 1eKapcmed, nompeoumen.

Introduction

However marketing is oriented on consumers’ needs
satisfaction, then marketing activity always begins with
complex pharmaceutical market research (Gromovyk et
al., 2004; Olenych et al., 2012). During the market re-
search consumers’ behaviour is being studied, their needs,
consumer advantages, motives, that urge them to make
decisions regarding medicines purchase. Consumers be-
haviour deep understanding affords to satisfy their needs
better than rivals do.

The aim of this scientific work was to overview phar-
maceutical marketing objectives and types depending on
demand condition.

Results and its discussions

Pharmaceutical enterprise always has some imagina-
tion about desirable demand level at the market. On prac-
tice not always demand that is foreseen, related to such
level. One can strictly define eight situations, which char-
acterise demand state. Every such kind of situation is in
accordance with certain marketing management task and
its types (tabl. 1).

Conversional marketing is related to availability of
negative demand on medicines and medical services, e.g.
such situation, when it cannot find their own buyer at
substantial part of potential market. For example: majority
of people have a negative demand on vaccination, in
children — on tablet medicines and medicines without any
excipients.
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Table 1

Objectives and types of pharmaceutical marketing depending upon demand

Demand state Pharmaceutical marketing objective | Pharmaceutical marketing type
Negative Demand formation Conversional
Absent Demand stimulation Stimulation
Potential Creation of the new medicinal means Marketing that develops
Decreasing Demand increase Remarketing
Uneven Demand leveling Sync marketing
Satisfied Demand support Supportive
Excessive Demand decrease Demarketing
Irrational Restriction of access to medicines Counteractive

A cause of mentioned situation is research elements
neglecting of the previous sale of consumer information.

Pharmaceutical marketing task is to create demand as
a result of analysis of the causes of negative demand, the
development of tactics and strategy of influence upon
demand or supply, which can project assortment im-
provement of the structure or medicines quality, price
reduction, searching for new forms of medicines ad-
vancement at a market (Olenych et al., 2013).

Stimulating marketing is related to demand absence,
condition when potential market does not reveal (or al-
most does not reveal) interest towards concrete proposal.
The reasons of absent demand can be advertising neglect-
ing, medicines competitiveness research.

Marketing task — is to awake consumers activeness
based on finding ways of connection specific medicinal
qualities with natural needs and interests of the human
being (Gromovyk et al., 2004; Olenych et al., 2011).

Marketing, that develops, is related to medicines de-
mand that is at the stage of formation (hidden demand).
Potential (hidden) demand occurs when certain consumers
part need real problem solving, that cannot remain satis-
fied with the medicines and medical services that are
available at the market. For example: nowadays health
care system has unsatisfied need in medicines, which
might be efficient in oncologic diseases, strokes and
AIDS treatment. Marketing task — is to estimate the vol-
ume of potential market and create efficient medicines
and medical services, that really can satisfy the demand
(Gromovyk et al., 2004; Kanjuka et al., 2012; Olenych et
al., 2012).

Remarketing is related to medicines or medical ser-
vices decrease demand situation for a particular period of
time, as a result of moral degradation, not consideration
sale stimulation tools, advertising updates, and competi-
tion factors (Gromovyk et al., 2004). Pharmaceutical
marketing objective — not only to extent medicine life
cycle that is situated in a phase of demand lower, as crea-
tion new life cycle of the medicine. It might be achieved
by advertising the unknown or little known consumer
features and benefits of this medicine. For example, it was
revealed that regular usage of aspirin reduces risk of the
stroke by 15 percents. Besides, for aspirin’s life cycle
creation its effervescent medicinal forms were produced,
also medicinal forms with vitamins additives.

Sync marketing (irregular marketing) related to une-
ven demand, its fluctuations:

a) seasonally (medicines against a cold, stomach—
intestinal diseases);

0) daily (pharmacies is more often attended on a week
days, less — at the weekend);

B) hourly (pharmacies are most often attended in a pe-
riod of time from eight to eleven in the morning and from
five to seven in the evening accordingly to research data).

As of many medicines cannot smooth demand fluctua-
tions, the pharmaceutical marketing task is to study these
fluctuations and adjustment for them (Gromovyk et al.,
2004; Vasnecova, 2005; Grymak et al., 2013).

Supportive marketing is related to satisfied demand
availability. Marketing objective — is to maintain demand,
as a result of constant attention towards factors that can
change the demand: change of the need (for instance,
decrease or increase level of morbidity); appearance on
the market of similar drugs and medical services of other
companies at lower prices.

It is necessary to solve a series of tactical tasks, which
are related to price policy, maintaining desirable quantity
of sales, activity coordination, and performance of cost
control.

Demarketing is related to surplus of demand, so medi-
cines demand is higher than its supply (producing oppor-
tunities). Pharmaceutical marketing objective — is to re-
duce excessive demand by price raise, termination of
sales stimulation, advertising of analogues or substitutes,
etc.

Counteractive marketing is related to irrational (non
rational) demand, with harmfulness in terms of health,
consumer and society welfare. For example: alcohols
demand, tobacco, drugs and psychotropic means, etc.
(Gromovyk et al., 2004; Bab’jak et al., 2012).

The main reason of this phenomenon is lack of con-
sumer behaviour with regards to social and ethical moral.
Marketing objective — is to eliminate or redirect demand
or significantly restrict access to products or change the
terms of its sale. For example, there is an irrational de-
mand in a health care system on drugs and psychotropic
medicines that regulates through standardisation needs per
one thousand people of population and dispensing of
medicines from state and municipal pharmacies by pre-
scription special forms.

Medicines as a goods are very special because of so-
cial meaning, as the benefits of their usage are shown in
reduction of disease duration, loss of work time due to
disability, payments on this occasion, also utilization
additional fund of working time. At the end medicines are
an important indicator of human life guarding. On the
other hand, some medicines are poisonous and potent
means. Failure to comply with the rules of its application
may cause health worsening and even death. Moreover,
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most medicines are biologically active synthetic com-
pounds; its analogues are scarcely found in nature that
makes its safe natural utilisation process hard enough.

Price is not primary factor that influence purchase, be-
cause sales feature depends on disease, its nosology,
course and severity, specific medicines properties. Thus
group of vital medicines, in particular, where they are
bought by the state (insurance companies) or its purchase
cost is compensated by the state (insurance companies),
price in most cases is inelastic or slightly elastic
(Gromovyk et al., 2004; Kanjuka et al., 2012).

Circulation — feature of drugs distribution is that its
production, wholesale and retail sales may be performed
only by special permission, e.g. licensing features.

Distribution is based on communications methods, as
medicines — are products of the forced demand. Utilisa-
tion of its majority cannot be based on relatives and ac-
quainted advices, and also on personal experience or own
likes. Besides, legislation only allows advertising non
prescribed medicines. Motivation role in medicines con-
sumption mainly play medical and pharmaceutical
experts, therefore advertising and most drugs are designed
for them, personal sales are directed at them, and to a
great extent, methods of sales promotion.

Conclusions

Market research provisions study and projection of
medicines demand, price analysis and rivals’ medicines,
market capacity determination and enterprise’s share in it.
Such type of analysis assists to estimate market opportu-
nities and determine marketing activity attractive direc-
tion, where enterprise can acquire competitive
advantages.
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