MARKETING MANAGEMENT ASSESSMENT 1
[image: Text

Description automatically generated]

[image: GSK places temporary hold on product distribution :: C+D]

MARKETING MANAGEMENT ASSESSMENT 1
REPORT OF GSK
Name: Pendyala Bikshapathy
ID: 2128324
Module: LCMB7001
Lecturer: Tushara Balendran
Course: Masters in General Management
Submission date: 09/09/2022 – 75%


Executive summary
GSK is an international pharmaceutical company with an exclusive range of product variations and customer range around the entire globe. The company has been famous for its variety of product ranges such as medicines, vaccinations, consumer healthcare products, oral health products, and many more. Marketing management of GSK Plc. has been approaching making a diverse range of services and products with the latest innovation to cure the disease. 
Customer journey has been significantly upfolded by GSK Plc in terms of retaining them, increasing their engagement, and others. Awareness, consideration, purchase, and retention are the essential stages of customers' journeys that have been critically performed by GSK through effective digital communications parameters using email, social media and others. Stakeholders are encouraged through annual meetings, providing their profitable earrings to them timely and others by the company for ensuring better organisational structure.
The organisation has efficiently managed its internal and external shareholders, by meeting the requirements of both the groups effectively, which has improved its financial condition in the global market. Through the meeting of the demands of the stakeholders the organisation has been able to achieve a motivated workforce, which has aided the company to achieve its desired goals and objectives effectively in the global market. 
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[bookmark: _Toc113494361]1. Introduction 
Marketing management is considered a planning process that helps any organisation to plan and execute the pricing, conception, distribution, and promotion of goods, services, and ideas. The marketing management approach of the organisation helps to create the exchange of the products allowing to satisfy the objectives of the industries and individuals. Marketing management is essential for a company to analyse its competitive market as well as help them to compete with other competitors in the same market. The purpose of the present report is to understand the marketing management approaches of the international biopharma company named GlaxoSmithKline Plc. or GSK.   
[bookmark: _qq2znh5014ae][bookmark: _Toc113494362]2. Challenges of GSK by operating in competitive marketplace 
[bookmark: _f76hjngqb49x][bookmark: _Toc113494363]2.1 Impact of globalisation on changing business environment 
Based on the opinion of Buganová, Šimíčková, and Brutovský (2021), in the present scenario globalisation has moved the business industries into a different dimension. In the competitive marketplace, the organisation has the advantage of successfully managing and integrating risk in a global approach. In the words of Valverde and Pisani (2016), partnership related to product development, mechanism of innovative financing, declaration related to non-assert, and voluntary licensing maintenance is a challenge for the industry. On the other hand, in the words of Saïd, Sevic, and Phillips (2019), GSK has been facing challenges regarding the management of CSR activities on the global approach. GSK maintained a link with its network of extensive alliances with more than 100 companies. This linkage brings challenges to its responsiveness and environment to take market opportunity advantages (Saïd, Sevic and Phillips, 2019). On the other hand, in the words of Rizhamadze (2020), the GSK is unable to replace their medicine Zantac with a new one that can initiate their loss in revenue.
[bookmark: _h9cy11c5c6r1][bookmark: _Toc113494364]2.2 Effect of digitalisation 
Based on the comment of Mannan and Mubeen (2018), digitalisation makes some rapid progress in the pharmaceutical industries as well as brings some challenges for them. According to Taqaddas (2021), changing the economy and social conditions with respect to digitalisation is a challenging approach for the GSK to maintain its product innovation, flexibility, and resilience. All the approaches help the company to ensure its growth and sustainability. Digitalisation needs to enhance the technological skills of the employees of the company. Digitalisation accelerates the development of the vaccine in the case of the GSK. Using the digital twin by GSK can help them to develop more cost-effective, less wasteful, and faster developmental vaccines with a good and fast manufacturing technique. GSK has been trying to implement the digital twin in its developmental activities. It implies the company GSK reduces the real experimentation that helps the company to increase its sustainability. 
