© 2025 IJNRD | Volume 10, Issue 8 August 2025 | ISSN: 2456-4184 | INRD.ORG

IJNRD.ORG ISSN : 2456-4184 °

»+- INTERNATIONAL JOURNAL OF NOVEL RESEARCH

R AND DEVELOPMENT (IJNRD) | JNRD.ORG
RD An International Open Access, Peer-reviewed, Refereed Journal

DETAIL MARKETTING STRATEGIES STUDY
ON ANTI-DIABETIC DRUGS FROM
BEGINNING TO GROWTH PHASE IN BRAND
LIFE CYCLE

Mushtajaab Alam, Dr. Praveen Kumar, Spardha Trehan

Himalayan Institute of Pharmacy and Research, Rajawala, Dehradun

E-mail-salonijaswal1991@gmail.com

CHAPTER 1
INTRODUCTION

1.1 Background and Introduction
Background (Evolution of the concept of brand life-cycle)

The idea of a product life cycle has had its ups and downs, with certain people strongly opposing it at various

points. It was believed that the notion would be "abandoned" because of the overwhelming criticism. Harvard
Business Review authors Dhalla and Yuseph (1976) published an essay entitled "Forget the Product Life Cycle
Concept" in 1976. One of the paragraphs in the same article had been named "“No Life Cycle for Brands.” Polli
and Cook (1967) in a working paper for the Market Science Institute after experimenting with over 100 product
categories concluded.

“After completing the initial test of the life cycle expressed as a verifiable model of sales behavior, we must
register strong reservations about its general validity, even stated in its weakest, most flexible form. In our tests
of the model against real sales data, it has not performed uniformly well against objective standards over a wide
range of frequently purchased consumer products, nor has it performed equally well at different levels of product
sales aggregation... Our results suggest strongly the life cycle concept, when used without careful formulation
and testing as an explicit model, is more likely to be misleading than useful”.

Product life cycle stage is "the most essential determinant in the selection of a suitable business strategy,"
according to Hofer (1975, p. 798). Marketing has also made significant contributions to strategic management
during the product life cycle, according to Biggadike (1981). Product life cycle concepts are inherent in the Boston
Consulting Group's portfolio strategy. The product life cycle is "the grandfather of models for projecting the likely
trajectory of industrial progress" according to Michael Porter.

Raymond Vernon categorised products into three categories based on their current stage in the product life cycle
and their performance in the global commerce marketplace

* New Product
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* Maturing Product
* Standardized Product
Factors that have a high impact on Building a Brand (General Products):

1. Market Size: Small and slow-growing markets are more likely to need lower expenditures in a brand's
marketing budget, thus companies use a product marketing approach when the market for their product is large.
In this situation, the company should look for brand assets that will help it build its brand value.

2. Competition: When there is a lot of competition, the items have to stand out from the rest. This is where the
brand's advantages should be communicated to consumers. Depending on the available resources, other options
in such a highly competitive environment include product branding, endorsement marketing, or double marketing.

3. Organization Resources: The umbrella marketing approach is a good option when resources are limited,
since a brand may quickly become prohibitively costly. As a result, there is just one stock to consider. Product
quality is to be maintained and customer services as well.

4. Product Newness: With the introduction of a new product, buyers have a wide variety of alternatives to choose
from. In order to distinguish the new product's unique attributes from those of its predecessors, the company may
use a product-branding strategy. When a brand offers a wide variety of items, it makes it difficult for customers
to make a decision. This may be costly, but alternative options include using a dual marketing approach or an
endorsement branding plan to increase your brand's visibility.

5. Innovativeness and Technology: Every day, the world is changing at an exponential rate, particularly when it
comes to the introduction of new advances and technology. When it comes to getting their brand in front of
customers, companies must always be on the cutting edge of marketing techniques. A brand's image and notoriety
are built on the success of its products, however this is not always the case. Now, the sales of various brands must
not be completely impacted. If the situation warrants it, product marketing may be an option, but it would entail
a significant financial commitment. Instead of product branding and advertising marketing, prominent companies
like Apple, Du Pont, and 3M use endorsement marketing, where the name of the company is mentioned. Another
option is Tata Motors' double branding strategy for its well-known Indigo brand

1.2 Pharmaceutical products (Case Studies) New trends Precision Medication: Due to the rising need to reduce
healthcare costs, the one size-fits-all paradigm is being replaced with outcome-based, customised treatments. This
eliminates the requirement for a wide range of treatment options and assumptions.

e 3-D Printed Drugs: On-demand, custom-dosed pharmaceuticals might become a reality because to 3-D
printing's capacity to create medications on demand.

e Digital Healthcare: The biopharmaceutical, medical, and surgical industries, as well as automation, have all
played a role in the recent transformation of the worldwide healthcare business.

e Counterfeit Drugs: Contraband Drugs are medicines that are not authentic. In any case, they might be tainted
or contain an inactive or contaminated substance. The product ID must be tracked throughout the supply chain
from the time it is assembled to the time it is sold. Variable pricing differences between generic and brand-name
drugs are based mostly on the pharmaceutical class (Mehta et al., 2019).

It suggests that firms benefit from improving the value-added intellectual coefficient (VAIC). There is a
considerable positive association with monetary maintainable performance and numerous life cycle quantiles,
which is also examined in this study. VAHU and VACA are the most important components of knowing assets to
a financially stable presentation throughout growth, development, and decline stages of the business cycle (Xu &
Liu 2019).

[JNRD2508046 International Journal of Novel Research and Development (www.ijnrd.org)



http://www.ijnrd.org/

© 2025 IJNRD | Volume 10, Issue 8 August 2025 | ISSN: 2456-4184 | INRD.ORG

It's fairly uncommon for writers to talk about a four-phase product life cycle (Introduction; Growth; Maturity;
and Decline), although some argue that there are really five phases

e Introduction
e Growth

e Maturity

e Saturation

e Abandonment

The area of production depends on the phase of the cycle. A brief description of the five stages (in the context of
its original version of evolution mainly related to international trade) is given below:

Stage 1: Introduction SA

Customers are absolutely uninformed of the new product's existence at this point in time. Manufacturers use
endorsements to promote new products in order to increase sales. With few competitors and slowly increasing
revenues, sales for this firm are expected to grow. As soon as more of the product is sold, it progresses into the
next phase.

Stage 2: Growth

Sales skyrocket when there is a rise in demand for the product. Profits rise as a consequence of lower
manufacturing costs. When a product becomes more well known, new competitors enter the market.

Stage 3:
Maturity

This stage in the product's lifecycle indicates that a substantial number of customers are familiar with and possess
the product. Demand is lower and sales volumes are increasing more slowly throughout the maturation period of
the business. Competition has intensified, and the top supplier may decrease prices to retain market share and
promote sales.

Stage 4:
Saturation

There is no way to raise or reduce the quantity of goods sold in a saturated market. An upgrade of the product's
features is needed to attract new customers. Rivalry for rivals' products would be fierce at this stage.

Stage 5:
Decline

Product and production processes are well established at this point in their life cycles; customers know what the

product looks like and producers are familiar with the process. This occurs when a product hits its height of
popularity and then starts to decline in sales. Eventually, the product is no longer commercially viable to
manufacture.

According to the International Product Life Cycle theory, there are 5 stages which define how a product develops
and deteriorates because of globalization:

e Local Innovation

e Overseas Innovation
e Maturity

e World Wide Imitation
e Reversal
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1.3 Introduction
Brand Life Cycle

For a product or service, the objective is for it to develop its own identity without the help of anybody else. While
multitudes of items and services flood the market and all are commoditized, a well-known brand stands out and
attracts attention. Depending on how the brand is sold, advertised, and pushed, a brand name may produce and
stand for mass-market commitment, faith, and confidence.

