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[bookmark: _Toc113435630]Executive summery  

GSK is a globally reputed selling proposition, that positioned at the 8th place among the largest pharmaceutical companies across the globe. To retain in the competitive position and expand the existing market share the marketing strategies are played a vital role. Since the GSK holds a global presence the marketing environmental analysis is backed with formulating most effective and viable marketing strategies. This study would evaluate the marketing environment in terms of macro and micro aspects and its impact on the organization. The external marketing environment will be evaluated in terms of PESTEL analysis and Five forces. SWOT Analysis is used to outline the internal environment of the GSK. 















[bookmark: _Toc113435631]1. External environmental analysis

Healthcare and pharmaceutical industry is a fast-growing industry. Accordingly, the GSK is essentially required to strategize itself for the long-term priorities while capturing the opportunities and mitigating the challenges in external operating environment. 
[bookmark: _Toc113435632]1.1 PESTEL Analysis

[image: See the source image]PESTEL analysis is conducted as a tool of identifying and evaluating the macro environmental impact over the business (Yüksel, 2012). Below evaluated the PESTEL factors applicable for the GSK.
 
[bookmark: _Toc110815989]Figure 1 : PESTEL Analysis
Political
The GSK is highly subjected the regulatory actions imposed on the drug prices by the government and the pharmaceutical companies are forced to offer discounted prices over the top selling drugs and medicines. Further the Trump administration policies formulated on the pharma and healthcare sector is also a vital factor that the GSK is exposed. In UK before the medicine or drug is released to the market it should be essentially tested and tried in hospitals and this process is called as clinical trials. The clinical trials are highly governed by the respective authorities in UK. 
Further the pharmaceutical companies like GSK has to ensure the operations are inline with the best interest of the public. Accordingly, the department of health in UK has imposed licensing regulations to ensure the compliance. Apart from the above the below political factors were also identified as a part of marketing strategy. The political factors are playing vital role on GSK to maintain the quality of the pharmaceutical products, which will avoid potential adverse consequences such as reputational damages etc. 
Economical
Rising cost of R&D has created significant impact on the GSK as well as the competitors in the industry. General economic factors mainly including the inflation rate, income, exchange rates and economic recessions impacts on the vaccine and OTC medicines revenue of the GSK. Further GSK is exposed to the impact of the global economic conditions with the exports and import tariffs, exchange rate volatility as well as the trade restrictions create negative impact. GSK requires to amend the strategies in line with the macro and micro economical factors to achieve the organizational goals. 
Positive fluctuations of the above mentioned economic factors generate opportunities to the GSK while the negative movements mainly the high tax burden and high Inflation cause to additional pressure on the overall operations.
Social 
Shared benefits and attitude play a greater role in marketing strategy. The GSK requires to design the marketing communications and massages in line to the social aspect of the external environment. Demographical factors: gender, income, education level, life style etc. are playing vital role on the capacity of strategic planning of the GSK. Consumers’ high concern over the healthy life style would reduce the demand for drugs and medicines. In typical families, they use homemade herbal medicines for diseases. High income families tend to go for an expensive permanent medical treatment over the drugs a medicine. Accordingly, GSK essentially requires to attend more focus equally on all the market segments. Meeting the changing preferences of the society would direct the GST to the competitive edge. Accordingly the social factors derive the vast opportunity for the GSK to differentiate the products with the effective segmenting strategy and works on favorable manner.
Technology
Since pharmaceutical manufacturing companies highly depend on Research and development for explore vaccines and drugs, high end technology plays vital role. To increase the production capacity and the quality pharmaceutical companies are using advanced analytical tools and advance machineries. In GSK blister packaging machine, like manual 300 holes capsule filling machine and automatic double head machine is in place for meet the excessive demand for capsules. Further GSK is investing on machine learning and AI to make the operational process faster and more productive. R&D is exploring to incorporate IOT to the operation as well. GSK is already active in e commerce online platforms. The technology provides moderate impact on the GSK operations. While it act as a platform of reaching to the wide customer share, it makes GSK to make continues investments on the dynamic technology changes in order to survive in the market.