[bookmark: _eisd6lqbbnee][bookmark: _Toc113494365]2.3 Porter’s five forces analysis 
Competitive Rivalry (high)
Competitive Rivalry is considered the approach that helps to explain the competition in a particular market within the existing industry. In this respect, the competitive rivalry helps to explain the competitive market of GSK in the pharmaceutical markets. The major competitive rivals of the company GSK are Pfizer, Johnson & Johnson, AstraZeneca, Merck, and many more in the global as well as international market. Among all the competitive rivals Pfizer has a revenue of $81,288 in the year 2021 (Pfizer Inc, 2021). Another major competitor of the company is Johnson & Johnson with a net income of $14,714 million in the year 2020 (Alhosnai et al., 2021). On the other hand, another competitor in this industry is AstraZeneca with total revenue of $37.4bn in the year 2021 (AstraZeneca, 2022). 
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Table 1: The financial performance of GSK in the year 2020 and year 2021
(Source: GSK, 2021)
As per above table 1, the gross profit of GSK in the year 2021 was £ 23388 m with a turnover of 68.6%. In this respect according to the report of GSK in the year 2021, the company has a 4.6% annual growth in sales in the medium-term (GSK, 2021). It can be said that all of these companies have been playing a major role in the competitive rivalry of the company GSK.
The threat of new entrants (moderate)
Based on the comment of Tannoury and Attieh, (2017), the threats of new entrants in the local and international pharmaceutical market are considered moderate as these markets need a large scale of economics as well as requirements of high capital investments. In global pharmaceutical industry, the brand strategy helps to create a beneficial competitive advantage for the companies. On the other hand, in the words of Panchal, Khan and Ramesh (2012), it helps the industries fulfil the requirement of the product, and services, and incorporate the values. In this respect brand value and competitiveness in the market is essential to incorporate brand popularity. 
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Figure 1: Detailed process of the pharmaceutical industry
(Source: Romasanta, Sijde and Koezen, 2020)
As per the above figure 1, such processes related to pharmaceutical industries show critical ness and complexity in their process of business. 
Bargaining power of buyers (high)
Customers or buyers demand the best offer by paying a minimum amount. The demand of the customer can create a challenge for different companies in the UK. The smaller base of customers can create higher bargaining power. As per the opinion of Shang et al. (2008), the company has formed a large customer base for their company that helps them reduce its bargaining power of buyers. They have been trying to manufacture more innovative products for the customers. 1.7 billion medicines, 3.7 billion healthcare products, and 767 million vaccines were produced by the company in 2021 (GSK, 2021). New product arrival helps the company to reduce customer defection to its competitors.
Supplier Power (moderate)
The dominant position of suppliers decreases the market earning of the pharmaceutical sector in the UK (Tannoury and Attieh, 2017). GSK trying to efficient supply China with innovative product design and effective use of raw materials for their products (Mangan and Christopher, 2005). With the involvement of efficient product design and innovation, the company also focuses on developing the profitability.
Substitutes (high)
The competitive market can bring substitutes for the GSK market such as AstraZeneca, Pfizer, and others. GSK has brought differentiation in its products and is trying to increase its market share by 24.1% (from figure 2) to cope with the situation. 
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Figure 2: Market share in 2017-2024
(Source: Statista, 2017)
[bookmark: _ysw5agdn8jp0][bookmark: _Toc113494366]3. Critical appreciation of innovative marketing strategies of GSK for developing awareness
[bookmark: _wl7jsg77wej4][bookmark: _Toc113494367]3.1 Innovative marketing strategies of GSK 
GlaxoSmithKline is a UK-based pharmaceutical company providing pharmaceutical products, medicines, and vaccinations around the world. With respect to understanding the innovative marketing strategies of the GSK, the marketing mix of 4P analysis is considered here in the present report.
Products 
GSK manufactures various products to treat diseases like diabetes, mental health, cancer, infectious diseases, asthma, HIV, COPD, and many more. The company can also enhance premanufacturing of vaccines for mitigating diseases. The marketed vaccines are the broadest portfolio in the industry (GSK, 2021b). More than 20 vaccines have been included in these criteria for diseases like whooping cough, measles, and polio. The company GSK provides nearly 2 million daily doses of vaccines and 40% of children in the entire world revive their vaccines every year. They are taking the initiative to launch the vaccine for the respiratory syncytial virus (RSV) by 2026. GSK has been providing famous medicines for treating diseases named Aquafresh, Ansolar, Benefiber, Cetebe, amoxicillin, Blenrep, and many more (GSK, 2022). The GSK also manufactures consumer healthcare products including oral healthcare such as Sensodyne, Aquafresh, Maclean’s toothpaste, and health drinks such as Horlicks and Boost (GSK, 2021b).