To be able to charge more for its goods, a company must be able to clearly identify and have confidence in its
brand's capabilities, which helps it to stand out from the competition. A brand, on the other hand, is more likely
to last than a single product. A company's brand might be compared to the life force that animates it. Individuality
and personality, as well as a name, ethos, dream, emotion, and intellect, are also present.

Brand owners must constantly monitor key phrases to ensure that the brand remains relevant to its intended
audience. Companies might use the models created in the 1990s to better understand how a given brand should
be positioned and how it fits into the larger strategy of the firm. Senior executives and planners from New York
to Tokyo found it useful in understanding their clients' branding issues.

In order to come up with this, a broad range of firms from both the United States and Europe were analysed. For
corporations, this approach allows them to examine their company strategy and product portfolio in a relevant
way. For the last decade, it hasn't been revisited. The four phases of brand development are the same for all brands.
Product brands are more common, but service brands may also start out as product brands and later evolve into
something else entirely.

Consumers can easily recognise a Personality Brand because of its distinct identity and strong sense of
exclusivity; a Category Brand because of its dominant position in the market; a Personality Brand because of its
distinctive identity and strong sense of exclusivity; or an Experience Brand because of its distinct identity and
sense of exclusivity.

There are four stages in the life cycle of any brand. Products like watches, aircraft, and Coca-Cola start oft as
Product Brands; some of them later become Service Brands, which provide services like assistance, repairs, or
delivering you a Coke. They gradually become either a Category Brand, which is defined as having significant
market share within a group; or a Personality Brand, which launches a robust brand personality that customers
recognize with; or an Experience Brand, which provides best customary service and product superiority with a
solid sense of exclusivity.

Another sort of brand is an Ingredient Brand, which is a co-branding arrangement. Ingredient Brands are typically

used to convey a sense of exclusivity or exclusive technology, and this is why they are so popular. There are
several examples, including Microsoft, Intel, and Oracle. IBM computers come pre-installed with Windows and
Intel, two additional co-brands. One step higher in success, these companies became Corporate Brands or
International Brands, which expanded geographically to become 8 worldwide dominating leaders after they had
been enormously successful.

In certain cases, a company's brand must evolve from a single category to one that encompasses multiples. In
fast-moving consumer goods, this is a common occurrence. There is a connection between these two divisions.
Both a worldwide brand (such as Intel) as well as a personality brand (such as Apple) may exist at the same time
(Virgin). The Brand Life Cycle model recommends that the ultimate goal for all firms is to establish a worldwide
brand.
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1.4 Factors that have a high impact on Building a Brand

1. Market Size

Small and slow-growing markets are more likely to need lower expenditures in a brand's marketing budget, thus
companies use a product marketing approach when the market for their product is large. In this situation, the
company should look for brand assets that will help it build its brand value.

2. Competition

When there is a lot of competition, the items have to stand out from the rest. This is where the brand's advantages
should be communicated to consumers. Depending on the available resources, other options in such a highly
competitive environment include product branding, endorsement marketing, or double marketing.

3. Organization Resources

The umbrella marketing approach is a good option when resources are limited, since a brand may quickly become
prohibitively costly. As a result, there is just one stock to consider. Product quality is to be maintained and
customer services as well.

4. Product Newness

With the introduction of a new product, buyers have a wide variety of alternatives to choose from. In order to
distinguish the new product's unique attributes from those of its predecessors, the company may use a product-
branding strategy. When a brand offers a wide variety of items, it makes it difficult for customers to make a
decision. This may be costly, but alternative options include using a dual marketing approach or an endorsement
branding plan to increase your brand's visibility.

5. Innovativeness and Technology

Every day, the world is changing at an exponential rate, particularly when it comes to the introduction of new
advances and technology. When it comes to getting their brand in front of customers, companies must always be
on the cutting edge of marketing techniques. A brand's image and notoriety are built on the success of its products;
however, this is not always the case. Now, the sales of various brands must not be completely impacted. If the
situation warrants it, product marketing may be an option, but it would entail a significant financial commitment.
Instead of product branding and advertising marketing, prominent companies like Apple, Du Pont, and 3M use
endorsement marketing, where the name of the company is mentioned. Another option is Tata Motors' double
branding strategy for its well-known Indigo brand.

1.5 New trends
Precision Medication

Due to the rising need to reduce healthcare costs, the one size-fits-all paradigm is being replaced with outcome-
based, customised treatments. This eliminates the requirement for a wide range of treatment options and
assumptions.

3-D Printed Drugs

On-demand, custom-dosed pharmaceuticals might become a reality because to 3-D printing's capacity to create
medications on demand.

Digital Healthcare

The biopharmaceutical, medical, and surgical industries, as well as automation, have all played a role in the
recent transformation of the worldwide healthcare business.

Counterfeit Drugs

Contraband Drugs are medicines that are not authentic. In any case, they might be tainted or contain an inactive
or contaminated substance. The product ID must be tracked throughout the supply chain from the time it is
assembled to the time it is sold. Variable pricing differences between generic and brand-name drugs are based
mostly on the pharmaceutical class
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Results suggest that firms benefit from improving the value-added intellectual coefficient (VAIC). There is a
considerable positive association with monetary maintainable performance and numerous life cycle quantiles,
which is also examined in this study. VAHU and VACA are the most important components of knowing assets to
a financially stable presentation throughout growth, development, and decline stages of the business cycle (Xu &
Liu 2019). Corporate brand positioning (CBP) is more than just a marketing effort at the corporate level since it
is a recurrent and staggered activity.

There are seven stages to a positioning event, each of which generates facilitators and obstacles to change. As a
political process, CBP must be seen as a combination of long-term, stable corporate and commercial phases and
short-term, ephemeral, reflecting strategic events.

1.6 Metformin

Those with diabetes may benefit from it since it is a medication that aids in blood sugar management. Biguanides
are a class of medicines that include Metformin. Phenformin, buformin, and other comparable drugs are included
in this category.

Basically, all of these medications act by reducing the amount of sugar (glucose) your liver generates and your
intestines absorb from meals; they may also reduce the amount of insulin your pancreas produces. Although
Metformin may help lower your blood sugar, the medication is not a cure for type 2 diabetes. One may have heard
of a similar drug called acarbose, which is sometimes used instead of metformin.

Like metformin, acarbose is a biguanide. It's thought that the two drugs may have similar benefits and side effects.
The clinical trials of metformin showed that the drug might work as well as other oral treatments, such as insulin
and diet.

Metformin may be useful in people who cannot take oral medications for diabetes because of side effects, high
blood sugar levels, or other problems.

1.7 How clinical trials have affected the market share globally

Metformin is widely prescribed in Canada and United States for type 2 diabetes. In the US, it is one of the five
most commonly prescribed medications in Medicare and Medicaid, and one of the most commonly prescribed
medications overall. As of December 2011, it made $4.1 billion in the US, almost 40 percent of its total sales.
Metformin was approved by Health Canada in January 1991 and by the FDA in September 1995. In 2011, the
market share for metformin in the European Union was as follows: Germany (41.4%), France (13.8%), Italy
(10.6%), Spain (8.5%).

In India, metformin is marketed by companies like Cadila Healthcare, Lupin Pharmaceuticals Ltd., Mylan
Pharmaceuticals Ltd. and Sun Pharma. Metformin has been used in the treatment of type 2 diabetes since the
1970s; however, during that time period risk was not widely understood. Metformin was not commonly used until
the 1990s when the use of therapy, rather than diet and exercise, became more common.

The market shared for Metformin is as high as 83.3%, which was recorded in the year 2014. This is due to the
fact that metformin is used widely in the Indian population because of its affordability and efficacy. According to
a 2015 review by Moore et al. the use of metformin in the Indian context is growing at a rapid rate, making it one
of the most widely used antidiabetic drugs in India.