Environmental
GSK has incorporated environmental approach in to the strategies as it is working for zero carbon footprint and pollution. Further GSK has implemented the 100% energy renewable system for the electricity generation in manufacturing plants. Introduce of E-Vehicles for the transportation is also a remarkable approach. Digitization of the entire operating structure is provided the GSK with lowest emission and high productivity. The overall positive environmental approach derives the potential competitive advantages as well. 

Legal
Laws pertaining to the consumer protection, safe working environment, patents, anti-trust law in Drug, employment laws, e commerce regulations and data protection laws are highly required to be adhered in every country that the GSK is operating. Illegal drug spellings without any approval would be caused litigations and GSK is highly maintained with regulations 0f countries distinctly. The legal compliance of the GSK cause to improve the customer loyalty and the brand equity. Even though the legal environment create additional pressure on GSK , the compliance would ensure the trustworthiness and the credibility of the GSK towards the society.






[bookmark: _Toc113435633]1.2 Five forces

[image: See the source image]Porter’s five forces analysis evaluates the five competitive forces that enable businesses to identify the industry as a whole (Grundy, 2016). This helps with ascertain and evaluating the weaknesses and strengths of the industry. Further this provides with the clear picture of the industry structure, profitability of the segments that the business is pirating in and to corporate and competitive strategy for the business (Bruijl & Gerard, 2018). Below evaluated the five forces that the GSK is exposed.
[bookmark: _Toc110815990]				Figure 2 : Porter’s Five Forces Model
Competitive rivalry
Competitive rivalry of the pharmaceutical industry is high as the many global giant companies are invested on massive R&D products. With the latest analysis, Pfizer is remained at the top with the 53.7 Bn $ in 2018 (Pfizer, 2022). Roche, Johnson & Johnson, Merch, Novartis and Amgen are the highest revenue generated competitors in the global market. Despite from the global competition, GSK competes with the local manufacturers in each country. Accordingly, the competitive rivalry applicable on GSK is high. 
[bookmark: _Hlk110720268]
Bargaining power of Buyer
 The bargaining power is high when the customer base is knowledgeable and given with the range of options (Chae & Heidhues, 2004). Customers are often demanding best medicines at a lower price and this cause additional pressure on the GSK. The powerful customer base in which the GSK generates more turnover holds high bargaining power and the ability of seeking significant discounts is also high. Rapidly innovating new products would limit the bargaining power of buyers as they seek discounts on established medical products. Timely introducing new offerings reduce the defection of current customers to the competitive brands. 
Bargaining power of Supplier
Raw materials and labor providers mainly including clinical officers, investigators, study staff as well as marketing. They could make severe threats to the GSK operations by withholding their supplies to the production or reducing the quality of the production.  To avoid the possible supplier bargaining power the GSK is maintained with the clean reports of contracts with suppliers as well as offer the attractive remuneration package as well. Further, with the standardized nature of the products with the low switching cost makes the supplier bargaining power low (Nair, et al., 2011). In some scenarios certain suppliers are owned with the scarce quantity from active ingredients and they remain dominant for a certain extent. Accordingly, supplier bargaining power is moderate in pharmaceutical industry.  
Threats from Substitutes
The threats of substitute for a pharmaceutical industry is at lower degree, as the global demand for the pharmaceutical medicine is continuously growing over the other substitutes such as homeopathy treatments and herbal Ayurveda treatments. Further generic brand medications are being acted as key substitute in the Pharmaceutical industry (Scherer, 2000). Contemporary Alternative Medicine (CAM) is another type of substitute for GSK product. Since contemporary medicines are cheaper in price and high availability, this has become a major threat to GSK products. Considering the industry as a whole substitute holds low bargain power across the industry (Lakdawalla , 2018).
Threat of new entrants
In the pharmaceutical industry, economies of scale are hard to achieve and this makes manufacturing costlier for the new entrants’ companies. Customers prefer differentiated medical solutions over the generic products. Further the government is heavily overlooking the pharmaceutical industry and new entrants requires to fulfill government matrices to get the approval from relevant authorities (Blum‐Kusterer & Hussain, 2001). Research and development requirement have made high initial capital requirement. Accordingly, the threat from the new entrants to the GSK’s operation is low. 
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[bookmark: _Toc113435635]2.1 SWOT	
GSK is a technology led global health care manufacturer which delivers its’ core values: patient focus, integrity, transparency with the product offerings. Accordingly, SWOT analysis is assisted with ascertaining internal factors of GSK that heavily contribute over the growth of the company. In SWOT analysis GSK seeks to enhance the strengths and opportunities while mitigating the weaknesses and threats (Helms & Nixon, 2010). 