Place
GSK is an international biopharma company with the purpose to utilise technology and science as well as incorporating talent to recover from the disease. According to Rizhamadze (2020), the company has a headquarters located in the UK and with an expansion of nearly one hundred and sixty countries. The major countries that have been sharing the business of the GSK are the US, Japan, China, India, and many more. Furthermore, the company can also enhance the product distribution capacity for enhancing business capacity in different international locations.
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Figure 3: The share price of GSK
(Source: Forbes, 2022)
As per Forbes, 2022, The company has a revenue of $46.9B in the year 2022 with a total asset of $107.1B globally with a share price of $31.47 (Referred to figure 3).  
Price 
The GSK has a total reported sales of £34.1 billion with a stable +5% CER in the year 2021 (Referred to figure 4). 68% of the entire business of GSK has been held by the consumer healthcare sector of GSK. The company has been holding a total value of acquisition of £50 that has comprised of £41.7 billion of cash and £8.3 billion of universal shares (GSK, 2021d). 
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Figure 4: Sales of GSK
(Sources: GSK, 2021d)
The consumer healthcare business is considered a joint venture with Pfizer where the maximum controlling interest held by GSK is 68% and Pfizer holds 32% (GSK, 2021d). Furthermore, the company also can maintain the efficient price range which also can help in attracting potential consumers.
Promotion 
Promotion of the GSK brand has been helping to encourage them to enhance their profit and sales. They have been advertising their products such as consumer health care, and medicines with the electronic media by following local laws and regulations of the countries (GSK, 2020). Therefore, GSK can develop the promotion of its public health activities, namely campaigns for vaccination only after approval by the relevant authorities of those countries.
[bookmark: _1sm7r84epaie][bookmark: _Toc113494368]3.2 Management of customer journey by GSK with communication channels
The customer's journey phases of GSK enabling communication channels are outlined below: 
· Awareness: Most significant customization attraction and tension process has followed through the awareness phase. Business presentation-oriented education has been given by the companies at this stage considering that the customers get to know about the brand, products, services and offerings better (Følstad and Kvale, 2018; Hamilton et al., 2020). In such a manner, white papers, e-books, leaflets, prospectus billing, online ads and others are effective strategies to communicate with customers potentially (Følstad and Kvale, 2018; Hamilton et al., 2020). 

Figure 5: Digital platforms used by GSK
(Source: GSK Plc, 2022b)
GSK has maintained a suitable communication integration for channelling relationships with customers and allowing customers to know about the brand widely. The company spreads awareness about its new launches, existing product variations, pricing strategy and all through promoting the adverts on various digital media platforms such as Twitter, Facebook, Instagram, YouTube, LinkedIn and others (GSK Plc, 2022a; GSK Plc, 2022b). GSK communicates with customers through these channels and makes them aware of its presentations. It helps customers to observe the brand more than its competitors.
· Consideration: At this phase, people are considered the brand as their preferable company and decide to buy from them. In the case of GSK, it has been observed that content posts by the companies through the customers' communication channels will allow customers to see the uniqueness of the products and services of the company (Hamilton et al., 2020; Hamilton and Price, 2019). In GSK, the company has posted various products and service-related content that helps customers to know about the usability, pricing, and other factors of the products effectively (GSK Plc, 2022a; GSK Plc, 2022b). Thus, customers communicate with the company through its digital media and consider purchasing from it.
· Purchase: After satisfying the considerable phenomena of the company, consumers are decided to purchase from it effectively. In such a manner, they would like to outline their desires and refer to their friends and family members or any known person and others after studying the products and service quality (Hamilton and Price, 2019; Towers and Towers, 2021). On the other hand, customers are also likely to communicate with the company when they have any queries. Thus, in order to get to know about customers' queries and to communicate with them effectively, the company named GSK has introduced email marketing efficiently. In such conditions, customers can convey their queries through a particular email address of the company and replies from the marketing associates of GSK have been highlighted within the email effectively (GSK Plc, 2022a; GSK Plc, 2022b).