1.8 SODIUM GLUCOSE COTRANSPORTER-2 (SGLT2) INHIBITORS

SGLT?2 is a urinary sugar-excreting enzyme that allows the kidneys to 1remove sugar molecules in the blood.
Before SGLT2 was discovered, it was unknown how diabetic (sugar) blood made its way through the body without
causing damage to tissues. Now, for many diabetics, this information can be used to help control glucose levels
by limiting or avoiding dietary sugars.
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SGLT?2 is located on the surface of the cell membrane of the kidney. It resides in a small pocket called the luminal
space. When glucose is released from the blood, it binds to SGLT2, which is energized by ATP and activated. This
makes it possible for SGLT2 to "trap" glucose in this hydrophobic environment and re-absorbed through active
transport back into the blood.

SGLT?2 is active only in the presence of glucose. The addition of mannose, galactose or xylose does not activate
SGLT2, even though it is capable of transporting these sugars across cell membranes. This makes SGLT2 unique
in its ability to only transport glucose and not sugars with dissimilar structure.

The structure of SGLT2's binding pocket for glucose is so specific that, unlike other sugar transporters (of which
there are many), it cannot transport non-glucose sugars like galactose and fructose because the fructose binding
site is too small to bind to them; they are too big to fit into the pocket.

The main role of SGLT2 is to reduce sugar concentrations in the body so that the sugar can be eliminated from
the body by dietary means. However, it can also contribute to a variety of diseases and conditions because it was
known for being a powerful regulator of kidney function, insulin sensitivity and glucose uptake in tissues.

Considering how important glucose uptake in tissues is to its pathophysiology, it is no wonder that diabetes
leading to hyperglycemia can affect many different organs and structures. Such a strong effect on various
structures within the body makes understanding how SGLT2 regulates this process very important.

SGLT2 Market dynamics

a. The SGLT2 drug market is very competitive with pharmaceutical giants like Merck & Co., Bristol-Myers
Squibb Company, Boehringer Ingelheim GmbH, Novo Nordisk AS, Sanofi Inc. and Pfizer Inc. each vying for
market share in the DPP IV action mechanism inhibitor drug class.

b. According to IMS Health, approximately 60 million people worldwide will have diabetes by 2025. Also,
according to IMS Health, the projected global sales revenue for glucose transporters (GLUT) based drugs
surpassed $4 billion by 2014. To put this into perspective, in 2004, SGLT was only bringing in about $140 million
annually.

1.9 Marketing Strategies for brand development

One of the most significant assets of a professional services organisation is its brand. For marketers, developing
an effective plan for brand growth is one of the most critical duties. Brand Development Strategy for general
products:

1. Consider your overall business strategy

If a company has a strong, well-differentiated brand, it will be much simpler to succeed. It's still unclear what
kind of brand one needs. It's important to start with one's overall company plan, which serves as the framework
for one's brand development approach. For those that know where they want to go with the firm, a strong brand
will help them get there.

2. Identify target customers

It 1s critical to identify your ideal clientele. For example, saying that "everyone" is an error. Businesses that
generate a lot of money are focused on identifying their ideal consumers. By restricting the scope, growth grows.
Marketing efforts will be diluted if their target audience is as diverse as possible. As a result, it is critical to identify
a target audience.

3. Research target customer group

Systematic research into a target audience helps brands grow quicker and make more money. In addition, people
that do study more often become much more rapid. In 30 order to communicate effectively with a target audience,
one must first have a thorough grasp of their needs and wants via market research. Customers' perceptions of a
company's assets and brand are included in this survey as well. As a result, the marketing risk associated with
brand creation is greatly reduced.
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CHAPTER 2
LITERATURE REVIEW

According to Javed et al., (2019). quality cannot be verified in a finished product; rather, it must be maintained
throughout the process so that rationally designed techniques may increase the process' performance in terms of
the least number of value deficits in generated goods. Furthermore, quality control of pharmaceutical
nanoformulation has been prioritised since any departure from the quality standard within the product might result
in legal concerns as well as impact the company's economic prospects in terms of reputation and 74 revenue loss.

According to Narayana et al., (2019).in order to be more sustainable, the pharmaceutical sector is progressively
utilising reverse coordination strategies in their supply chain operations. However, in India, the advantages of
reverse coordination for maintainability practises are limited because to the lack of purposeful take-back for
relocation to underserved areas.

According to Latifah et al. (2019). Medicines can run out of stock and are thus unavailable in stores. Due to a
scarcity of supply, key medicinal goods are unavailable. The implementation of drug store services should
guarantee that the drugs are of high quality, safe, useful, and inexpensive. To find relevant research, a thorough
literature review was done.

According to Liang et al., (2019). It has been a growing reason for worry. Advanced oxidation techniques, such
as UV/TiO2 (ultraviolet light/titanium dioxide), could be able to break down PPCPs into smaller components,
minimising pharmacological mobility.

Mitchell et al., (2019). re-examine the product life-cycle (PLC) hypothesis, which was devised over 50 years
ago. Despite its widespread use in marketing pedagogy and continuous popularity in empirical research, PLC is
seldom questioned. The report outlines the theory's organization-centric foundation and highlights a gap between
the PLC theory and academia's new grasp of the idea of customer involvement. It rethinks the life-cycle idea by
focusing on a 77 partnership between stakeholders and non-profit organisations (NPOs), which is created using
social exchange and market-oriented components.

According to Ponnusamy et al., (2019), the current pharmaceutical sector demands more effective medicine
discovery and enhancement. A product lifecycle (PLC) describes the progression of a product from its conception
to its eventual removal from the market. The According to Nosal ska et al., (2019). a holistic approach to dealing
with Industry 4.0 necessitates a deeper look at the changes happening in the marketing field. As a result, the
primary goal of this article is to provide an overview of marketing changes for organisations adopting the industry
4.0 idea in the framework of Design Principles of Industry 4.0

Khan et. al. (2018). creates and depicts a life cycle for integrating it in the digital marketing process, which
includes critical focuses in the pre-advertising procedure as well as data analysis and conversion tracking in the
post advertising procedure.

Gordon et.al. (2017). the usage of social media in not-for-profit professional membership organisations has an
impact on how leaders connect with members, customers, the network, and other stakeholders. The goal of this
qualitative multiple case research was to investigate the social media marketing methods used by management of
not-for-profit professional membership organisations to ensure their organisations' long-term viability.

Cardinali et al., (2019).in their article, investigate the impacts of trademark licencing on brand capabilities and
brand orientation for style in SMEs operating in both local and foreign markets. The goal of this study is to explore
whether and how brand licencing may be a strategic marketing strategy for footwear SMEs from the viewpoint
of the licensee.

Deac et al., (2017). product analysis addresses a significant issue both for economic theory and business strategy,
and addresses questions such as "for what reason do products appear?" "what underpins its survival available?"
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and "for what reason do products disappear?" These questions must be addressed within the innovational
organization's strategy, and the product life cycle study provides response elements for these inquiries. Initially,
the concept of "product life cycle" was developed by promoting theoreticians and specialists, with product life
cycle serving as one of the portfolio's assessment aspects.

Samran et al., (2019). The rapid growth of ITC (Information Communication Technologies), digital marketing
may be used to effectively distribute items to target networks. Go on travel is an incorporated tourism retail market
that allows people to act as the primary entertainers by providing tourism services that meet all of the difficulties
that consumers or vacationers may have. Qualitative research methods were used in this study. Observation,
documentation, and interviews complete the data collection process. The results suggest that go on travel's digital
marketing tactics may significantly enhance brand recognition throughout the early stages of the product life
cycle.

Mohammadi et al., (2018). In today's highly competitive world, including marketing concepts and tactics into
the marketing mix strategy for goods may play a vital role in increasing sales and ensuring greater market success.
The main goal of this research is to use the ANP technique to structure the marketing mix at each stage of the
product life cycle. As a result, a questionnaire was created, and an evaluation of Mashhad's food industry
marketing heads was conducted in 2015. The findings suggest that 81 "advancement" is the most important of the
7P's of marketing mix in the early stages of the product life cycle, whereas "cost" is the most important in later
stages.