 
[bookmark: _Toc113435636]2.2 Evaluation of situational model- Porter’s Five force model.
 
Mainly this model helps with GSK , identifying the current market competition and formulate and adopt with the suitable marketing strategy to address the competition. As this model identifies the existing strengths and the weaknesses lf the company in terms of the competition, this enable management to make precautionary actions to address the potential competitive threats as well. Further, the model mainly focuses on three entities mainly, supplier, buyer and competitors. As this evaluation reflect the holding power of each entity, this enable GSK with deciding the best optimum strategies to handle them. Expanding the business via enhanced value chain towards all the participants is the ked advantage of the conducting the five force analysis. In further, with the insight market and industry information GSK can mitigate it’s corporate risk as well. 
This model consider only the qualitative aspect of the industry and does not provide the quantitative image of the five forces. Accordingly it is challengeable to distinguish the degree of the importance of each factor. As this model is formulated to analyze the product in single industry, using this mechanism on evaluating the extensive products line across several market segments is challengeable.








[bookmark: _Toc113435637]3. Segmentation Targeting and Positioning (STP)
[bookmark: _Toc113435638]3.1 Segmentation
Marketing segmentation is possible to defined as a group of customers who shares the similar preferences on the products and services (Tynan & Drayton, 1987). Before the marketing strategy is executed the management should identify the targeted customers and divide the market in to small homogeneous segments in terms of demographic, geographic, behavioral and psychographic characteristics of customers. Formulating distinct marketing strategies for each sub segment would accelerate the expected marketing goals. Below outlined the segmentation parameters of GSK. 
Geographical segmentation.
Subject to various geographical locations consumers infect with different illnesses and diseases. For example, people residing in cold areas re highly exposed to chronic illness, cough and cold while people residing in desserts are suffered from malaria, dengue, onchocerciasis etc.  
Demographic Segmentation
The customers are clustered subjected to the basis of gender, age, education level, occupation and household size. For instances, young people are less dependent on the pharmaceutical products while senior customers do severely. Since the high-quality medical products are highly expensive, only the high-income people can afford such products. While the rest is seeking for the cheap substitutes (Green, 1992). 
Psychographic Segmentation
Certain customer groups are highly health conscious and prefer to spend healthy lifestyle while depending less on the pharmaceutical products, carrying out a market survey would enable GSK to identify the demand. 
Behavioral Segmentation
 Consumer behavioral pattern maters a lot with brand loyalty of the GSK. Certain customers are finding the GSK products are not effective with their previous experiences. Identifying the customer base would enable GSK to determine the strategy to retain the consumers around the GSK brand. 
[bookmark: _Toc113435639]3.2 Targeting and positioning

Once the market is segmented in to small homogeneous segments, the GSK requires to evaluate which segment is in line with the GSK’s capabilities and resources and should widely select the lucrative target segment which has highest growth potentials (Moutinho, 2000). Accordingly, GSK should set the strategies for enhanced brand image in the mindset of the consumers in the target segment. Objective of positioning is to capture the potential consumers (Dibb & Simkin, 1991). The GSK’s current target audience contains consumers in all genders and all ages. The GSK is provided to evaluate its’ strategic current position in the market by conducting a comparison on the quality of the medicines with the competitors. 