The Push and Pull strategy states that push marketing involves paid advertising or promotions while pull marketing engages with content creations to increase customers' interest (Puchkova, Le Romancer and McFarlane, 2016). The more effective push and pull marketing strategy involved within a business, it will get to touch the aspect of customers' attention factors (Puchkova, Le Romancer and McFarlane, 2016). The company named GSK has implemented a media strategy as push marketing involving paid content promotions through social media, newspapers, magazines, broadcasts and others since all the platforms required payment for promotions. Moreover, through social media platforms, content creators are paid by the company for increasing customers' connections vastly.
· Retention: After getting better services retention rate of the customers increases potentially, and their opinions of retail loyal to the companies maximise vastly (Hamilton and Price, 2019; Towers and Towers, 2021). GSK has performed precisely and has significantly higher quality products and services produced in the company. Thus, the retention rate in the company is higher which allows existing customers to refer to the company further and retain it strongly.
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Figure 6: Customer journey mapping for GSK
[bookmark: _ubzdbdnkxp8a][bookmark: _Toc113494369]3.3 Fulfilling Stakeholder expectations with communication channels of GSK in current and future context
In the views of Pinheiro (2015), the internal and external stakeholders of the company, like employees and customers, are the most critical elements which are responsible for the proper functioning of the business activities of the organisation in the local as well as the international market. From the viewpoint of Graham (2017), the employees of companies have certain expectations like effective performance appraisal and better working conditions, which are needed to be fulfilled by the organisation, in order to ensure that the workers remain loyal and dedicated towards the enterprise. Therefore, in order to meet the demands of the employees, GSK has introduced flexible working schedules, paid sick leaves and a friendly environment to work with, which has aided the company in motivating the workers to deliver results for the organisation (GlaxoSmithKline, 2020). 
In addition to the meeting of the exceptions to the employees, the company, GlaxoSmithKline has also maintained effective communication channels through the use of social media platforms like Facebook and Twitter for establishing better connectivity with employees of the organisation. In addition to the use of the communicative channels for benefiting its employees, the company can effectively promote its products and consumer-friendly service in order to increase its goodwill among the customers effectively in the international market. Therefore, through the use of the different modes of communication, the organisation, GSK has been effectively increasing its consumer base by providing efficient services to the customers. Even though the organisation has been making effective utilisation of the communication channels, it needs to be more proactive in promoting services among the customer and should also launch campaigns concerning the benefits of the employees on the social platform.
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Figure 7: Stakeholders Grid
Addressing the above diagram (Refer to figure 7) it can be idealised that the stakeholders are recognised as per their impact and capacity to influence the corporate structure effectively. Managers have higher impact and lower capacity to influence while customers, supervisors, workers, have higher impact and influences both. On the other hand, governmental institutions, communities have lower impact and influences while the sponsors have only higher influences. GSK has an effective stakeholder’s community, and the company has been providing potential profits to them per year. The company has been also holding annual meetings to understand the opinions of stakeholders and their issues critically to solve the problems and accelerate better organisational growth (GSK Plc, 2022b).
[bookmark: _7n32i0g1jezz][bookmark: _Toc113494370]3.4 Marketing management of GSK to add value
The marketing management of the GSK involves promotion of its products using digital media platforms like television which aids the company in generating more awareness about the uses of its products, which aids the organisation in increasing the customer base of the organisation in the global market (GlaxoSmithKline, 2019). The efficiency shown by the company in its marketing management through the promotion of its products is the reason for the increase in its goodwill among the customers in the global market. The reason for the efficient marketing management of the organisation relates to the maintenance of the ethical standards for promoting the products of the organisation in a particular country (GlaxoSmithKline, 2019). 
Therefore, through the use of the ethically approved marketing management technique, the organisation, GSK is able to promote its products in the markets of the foreign country and invariably increase its goodwill among the customers in the international market. Additionally, the marketing management of the company also involves detailed scientific research of the product before it is promoted in the local and international market, which is in preventing any negative effect of the medicines on the health of the consumers (GlaxoSmithKline, 2020). Thus, in the views of Thorley and Fulda (2020), innovative marketing strategies like use of social media platforms for the promotion of the products among a large consumer database has helped companies like GSK to witness extensive growth and development in the global market. 