Rahayu et al., (2018). The pharmaceutical sector is developing several processes in order to compete in the
global market by enhancing the quality and capabilities of the company to meet consumer expectations.

Hering et al., (2018). The pharmaceutical business spends a significant amount of money in the development of
new drugs. External influences, such as more new competition and more conspicuous regulatory obligations, may
have a negative impact on total revenue, while R&D productivity declines. To be competitive and maintain strong
R&D capabilities 82 for developing new pharmaceutical items, businesses must make wise investment decisions
to increase their measurable profit. As a result, a pharmaceutical product's whole lifespan must be viably worked
out in order to ensure long-term development through commercialization. Throughout the lifespan of a
pharmaceutical product, this examination critically examines the existing situation and linked administration
procedures.

Mirzaei et al., (2018). The network drug shop ownership necessitates integration with marketing approaches in
order to influence customer behaviour. This problem is well-documented with data from exchange diaries, master
conclusions, and dispersed conversations. Regardless, there is a scarcity of evidence pertaining to the efficacy of
marketing movement inside the drugstore sector. To examine how marketing movement has been imagined in the
context of network pharmacy stores and to determine the evidence for marketing action's influence. Using a
scoping review methodology and the PRISMA-P reporting process, seven databases were carefully examined.
The search turned up 33 studies, which were divided down by year of release, diary, country of origin, and
marketing framework. The majority of marketing research publications focused on the United States and were
released in medical journals. Division, concentrating on, separation, and positioning were some of the marketing
strategy characteristics. Research into the marketing mix, which mostly featured the "4Ps" approach, was also
obvious.

Chen et al., (2017) advances existing knowledge on developing a brand strategy that includes corporate renown.

It investigates the uses of corporate notoriety and its influence on brand segmentation, differentiation, and
positioning using three hypotheses: esteem creation, important resources, and corporate communication. A
sequential mixed method technique is used in the Taiwanese pharmaceutical sector, and data is dissected using
partial least 83 squares (PLS) structural equation modelling (SEM).

Khedkar et al., (2017) The purpose of this work is to investigate how consumers see health-related borderline
items that fall somewhere between food and medications Due to a blurring of the lines between the pharmaceutical
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and food sectors, such goods exist. They fit under the categories of medications and food in certain ways.
According to the literature, such items provide firms with opportunities for progress.

Dadhich et al., (2017) The purpose of this study is to look at customer behaviour and perceptions about OTC
drug choices, as well as the impact of various marketing methods used by major pharmaceutical firms The current
research involves a cross-sectional survey that was done in September 2016 on a sample of 100 customers from
Jaipur. This article also examines how unique instruments, the marketing mix, and the overall organisation
strategy are integrated for pharmaceutical OTC marketing, as well as consumer awareness and understanding of
OTC medicinal uses for common conditions.

Haque et al., (2019) Patients are at the heart of the health-care system, which includes pharmaceutical companies
as major participants In recent years, ethical rules for pharmaceutical marketing methods have deteriorated
significantly, raising concerns about the quality of health treatment. Pharmaceutical businesses' traditional
marketing methods are generally acceptable by both non-Muslims and Muslims across the world.

Basile, (2019) In comparison to other industries, the pharmaceutical business has been slow to recognise the value
of brand management pharmaceutical firms, following the lead of consumer goods industries, have focused more
on the brand than on patents between 2013 and 2017. This motivates businesses to develop branding strategies
that aim to maximise the brand's potential, which had previously been underutilised in the pharmaceutical
industry.

Khazzaka, (2019) According to previous research, pharmaceutical firms are successful in controlling physicians'
prescription behaviour in industrialised nations. However, few research has looked at how pharmaceutical
marketing methods affect prescription patterns in poor and middle-income countries.

CHAPTER 3
AIM AND OBJECTIVE

3.1 Aim

This study aims to carry a critical evaluation of marketing strategies of anti-diabetic drugs for progressing from
introduction to growth phase in the brand lifecycle.

3.2 Approach

This research relies on primary and secondary data. Based on literature and past research, it tries to gain deeper
insights into the matter. At the same time, it also tries to explore the intricacies of the issue by way of collection
and analysis of primary data

3.3 Methodology

Following steps were planned for the research

1. Review of literature

2. Gain a deeper understanding of the concept by examining different perspectives
3. Identifying the population and selection of sample

4. Design a questionnaire in line with the research objectives and hypothesis

5. Collect, compile and process data

6. Analyze data based on key study variables

7. Statistically test the significance of the results
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8. Accept / Reject the Null hypothesis
9. Draw key findings and conclusions
10. Offer suggestions

3.4 Research Objectives

In the context of the study it has been taken to mean strategies for progression on BLC (brand lifecycle) from
Introduction to Growth phase are available to the pharmaceutical companies in general) Following were the
objectives set for the research

1. To study the factors affecting the lifecycle of pharmaceutical brands in diabetes therapy,

2. To study marketing strategies of anti-diabetic drugs used by the pharmaceutical companies for progressing
from introduction to growth phase in the brand lifecycle,

3. To study in-depth the impact of marketing strategies on the brand personality and perception in the mind of
customers, and,

4. To develop a systematic way for strategy making and implementation to take the brand to the growth stage

CHAPTER 4
RESEARCH DESIGN

It describes the hypotheses, details, testing plan, sample size, population, questionnaire, methodology for data
analysis.

4.1 Type of Research

Research has been conducted both quantitatively and qualitatively in this study. Since the vast majority of the
primary data are opinions and views of the respondents, the data utilized are fundamentally qualitative. However,
enough evaluation was conducted in the study to come to quantifiable and objective conclusions.

4.2 Approach

An empirical approach was taken. Data from primary and secondary sources were used. Primary data was
collected via a questionnaire from a sample of 50 Diabetes specialists (Practicing Doctors, Delhi).

4.3 Research Purpose and formulation of hypotheses

The research seeks to study marketing strategies of anti-diabetic drugs for progressing from introduction to growth
phase in the brand lifecycle.

These steps were applied to analyse the data collected from the 50 doctors.
4.4 Population and sample selection
Population

The population of Doctors in India is more than one million, even if a mere 1% of a million total doctors are
assumed to be Diabetes specialist (Practicing Doctors), their number all over India would be 10,000 but 50 doctors
from Delhi were selected.

Sample Size

As per standard sample size tables (Krejcie and Morgan, 1970), at a 95% confidence level and 5% confidence
interval, the sample size for a population of 10,000 comes to 370. To eliminate risks with sampling, the same was
rounded off to 50 Diabetes specialist (Practicing Doctors) from all over India.
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Selection of sample and data collection

Qualitative research needs less quantitative analysis than quantitative research. A sample strategy based on
convenience was used.

Practo, Diabetes Foundation of India, Diabetic Association of India, Research Society for the Study of Diabetes
in India, and others provided information about diabetes specialists (Practicing Doctors).

Professional connections from the industry assisted in the distribution of 500 surveys. On the 400th answer, the

survey was closed. A total of 10 semi-structured interviews were also carried out with specialists from various
fields.

For privacy reasons, the respondent's name was not recorded. Only after the participants were guaranteed of their
privacy did they consent to participate.

Data collection method

Overall data collection scheme Primary and secondary data (200 Patients) were both part of the plan for the data
gathering process. 100 diabetes specialists (Practicing Doctors) from Delhi were to be the major source of data
for this study. Seven top diabetes doctors and three product managers made up this group of specialists.

Doctors are often consulted by sales professionals and management in order to get insight into different marketing
elements of drugs. 100 A variety of secondary data sources, such as journals, publications, and the internet, were
used to compile the study's primary data.