[bookmark: _Toc113435640]4. GSK Marketing Mix

Marketing strategy of the GSK; pharmaceutical product pioneer, highly emphasized the marketing mix framework that covers the aspects of 4 P’s (Product, place, price, promotion) (Borden, 1964). Further to that, GSK is adopted with several marketing strategies such as innovative unique products, cost leadership approach to reach the competitive edge, promotional planning is carried out in order to uplift the brand success in the pharmaceutical industry. Below evaluated the GSK’s 4ps framework in relation to it’s marketing strategy (gsk, 2022). 



								(gsk, 2022)



 
[bookmark: _Toc113435641]5. Recommendation
The GSK is essentially required to improve the marketing strategies in place and Ansoff matrix is a key tool of developing the upgraded marketing standard as the businesses are used it for identify the current scenario they are in and seek the possible growth approaches to grow (Meldrum & McDonald, 1995). By considering the current strategy of the GSK it is recommended to follow market penetration and product development strategies before adhere with the diversification. Under the product penetration the high focus is given on expanding distribution channel over exploring new products or markets (Meyer & Tran , 2006). GSK could consider expanding the retail partnerships for the GSK products. Further , GSK has already made heavy investments on research and development product development strategy would also act in best. 
[image: ]
[bookmark: _Toc110815991]		Figure 3 : Ansoff Matrix
Being and iconic brand in the pharmaceutical industry , GSK delivers positive impression to the potential customers and there is a potential opportunity for diversify GSK’s innovative products to newly explored market segments as well. 


[bookmark: _Toc113435642]6. Conclusion
This study evaluated the marketing environmental analysis in terms of PESTEL, Five forces as well as the SWOT analysis. In further, Study outlined the marketing strategy of the GSK on STP (segmentation, targeting and positioning) with the marketing mix of the GSK subject to the 4Ps analysis. Since the GSK is highly invested on the R&D initiatives and the company is already achieved the global presence the Ansoff matrix is suggested to follow the differentiation approach for the future growth of the company. 
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Strengths


Globally recognized brand image


Well established distribution network


Weaknesses 


Expirations of the patents


Un approved drugs and medicines


GSK is on global presence across more than 150 countries and carrying out the manufacturing operations more than 36 countries under 87 manufacturing units. Further this expanded global presence reflects the capability of risk diversification. In 2020 & 2019 GSK pharmaceutical brand achieved the IMPACT award. 


The brand GSK has wide market share coverup  with strong distribution channels across many countries like India, , Malaysia, , Australia, Germany, Canada, , Japan, Russia, China, UK, Singapore, USA, and many countries worldwide.


Research and Development


GSK is continued the operations with highly extended R&D centers across many countries including Belgium, China, USA, Spain and UK. The R&D has reflected significant progress in exploring new drugs and medicines for HIV, cardiovascular, respiratory etc. 


Currently GSK owns 1071 patents across the 59 counties in the world. The pharmaceutical brands require to meet several licensing requirements and company is in challenge of keeping the track on expirations on licensing requirements across 150 countries. This deviate the management effort from the core operation. 


In certain incidents health critics have claimed that GSK is following misleading pricing, no strategy in place for the safety data and promoting the unlawful drugs. Those claims tend to negatively impact on the GSK’s reputation. 



Opportunities


Portfolio expansion


Threats


The GSK owns widely expanded product portfolio. In addition to the drug manufacturing recently GSK initiated manufacturing vaccine for the covid -19 . Further GSK is conducting continuous R&D to explore innovative healthcare solutions. 


With the dynamic life style, the demand for the quality health care is increased both in developing and developed economies. Addressing unserved customer requirements would lead to an expanded market share. Further the younger and senior generations show equal concern over the healthy and balanced lifestyle. 