In addition to the effective promotion of its products in the local and international market, the company, GSK has also promoted the news about the availability of the COVID-19 vaccines in its organisation, which aided the enterprise to witness extensive growth of goodwill among the consumers in the international market. From the viewpoint of Tavares-Da-Silva et al. (2020), GSK has invested an amount equivalent to £130m on scientific research before, promoting its vaccines in the local as well as the international market. Thus, it can be stated that the company, GSK, through its marketing techniques has been able to carry out detailed scientific research analysis of its products, in order to nullify any negative impacts of its commodities on the health of the consumers. 
The effective scientific research carried out by the company, GSK on the COVID-19 vaccines, in turn has aided the company in increasing the goodwill among the customers and with progress in the international market. As stated by Saïd, Sevic and Phillips (2019), the marketing management of the company, GSK also involved collaboration with US immunology company, Vir Biotechnology, in order to research about the discovery of the antibodies which can be used to mitigate the effect of the COVID-19 virtues, which further assisted the organisation, to witness enhancement in the international market. Therefore, it can be concluded that through the efficient marketing management strategy of the company, GSK, the organisation has effectively promoted its services in the international market, which has also aided the organisation in witnessing extensive growth and development in the global market.  
[bookmark: _r16njesxpsf7][bookmark: _Toc113494371]4. Conclusion 
Through the analysis of the marketing management technique of the organisation GSK, it can be concluded that the company has been using the given tool quite efficiently and has witnessed growth and development in the global market. Moreover, the company has also efficiently utilised its stakeholders, in order to achieve the desired goals and objectives in the global market. The company has fulfilled the demands of the stakeholders, which aided the organisation in getting a motivated workforce and an increase in the goodwill of the organisation in the global market which has aided the organisation in witnessing growth in the local and international market. Thus, it can be concluded that the company, through meeting the needs of the customers, and employees and showing efficiency in its marketing techniques has witnessed progress in the global market and also has gained a competitive advantage over other firms in the global market.
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Appendix 1: Supporting visual in the form of poster
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                                                                                                              • Innovative marketing strategies: ⚬ Products : Best Selling pharmaceuticals and consumer healthcare, wellness products such as Avodart, Advair, Augmentin, Flovent, Lamictal, Lovaza and many more medicines (GSK Plc, 2018 b) . ⚬ Place : Offline services through dealers, wholesalers and others ; online services with e - commerce, and websites . ⚬ Price : Affordable to moderately higher based on the type of products and cost of manufacturing, taxes and other factors . ⚬ Promotions : Newspapers, magazines, broadcasts, and social media namely Facebook, Instagram, YouTube, Google, LinkedIn and others .                                                                                     • CHALLENGES : ⚬ IMPACT OF GLOBALISATION : ￭ GSK USES INTERNATIONAL EXPANSION THROUGH BUILDING VARIOUS MANUFACTURING HUBS IN DIFFERENT TERRITORIES SUCH AS THE UK, USA, INDIA, AND OTHERS . ￭ IT GAINS SUSTAINABLE THOUGHTS AND DEALS WITH PRIME ENVIRONMENTAL - FRIENDLY ACTIVITIES ￭ GSK REDUCES PLASTIC AND TOXIC USAGES TO STAY FIT IN GLOBALISED SEQUENCES ⚬ EFFECTS OF DIGITALISATION : ￭ VAST CUSTOMER BASE ATTRACTION ￭ SUPPORT OF INTERNATIONAL GOVERNMENTAL AND POLITICAL ENTITIES ￭ DIGITAL MEDIUM HELPS TO INCREASE BUSINESS LINES AND MODE OF DELIVERY TO THE CUSTOMERS ￭ THE MAXIMISATION OF SALES BY MORE THAN 12 . 05 % CAN BE SEEN THROUGH DIGITISED THE BUSINESS OF GSK . ⚬ COMPETITIVENESS IN THE MARKET : ￭ THE BIGGEST COMPETITORS ARE SANOFI, SINOPHARM, JOHNSON & JOHNSON, PFIZER, ROCHE, ABBVIE, NOVARTIS, BAYER, MERCK AND MANY MORE . • Customer journey:  ⚬ Spreading awareness through digital media platforms to retain the costumes  solving their queries via email and others. • Stakeholder expectations:  ⚬ Managers, supervisors, workers, customers, sponsors and others are  recognised as an impactful and influential stakeholders category.  • Marketing management:  ⚬ Promotion of vaccines, and others marketing.
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