4.5 Primary data collection scheme
Four parts of unified questionnaire were used to obtain primary data from respondents.
Design of questionnaire

The questionnaire was designed in Google Forms / MS Excel. For the purpose of privacy, no one's name was
taken. Using the "DK" (Don't Know) filter, as recommended by Menold and Bogner, was employed in the
response scheme (2016). Each question included a first response choice of "Can't say" so that the responder had
an early departure if he didn't know or didn't want to answer, had an uninformed opinion, or had no opinion at all.

Sample questionnaire
The complete sample questionnaire is given at the end of the thesis by way of annexure.
4.6 Basic Data Processing

The basic data sheet was designed in MS Excel. This was done to facilitate data extraction from the questionnaires
and their processing.

Data analysis and interpretation scheme explained. The scheme formulated was as under

Table 4.1: Data analysis and interpretation scheme explained

S.NO | Data Analysis Expected Outcome Interpretation

1. Factors that affect the | Agreement/Disagreement It the
lifecycle of | percentage on specific factors as | pharmaceutical
pharmaceutical brands | those that affect the lifecycle of | brands in diabetes
in diabetes therapy pharmaceutical brands in diabetes | therapy 2 agreement

therapy and the resultant p-value | percentage p-value is
<0.05, reject the null
hypothesis that there
are significantly
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strategies W.r.t.
diabetic drug brands

scores on strategies Ww.r.t. anti-
diabetic drug brands and the
resultant p-value

2. Strategies progression | Agreement/Disagreement If the agreement p
BLC for percentage on statements related | value is <0.05, reject
Introduction to Strategies for progression on | the hypothesis null
Growth phase BLC from Introduction to the |that pharmaceutical

Growth phase and the resultant p | companies do not

value employ any special
strategies to progress
on the brand
lifecycle from
introduction to the
growth phase

3. Effectiveness of these | Effectiveness/Ineffectiveness If the effectiveness

scores p-value is <
0.05, reject the null
hypothesis that these
strategies are not
effective w.r.t. anti-
Diabetic drug brands

4. Impact of marketing
strategies on the brand
personality
consumer perception

Agreement/Disagreement
percentage on impact of marketing
strategies on the brand personality
and consumer perception and the
resultant p-value

If the agreement
percentage p-value is
<0.05, reject the null
hypothesis that there
is no impact of
marketing strategies
on the brand
personality and
consumer perception

5. Evaluation
effectiveness
suggested framework
elements

Agreement or disagreement
based on qualitative analysis of the
expert opinions

Going by the
majority  of  the
expert opinion the
null will be tested
through qualitative
data analysis
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4.7 Profile Information of 100 respondents
Domicile Zone

Table 4.2: Profile Information of 100 respondents

S.NO FREQUENCY PERCENT CUMULATIVE PERCENT
ZONE

1. NORTH | 35 35 35

2. EAST 22 22 57

3. WESTS | 18 18 75

4. SOUTH | 25 25 100

S. TOTAL | 100 100

DOMICILE RANGE

40

35
35

30
25

20 18

NO OF PATIENTS

15

10

NORTH EAST WEST SOUTH
REGION
Figure4. 1: Graphical representation of 100 Doctors (DOMICILE RANGE)

The table shows that respondents have been selected almost equally from each zone. This shows that the sample
that has been collected is a proper representative of the population and represents the people from all the domicile
zones. This adds to the reliability of the results that have been achieved by conducting the study.

4.8 Nature of Occupation

Table 4.3: Profile information on Nature of Occupation

S.NO FREQUENCY PERCENT CUMULATIVE
PERCENT
OCCUPATION
l. PRACTICE 25 25 25
2. JOB 32 32 57
3. BOTH 43 43 100
4. TOTAL 100 100
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Figure 4.2: Graphical representation of 100 doctors (OCCUPATION)

Some doctors do their own practice while some do jobs. Some doctors do both. This is because doctors have to
have a certain amount of income to practice. Sometimes this is not enough. If they are doing their own practice
then they will work harder and take more time with patients and still make the necessary income needed. Another
option is that instead of working at a hospital, doctor could work as an independent contractor for other doctors
in the same field like paediatricians. That way they can still make money by treating patients for others but without
having to work as difficult hours at a hospital making them exhausted and burned out from overwork.

49  Age

Table 4.4: Profile information on Age

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

AGE

1. Less than 30 years 08 08 08

2. 30 to 39 years 28 28 36

3. 40-49 years 36 36 72

4. Greater than 50 Years | 28 28 100

5. TOTAL 100 100
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Figure 4.3: Graphical representation of 100 doctors (AGE)

The table shows that the study has considered doctors of ages of above 30 mostly. Since the doctors have given
their opinion, there is an experience matter. With increased age and experience opinions of the doctors can hold
more significance due to practice. The table shows that the sample that has been selected for the purpose of
conducting the current research consists of doctors who are having ages of above 30 years. This again, adds to
the overall reliability of the results that have been achieved in the study.

4.10 Gender
Table 4.5: Profile information on Gender

S.NO FREQUENCY PERCENT | CUMULATIVE

PERCENT
GENDER
1. MALE 66 66 66
. FEMALE 34 34 100
3. TOTAL 100 100
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Figure 4.4: Graphical representation of 100 doctors(gender)

In India, men and women often work independently from one another in hospitals. The female doctors are usually
underrepresented in the field of medicine, while the male doctors are overrepresented. There is a huge lack of
female physicians in many hospitals of India that affects hospital quality and patient care. Women's health care is
imperative to the health, social life, and economic status of women in India. As more Indian women become
employed outside their homes for better income opportunities so too must healthcare benefits be extended to them
accordingly for them to afford good medical treatment.

4.11 Work Experience

Table 4.6: Profile information on Work Experience

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

Work Experience

1. <3 years 16 16 16

2. 3-5 years 18 18 34

3. 5-10 years 41 41 75

4, > 10 years 25 25 100

5. TOTAL 100 100
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Figure 4.5: Graphical representation of 100 doctors (WORK EXPERIENCE)

This shows that the opinion that have been given by the doctors are trustworthy since the doctors who have
responded to various questions have a decent experience.

4.12 Education

Table 4.7: Profile information on Education

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

Education

1. MBBS 46 46 46

2. MD 32 32 78

3. MS 12 12 90

4. OTHERS 10 10 100

5. TOTAL 100 100
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Figure 4.6: Graphical representation of 100 doctors (EDUCATION)

In India, there are various doctors that range from a homeopathic doctor to Ayurvedic doctors. However, since
this study deals with the medicines meant for diabetic patients, mostly MBBS, MD and MS qualified doctors
were concerned.

4.13 Responses to parts of questionnaire

Table4.8: Promoting brands as independent products

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

BRAND CRITERIA

1. Completely Disagree | 13 13 13

2. Somewhat Disagree 15 15 28

3. Can't Say 9 9 37

4. Somewhat Agree 12 12 49

5. Completely Agree 51 51 100

6. TOTAL 100 100
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Figure 4.8: Graphical representation of 100 doctors (BRAND CRITERIA)

In the last few years, there has been a lot of discussion about the need to promote the brand as an independent
product in the pharma sector. 113 The impetus for this discussion grew out of a need to increase the effectiveness
in achieving a sustainable growth rate in brand awareness and in increasing product sales. The idea of promoting
the brand as an independent product in this sector was based on market segmentation and targeting strategies. The
basic idea behind promoting the brand as an independent product is that of segmenting the market based on its
usage.