Acquisitions and mergers. 


Over the recent past years GSK has been collaborated with many recognized brands ViiV, Shionogi, Pfizer etc and acquired few brands like GlycoVaxyn. This collaborating and acquisition stapes of the GSK reflect the potential growth. 


High industrial competition. 


Demand for quality healthcare and high health care awareness





GSK is exposed to a competition heavily in terms of market share, price and the quality of the products with its key competitors of AstraZeneca (AZN), Dechra Pharmaceuticals (DPH), HUTCHMED (HCM), Vectura Group (VEC) as well as Beximco Pharmaceuticals (BXP). low Brand loyalty in the industry as the people prefer any brand. 


High regulations


Government authorities are highly monitoring the drug prices and quality of the products. Since the GSKs’ presence in different countries, certain countries are maintained with low drug pricing policies which would cause severe impact on GSK profitability. 


Economic recession


Due to the Covid 19 impact and the global economic downturn, many of the businesses are at low performing. This cause to drop the purchasing power of the consumers. Even though this does not pose the revenue drop, cause to create many potential direct and indirect threats on GSK. 









Product
Thde GSK is committed to delivering best value to the customers and the market with its main operational segments of healthcare and pharmaceutical sections. The Company is mainly engages with the reaserch and development of drugs and medications & formulations and manufacturing. Below catogarized the diversified product range of the GSK company . 
Pharmaceuticals
GSK’s product portfolio mainly contains the products for mental health, infections and asthma , diabitics as well as the cancers. Medicines are also manufactured for the deseases like, leukaemia,  malaria, depressive disorder ,gout gastroesophageal reflux disorder, migraine and epilepsy. 
Consumer healthcare 
Consumer healthcare product portfolio contains the oral healthcare products such as Sensodyne, Aqufresh and Maclean’s toothpaste, nutritious drinks including Horlicks , Viva 


Place  
GSK is a well-diversified company with a global presence across one hundred and fifteen countries nearly with the ninety nine thousand of workforce across the globe. Headquarters is based in the United Kingdom.one of its main market is the United States and headquarters of the US is in Philadelphia and North Carolina. GSK is heavily depending on the continuous research and developments and maintain R&D sites in United states , India, France , Crotia, Canada and China. Firther the GSK is facilitaiating for the biopharmaceutical products in Cnada, Belgium, United States, Germany and Hungary. The prescription products manufacturing sites are located in Ireland, United Kingdom, Poland, Malaysia, Italy, Australia, France and Ireland. Manufacturing of consumer products are carried out in Kenya, Canada, Brazil, Ireland, United Kingdom as well as  United States. GSK maintains highly reachable distribution facility and the GSK products are highly available in the hypermarkets, supermarkets and over the counter medications available with the prescription stores.



Price
Since the primary mission of the GSK is to create a difference in the global presence with the differentiated product portfolio, the pricing strategy of the GSK is heavily focused on the credit terms, payments period and discounts as well as the list price that comes under the pricing strategy. Accordingly GSK is adopted with the price penetration strategy, which offer comparatively lower prices than the competitors. Accordingly GSK expects to expand the market share with the discounted price. The management should timely address the potential adverse competitor price war. With the High R&D approach followed by the GSK , if the skimming stratergy is selected the management should comme up with the clear communication on  differenciation basis. 


Promotion
GSK engages with promoting its’ products under several approaches. Since the GSK brand continuously delivering high qulity promotion aspect of the marketing mix plays vital role. GSK is maintaining uptodate website to create awareness among the consumers. Inaddition GSK is severly engaged with electroninc advertising  for consumer healthcare products . Further GSK is associated with many socal responsibility programs to uplift the human lives providing healthcare supportings and education. GSK is followed influencer marketing with the popular celibrities such as Sachin Tendulkar for act in commercial advertisements and recommending its products
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