4.14 Effective drug advertising before launch of drug brands

Table 4.9: Table showing Effective drug advertising before launch of drug brands

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

BRAND CRITERIA

I. Completely Disagree | 06 06 06

2. Somewhat Disagree 12 12 18

3. Can't Say 6 6 24

4. Somewhat Agree 42 42 66

3. Completely Agree 34 34 100

6. TOTAL 100 100

[JNRD2508046 International Journal of Novel Research and Development (www.ijnrd.org)



http://www.ijnrd.org/

© 2025 IJNRD | Volume 10, Issue 8 August 2025 | ISSN: 2456-4184 | JNRD.ORG

EFFECTIVE DRUG ADVERTISING BEFORE
LAUNCH OF DRUG BRANDS

>
O
=z
]
2
g
3 o
[
© I ©
COMPLETELY SOMEWHAT CAN'T SAY SOMEWHAT COMPLETELY
DISAGREE DISAGREE AGREE AGREE

DRUG LAUNCHING

Figure 4.8: Graphical representation of 100 doctors (DRUG BRANDING)

This. again, suggests that effective drug advertising before the launch of the top brands is useful in affecting the
overall brand life cycle of a pharmaceutical product dealing with diabetes care

4.15: Dynamic pricing at each stage of the life cycle

Table 4.10: Table showing Dynamic pricing at each stage of the life cycle

S.NO FREQUENCY PERCENT | CUMULATIVE
PERCENT

BRAND CRITERIA

1. Completely Disagree | 09 09 09

2. Somewhat Disagree 18 18 27

3. Can't Say 11 11 38

4. Somewhat Agree 36 36 74

3. Completely Agree 26 26 100

6. TOTAL 100 100
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Dynamic pricing at each stage of the life cycle
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Figure 4.9: Graphical representation of 100 Doctors (DYNAMIC PRICING)

A very small percentage either completely disagreed or somewhat disagreed that dynamic pricing at each stage
of the life cycle has an impact on the brand life cycle of a pharmaceutical brand that deals in diabetic care. It also
suggests that the overall the responses of the respondents are skewed towards agreeing that dynamic pricing at
each stage of the life cycle does affect brand life cycle of product that deals with diabetic care.

CHAPTER 5
FINDINGS, CONCLUSIONS AND SUGGESTIONS FOR FURTHER RESEARCH
5.1 Research Summary

Based on the direction of the study, collection of data, data analysis, etc. the following table presents the
achievement of the research objectives.

Table 5.1: Review of set research objectives and their achievement

S.NO Objective Rationale for selection Achievement
1. To study the | A macro-level assessment will us | Questionnaire  was
factors affecting | help us understand if there are major | used to fetch
the lifecycle of | factors that affect the lifecycle of | responses from 100
pharmaceutical pharmaceutical brands in diabetes | Diabetes specialist
brands in diabetes | therapy. (Practicing Doctors)
therapy from all over India
and the responses
were duly tested with
the help of
hypotheses H1.
2. To study | This is the core aspect of the study | Questionnaire were
marketing and it will help in answering two key | used to fetch
strategies of anti- | questions — what strategies are | responses from 100
diabetic drugs | generally used by pharmaceutical | Diabetes specialist
used by the | companies for progressing from | (Practicing doctors)
pharmaceutical introduction to the growth phase in
companies for | the brand lifecycle and if these have
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brand personality
and perception in

responding with
marketing strategies.

appropriate

progressing been effective in the case of anti- | were duly tested with
introduction from | diabetic drugs. help of two separate
to the growth hypothesis H2 & H3
phase in the brand
lifecycle

3. To study in-depth | Brand personality and customer | Questionnaire were
the impact of | perception are important | used to fetch
marketing psychological aspects for marketers. | responses from 100
strategies on the | Their knowledge helps marketers in | Diabetes  specialist

(Practicing doctors)
were duly tested with

implementation to

the mind of help Hypotheses, H4.
customers.

4. To develop a | Existing strategies can be improved | Semi-structured
systematic ~ way | and strengthened to achieve better | interviews with 10
for strategy | results. Hence a framework would | experts were used to
making and | be offered. collect data and H5

was duly tested

take the brand to
the growth stage

5.2 Research Findings

1. As far as the domicile zones of the respondents are concerned, almost equal number of respondents were
chosen from each zone. Doctors were doing their jobs, practices or both were considered almost equally.

2. Maximum number of respondents were chosen from the age group that belong to more than 30 years. Almost
equal number of male and female doctors were chosen.

3. Maximum doctors had an experience of more than five years. All the doctors that were chosen for the purpose
of the study had a Basic qualification of MBBS, MD.

4. This shows that, the sample that has been chosen for the purpose of the study is reliable in terms of age,
experience, qualifications and gender composition. This adds to the overall reliability of the results that have been
achieved from the study.

5. There are several factors that affect the pharmaceutical BLC in diabetes therapy.

6. The findings reveal that, majority of the respondents agreed that:

a. Promoting brands as an independent product,

b. Close laision of marketing and sales with the in-house medical team,

¢. Cost containment policies especially in the long run,

d. Effective drug advertising for the launch of the brand,

e. Regulatory factors imposed by the state,

f. Dynamic pricing at each stage of the life cycle,

g. Due consideration given to the patient preferences,

h. Reputation and goodwill of manufacturing associate companies,

I. Improving and expanding the drugs utility,

j. Early clinical studies and trials

7. All play an important role in affecting the pharmaceutical brand life-cycle in diabetes therapy.

8. There are various strategies that are used by organisations for the progression on brand life-cycles. Companies
use extensive clinical trials and spend huge sums on marketing and sales promotion of brands. Organisations
make frequent modifications in the production process and market features like reliability safety et cetera to
support the brand lifecycles of pharmaceutical products that are related to diabetes care.
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9. Findings of the study revealed that according to the opinion of the majority of the doctors, if a particular brand
doesn't do well a company should sacrifice it for the sake of a new brand. Doctors also suggested that it is
important to strengthen the legal and patent process to produce exclusive rights.

10. According to the opinion of the doctors, companies must use strategic pricing and improve their efficiency
with the network of suppliers in order to be effective in the long run as a brand. Doctors agreed that aggressive
promotion of value propositions can help pharmaceutical manufacturing organisations maintain their brand
image.

11. The doctors also give an opinion that creating barriers to entry for competitors can help a company to protect
its own brand from market intrusion.

12. The doctors also give an opinion that clinical trials, showed spending on market and sales promotion and
frequent modification of production process to handle the competition are effective strategies that are used by
diabetic that brands to build their brand image. Features like reliability, safety et cetera are heavily promoted by
brands to build a positive brand perception in the minds of the customers.

13. According to the opinion of the doctors, marketing strategies are extremely effective in eliciting an emotional
response from specific patients. According to them, if a brand is well promoted and marketed, it has the potential
of creating an emotional attachment with the final consumers.

14. It was found that marketing strategies have the ability to bring about the change in the perception of an existing
brand or its existing personality. Companies must be more consistent in presentation of a particular brand to create
a long-lasting and favourable impact.

15. It was also found that marketing strategies can create an impact on the selection and organisation faces that
lead to a patient's perception about a particular brand. Various models like the factor model can be employed by
the organisations to build a proper brand image in the minds of the customers.

16. The study also found that tools like social media can also be leveraged for creating a positive patient
perception and in two days are, digital marketing has a major role to play in impact on the brand personality and
client perception.

5.3 Conclusion

1. There is a strong agreement for specific factors identified as ones that affect the lifecycle of pharmaceutical
brands in diabetes therapy.

2. Wide agreement to the ten factors, namely, Promoting brands as independent products, Close liasoning of
Marketing and Sales with In-house Medical team, Cost containment policies especially in the long-run, Effective
drug advertising before the launch of drug brands, Regulatory factors imposed by the State, Dynamic pricing at
each stage of the life cycle, Due consideration of patient preferences, Reputation and goodwill of
manufacturing/associate companies, Improving and expanding the drug's utility and Early clinical studies and
trials, clearly show that respondents just do not agree for a macroeconomic impact of the government social
schemes in healthcare, show that these have a strong influence on the lifecycle of pharmaceutical brands in
diabetes therapy.

3. The large agreement is there for factors that are key strategies for progression on BLC from introduction to
growth phase for a generic pharmaceutical product. Strategies like Extensive use of clinical trials, Huge spend on
marketing and sales promotion, Frequent modification in the production process to handle competition, Promoting
features like reliability, safety, etc.,

If a brand doesn't do well, sacrifice it for the sake of a new one, Strengthening legal and patent process to protect
exclusive rights, Use of strategic pricing, Alignment of supply chain factors, Aggressive promotion of value
propositions and Creating barriers to entry for competitors were widely agreed to by the respondents and hence
it is concluded that these factors are the major strategic factors for progression from introduction to growth phase
in case of a pharmaceutical products BLC in general.
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4. There was an overwhelming agreement that the general factors as identified as strategic factors for progression
from introduction to growth phase in the case of a pharmaceutical product BLC in general would also be effective
in the case of anti-diabetic drug brands.

This is a classic example of the deductive theory of reasoning wherein the general marketing strategies for
progression on BLC for pharmaceutical products are found as relevant, significant, and effective in the case of a
specific product like anti-diabetic therapy

5.Marketing strategies have a prominent role to play in influencing brand personality and consumer perception.
6. This conclusion has been drawn based on large agreement from the respondents to statements like Marketing
strategies elicit an emotional response from specific patients (Eg. Brand is safe / Brand is risky), Strategies help
in building a brand personality, Marketing strategies can bring about a change in an existing brand personality
perception, Consistent presentation of a brand creates a favourable impact, for pharma products, they can typically
impact in creating a brand personality of "a caregiver",

Things like advertising can influence the interpretations made by the patient to build their perception, Marketing
strategies impact the selection and organization phases inpatient perception, these influence consumer (patient)
perception models like the factor model, Tools like social media can be leveraged for positive patient perception
and Digital marketing has a role to play in impacting brand personality and patient perception.
7. On an overall basis it can be concluded that factors that are strategically significant for progression from
introduction to growth phase in the case of a pharmaceutical product BLC in general would also be effective in
the case of anti-diabetic drug brands.
8. These strategic factors include extensive use of clinical trials, huge spend on marketing and sales promotion,
frequent modification in the production process to handle competition, promoting features like reliability, safety,
etc., if a brand doesn't do well, sacrifice it for the sake of a new one, strengthening legal and patent process to
protect exclusive rights, use of strategic pricing, alignment of supply chain factors, aggressive promotion of value
propositions and creating barriers to entry for competitors.
9. The study is a classic example of the deductive theory of reasoning wherein the general marketing strategies
for progression on BLC for pharmaceutical products are found as relevant, significant, and effective in the case
of a specific product like anti-diabetic therapy. In case of inductive type of study, the flow of logic is from specific
to general.
10. However, in case of deductive type of study the flow of logic is from the general to specific which is the
case observed in this research.
5.4 Suggestions
A strategic framework was developed with inputs from secondary data and ten elements were recommended to
form the basis of the improved strategy formulation process. These were:
Table 5.2: Elements of suggested strategic framework

S.NO | RECOMMENDATIONS

1. Data-driven product lifecycle management

Extensive use of Al, Big Data Analytics, and such techniques

Use of neuromarketing

Early-Stage lifecycle screening

Advanced techniques like Blockchain-based life cycle assessment

Use of product lifecycle costing methods

Use of product lifecycle pricing techniques

Heightened emphasis on "Sustainability"

AR R Al el B o

Integration with new models like circular supply chain

[y
S

Use of circular economy approach linking "particle state" with "product state"
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These are briefly explained below:

1. Data-driven product lifecycle management:

The product lifecycle management should be based on past data about the products.

2. Extensive use of Al, Big Data Analytics, and such techniques

These techniques should be used to do predictive and prescriptive analysis for the lifecycle.

3. Use of neuromarketing

It refers to the measurement of physiological and neural signals to gain insight into customers' motivations,
preferences, and decisions, which can help inform creative advertising, product development, pricing, and other
marketing areas.

4. Early-Stage lifecycle screening

Conventional lifecycle assessment is often a descriptive analysis of what has happened. Instead, the lifecycle
assessment should be done at early-stage of the product so that timely actions can be taken.

5. Advanced techniques like Blockchain-based life cycle assessment

Conventional techniques suffer from a major drawback in the sense that they are mostly descriptive in nature.
On the other hand, techniques like Blockchain offer predictive and prescriptive capabilities.

6. Use of product lifecycle costing methods

Traditional and historical costing methods often ignore the entire life cycle effect of the product. Hence it is
advisable to use product lifecycle costing methods while arriving at cost and pricing decisions.

7. Use of product lifecycle pricing techniques

Pricing should not be based on historical costs alone. Rather they should be based on the entire product lifecycle
of the product.

8. Heightened emphasis on "Sustainability"

In line with UN Sustainability Development Goals (SDG), decisions regarding product lifecycle should
emphasize sustainability with due consideration of environmental and social factors.

9. Integration with new models like circular supply chain

Models like circular supply chain offer significant benefits in terms of costs and hence wherever possible should
be applied.

10. Use of circular economy approach linking "particle state" with "product state': This is a more
comprehensive approach to deal with the lifecycle and ensures that products are retained in a high value state for
a long time.

5.5 Other Suggestions

a. Promoting brands as an independent product, It is essential to promote brands as independent products. If the
pharmaceutical company is also producing other products these can be linked to make it easier for the consumer
to find out more about them. The same applies if they are promoting a new drug than any other related products
that they produce should also be linked.

b. Close liaison of marketing and sales with the in-house medical team, It is vital that all the marketing and sales
staff are closely linked with the medical team who develop the product. This is because it is essential for them to
know what works and what does not work on the market. This helps to provide for new developments in medicine.

¢. Cost containment policies especially in the long run, to reduce the level of cost the pharmaceutical company
will go over any research that is started. This can be done because many of them are very complex and do not just
come out right away. They must be checked for electronic and other loopholes before approval is given to them
by the FDA.

d. Effective drug advertising for the launch of the brand, if there are any brand introductions that the company
is planning then it is vital that promotional ideas are identified. The advertising can be undertaken by company
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employees or by outside advertising agencies. When a new brand is being launched it is important to advertise
using the latest technique and media.

e. Regulatory factors imposed by the state, If there is a particular law that affects the pharmaceutical company it
must be followed by all those who participate in this process. These factors include state and federal laws as well
as those of various international regulatory bodies.

f. Policies created by the government, All governments will have policies that affect their citizens and businesses
in some way or other. These can be direct laws or rules created through regulation and guidelines to make it easier
for everyone working within the area of health care to understand them and how they work towards achieving
their goals.

g. Dynamic pricing at each stage of the life cycle, there are several stages to the life cycle of a brand, these include
the introduction phase, the growth phase, maturity and decline. Each one includes different pricing strategies.
Companies should have an effective pricing strategy that meets the needs of the consumer.

h. Continual assessment on promotion policies and practices, the best way for a pharmaceutical company to do
this is to supply its employees with the latest developments in drug therapy and new drug agencies such as annual
conferences, professional journals and research publications. By doing this they will be able to keep track of what
is going on in the field of medicine and how it can be used to benefit them.

I. Collaboration with other organizations in the health care industry, there are many organizations that are
involved in some way or other with regards to the health care industry. These include government bodies,
professional organizations, hospitals, long term care facilities and medical research facilities. All of these have a
part to play in the process of medication development and it is vital that the pharmaceutical company monitors
this on a regular basis so that they keep abreast of any new trends or developments within their market. j. Liaison
with external agencies on matters concerning BLC, External agencies can be defined as being all other
associations that are involved with the pharmaceutical industry whether they be international or national bodies.
It does not matter what type of body they are because it is essential that the pharmaceutical company is in touch
with them on some level. If they are not, then they may miss some new drug development that could have a
positive effect on their business.

k. Establishing links with various health care organizations, by doing this the company will be able to influence
more doctors through marketing and advertising. It is also an effective way of gaining more information about
any new development in medicine so that they can use professional literature to keep up to date on all the latest
technology within the industry.

1. Due consideration given to the patient preferences, Due consideration should always be given to the patient
preferences when considering a product. The company can do this by supplying different varieties of a particular
drug when it is being developed. This will give the customer more options and help them when they have to
decide which variety they would prefer.

m. Collaboration with international pharmaceutical companies, Before a pharmaceutical company employs any
method in designing their promotional strategy, they must ensure that it is legal and ethical, otherwise it can have
severe consequences for their business.

n. Reputation and goodwill of manufacturing associate companies, Both the company and their manufacturing
associates are vital to their business. Therefore, they must collaborate closely with each other to keep up to date
with the latest changes that are occurring within the industry so that they can ensure that no one is disadvantaged
by them.

0. Collaboration between marketing and sales, This is essential because it helps to develop the relationship
between them so that communication between them is clear. It helps to improve communication by ensuring that
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everyone involved in this process understands what has gone on in the past and what will happen in the future.
This way it will be easier for both parties involved to interact with each other effectively.

p. Improving and expanding the drugs utility, When a drug has been marketed it is important to keep track of its
usage and make any improvements to it as time goes on. This will ensure that the product remains as the best as
possible. It will also help to improve its price and therefore will help to improve the profit margins from this
particular brand.

q. Early clinical studies and trials Clinical studies and trials are carried out to make sure that a product works on
a human being. This process can take several years to complete before the drug is approved for the general public.
It is essential that the pharmaceutical manufacturer has some knowledge of their product while it is going through
this process.

r. Conducting early clinical trials, By doing this, they will be able to influence their research and development
process if it becomes necessary during this period of development. It will also help them to control any adverse
effects from occurring during these early trials so that they can determine if there is a genuine problem with the
product or not.

s. Strategies that should be used by organisations for the progression on brand life-cycles of pharmaceutical
products that are related to diabetes care.

5.6 Following is some of the brand promotion strategies that can be used by pharma companies:

1. Usage reporting

This is an important issue because it can be used to know the real usage of the product. This is also an effective
way of knowing if there are any adverse effects that can be detected or not. This way the patient is able to make
an informed decision.

2. Consumer research

It is essential that the pharmaceutical company does consumer research for this purpose because it will make sure
that they receive the right kind of information about their brand and how to improve it. It will help them to identify
any potential problems or problems which would affect their product in future if they are not careful with their
research methods and statistics.

3. Industry literature monitoring

The pharmaceutical company must be aware of any changes that are occurring within the industry in order to
remain profitable. This can be done by using professional literature that is published by experts within the field.
4. Conducting blind trials

This is an effective way of attracting potential consumers to try your brand if they are not aware of what it is
actually supposed to do for them. It will help to make the product seem more appealing when you are not telling
them exactly what they are taking or what it can do for them. Other methods can also be used in this area which
include placebo methods and word-of-mouth promotion methods.

5. Testing and incorporating customer response and ideas

The best way to compete is to listen to your customers and incorporate their ideas within your product. This will
ensure that they feel valued and more loyal to your brand. It will also help you to understand what they want from
their products so that they can be more satisfied with it.

6. Direct response techniques

This method is similar to the previous one but differs in the way that it uses advertising through direct contact
with potential consumers, where as the previous one uses indirect contact such as television and newspapers.
Direct contact is better because it is more personal for both parties involved.

7. Focus on customer needs

This is a very important aspect of doing marketing. It helps to identify the customers' needs so that they can
determine what kind of product they need from you so that you can provide it for them, as well as making sure
that they are satisfied with the product. 8. Structure your marketing program with a time plan
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It is important for a pharmaceutical company to have a time plan for their marketing program because it will help
them to keep on top of all the tasks that have been assigned to them. It will also help them to meet deadlines and
timescales which can be used as a new way of advertising their brand.

9.Co-operation and co-ordination

Both management and the sales department must cooperate and co-ordinate with each other to help maintain a
healthy relationship. The sales department must be able to manage their relationship between the customer and
the pharmaceutical company, as well as keeping track of how much product is being sold, as well as making sure
that they can rely on their previous experience with this particular brand to help them decide if the customer is
satisfied or not.

10.Advertising and publicity

Pharmaceutical company can implement such methods as advertising and publicity in order to help their brand
become more popular within the media. This can take a professional approach, which might include branded
containers or a special product that is able to engage the customer's attention towards the product. This will help
them to create publicity for their brand and it will also help to maintain the customer's interest.

11.  Promotion

It is possible to use promotion in such a way that it helps your pharmaceutical company to provide better product
information so that they can be more successful in providing high quality products to their customers. Promotion
can take place through the use of different methods such as television advertisements and newsletters.

12. Service supports
It is important for a pharmaceutical company to maintain a good service after the sale of their product. If they do
not, their customers will be unlikely to keep on purchasing and recommending their products. Therefore, what
needs to be done after the sale of the product is that they should offer better service and support systems so that
they can improve customer satisfaction.

13.  Marketing research program
A new marketing research program should always be created in order for it to stay up-to-date with any changes
within the industry. This will help them to understand their customers better, which will be important for them so
that they can stay on top of the competition by being more successful.

14. Marketing plan

A marketing plan is very important for a pharmaceutical company so that they can develop the right products by
using research data and statistics. They should also have a clear idea of how long it will take before they are able
to attract new customers, as well as making sure that they have kept track of any changes within the industry.

15. Overall plan

This involves a number of plans that have been combined together to create a full marketing strategy. This will
be beneficial to the pharmaceutical company because it will help them to have a better picture of how they are
going to improve their brand in the future.

16. Reliable track record
It is important for a pharmaceutical company to maintain a reliable track record so that they can gain more loyal
customers and attract new ones. It will benefit them by helping them gain back any business which may have
been lost due to less than satisfactory results. It will also make it easier for people to trust and believe in what the
brand has promised and delivered, which will maintain their relationship with each other and increase consumer
loyalty and retention rates.

17. New product development
Developing new products is very important within any company because it can be used as a form of advertising
for their brand. It will also help the company understand their customers better so that they can provide them with
a high quality product that they need from them.

18. Sacrificing an existing brand for a new one
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During a company's life, sometimes they could decide not to continue with the existing product that they are
selling because there is no need for that anymore. They could then decide to move onto a new product that is able
to provide them with more profit. This may be the case for companies who are trying hard to preserve their brand
loyalty with their customers.
19. Using Social Media
There are several ways for a pharmaceutical company to use social media. It all depends on the objectives that
they have set for themselves, and how they can use it to help them achieve these objectives. A good example
would be when you want to increase your brand awareness through social media.
Limitations
1. Limitations due to context the study was confined to pharmaceutical drugs in the treatment of diabetes. This is
a very specialized application and hence findings and conclusions may not hold good in a generalized manner.
2. Limitations due to sampling Sampling is not free from limitations. A website like Money Matters, Study
Lecture Notes, etc. state that sampling in general has the following limitations:
a. Absence of the informants.
b. Chances for bias.

c. Chances of committing errors in sampling.
d. Difficulty of getting the representative sample.
e. Inadequacy of the samples.

f. Problems of accuracy.
g. Untrained manpower.

5.7 Suggestions for further research

1) Similar studies can be carried out regarding other upcoming pharmaceutical products.

i1) Similar studies can be carried in select states of the country to gain a regional perspective.
1i1) Also, comparative studies can be carried between the states and areas within a state.
iv)Further such studies can be carried in comparison with other parts of the world.
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Questionnaire

QUESTIONNAIRE

Study of marketing strategies of anti-diabetic drugs for progressing from

introduction to growth phase in the brand lifecycle

PROFILE INFORMATION

1 | Name of the Respondent (optional)

2 | Domicile zone (North, East, West, South)

3 | Category (Practice, Job, Both)

4 | Age (20 -29 years, 30-39 years, 40-49 years, >=50 years)

5 | Gender (Male, Female)

6 | Work experience (<3 years, 3-5 years, 5-10 years, >10 years)

7 | Education (MBBS, MD, MS, Other)
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