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This essay is based on the UK based pharma company called GlaxoSmithKline (GSK).  GSK is dealing into the health – care products as well as medicines. The essay involves the different processes as well as stages related to marketing which this company carries out. The company’s mission, objectives, their strategy and its implementation are also discussed. The analysis of macro - environment is done using the PESTLE analysis. The forces like suppliers, customers, existing competition, new entrants and substitutes are analyzed using Five force model. In order to know the strengths, opportunities to use and explore as well as the weaknesses and threats to deal with them for effective working the SWOT analysis is done. The STP of GlaxoSmithKline is analyzed to know they segment market, target market and position they hold in the market. The marketing mix of this company is also explored. The different stakeholders of this company are explored and how this organization communicates their objective decisions to this external as well as stakeholders are discussed. Even the stake - holders influences the activities related to marketing of GlaxoSmithKline is explored. The conclusion from this essay is derived and the recommendations are suggested for the same.
Processes and stages of marketing including the role of the marketing mix
Marketing is defined as a group of diverse activities and processes that organization does in order to communicate and promote its products as well as services to the target market. Peter Drucker has defined marketing as the activities that are carried human in order to satisfy wants and need with the help of process of exchange. According to him, marketing process is different and unique process or function of any business (Grunt, et. al., 2017). The process of marketing is a different linked stage which helps in finding the target buyer, exploring and opportunities in market and designing the materials related to marketing to reach to customers which are in target group.
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Figure 1 Marketing Process
Source: Seturi and Urotadze, 2017
According to Armstrong and Kotler, the model of marketing process works towards the value creation for the buyers and getting the valuable in exchange from their target customers (Armstrong, et. al., 2018). The marketing process of GlaxoSmithKline starts with finding and stating what the buyers wants and work towards it. Then, the strategy of marketing is formed based the buyers need to influence and attract them to buy their products. Then, comes the marketing programs’ processing to create the best values in the mind of the target market. In exchange of the product the profit as well as capital is generated by this pharma company. All this led to establishment of the profitable as well as good relations with buyers and satisfy them with their products as well as services. 
[bookmark: _Hlk60835730]The different stages of the marketing process involve company’s mission, objectives, their strategy and its implementation, situational analysis as well as controlling. The mission statement of the GlaxoSmithKline states that they are working towards enhancing the human life quality, so that people with be able work more, feel even better and live longer. In order to work towards this mission, and the strategies are designed to fulfil it by innovation and their instil values. The situational analysis of the GlaxoSmithKline involves the analyzing the internal as well as external factors affecting the company. The potential customers of GSK are the people needs the medicines for their treatment, people who needs health care product for staying fit and other health care organizations (Wang and Jie, 2020). There is great scope of growth for the GSK as health care product demands seems to increase in the UK and other part of world. The GSK has many competitors like Pfizer, AstraZeneca, Roche and Johnson & Johnson. The competition in the pharma industry is high in the UK. The further situational analyses will be done using PESTEL and SWOT tool.
The objective of the GSK is to provide the best health – care products and medicines in order to serve and save the customers and mankind. The objective is to serve customers with its products so that people may feel good and stay healthy and live long. Their goal is to become the top innovate and trusted organization into health – care across the globe. The strategy of GSK is to serve with different and the best quality of the health – care products to the customers with the help of their three different diverse businesses across the globe, their technical as well as scientific know – how and talented human resource. The strategies are implemented with help of talented staff and the management support. The research & development department are working towards the designing and inventing the best health – care products to serve the customers (Ku, 2015). The controlling of the strategy at GSK involves monitoring the plan and ensure that the set targets are met on time. If required the management at the GSK, the changes are made to the plan for the better results. The market research is done before implementing any of its strategy.
In order to analyze the macro environment impacting the GlaxoSmithKline, the PESTLE tool is used. The political issues that impacting to GSK is the regulations in the international trade market in the developing economies. Because this hampers the growth and entrance in the foreign market. The political risks as well as instability of the government lead to hampering of the growth in the new market where wide market of customer is available. The regulations related trade and high tariffs in the health - care products cause the problem for GSK. The economic issues like economic uncertainties are caused due to the coronavirus pandemic in the world which impacted the business all across the world. Even due to the Brexit, the market of Europe has negatively impacted. There is a huge intervention by the government in the health - care domain which create barrier to operate in the different market for GSK. The labour market and cost also impact the functioning and cost of the products in the international market (Dierks, et. al., 2016). This is not favourable because it impacts profits and operations of GSK. The social issues like awareness and attitude of people towards the health improvement and health care is increasing. This is creating the vast opportunities for GSK to come up with the new and effective health - care products which will help people to stay fit and healthy life. This is favourable conditions as this will create new market and opportunities for this company. 
The technological issues that are impacting the GSK as increasing competition is pressurizing to adopt and update the new and latest technologies for manufacturing. Even the research and development is given the priority by the GSK to come up with unique ideas and products which help in medical and pharma sector. Even the patenting as well as licensing of the technology used for the drug production by GSK is vital. It is unfavourable to certain extend because there is high diffusion of the technology over the years, thus it is challenges to timely update with new technology. The ecological issues that are faced by GSK is the rising global warming. The pharma companies are required to abide the environmental laws and ensure their manufacturing process doesn’t impact the environment in negative way (David, et. al., 2015). It is a social responsibility of this company to protect the environment and ensure the compliance of law related to environment. Even the waste materials disposed in the river is causing the environmental issues. The technology and process are required to eco – friendly. If the organization work toward environment protect then, it will be favourable as the image of the eco - friendly and socially responsible will be formed. The legal issues involve the law of the different countries in which GSK is operating. The regulations of the government in pharma industry are strict as it is related to health of people. Even the international trade law restricts the import as export of certain drugs or medicines. The law related o employment differs from one country to other leads to different human resource policies in different countries of GSK. The restrictions related to trade are unfavourable as it restricts the expansion.
The five forces model given by Porter helps to analyze the market condition and different forces impacting the GlaxoSmithKline. The new entrants are the one of the major threats for existing companies as they come up with new ideas and innovation. The new entrants impact the GSK, if they come up with the low - cost strategy health – care products and drugs. The biggest challenge is to deal with new competition in a market for GSK. But the threat of a new entrant is low for GSK as the new company has to go through different legal requirement and process which lengthy process. As GSK is an established brand, it will be difficult for new company to compete.  The supplier’s bargaining power also impact the functioning and manufacturing of the product of GSK. As in the health care domain, the suppliers are limited which creates barrier for GSK as bargaining power of the supplier is high. This company has to accept the price of the supplies set by its supplier (Schuhmacher, et. al., 2016). This led to decrease in the profit margin of this pharma company due to high bargaining power of its suppliers. The buyers’ bargaining power of GSK is medium as health - care products have high cost. For drugs or medicines, the buyers cannot bargain as it is the essential item for the health and life saving. Through innovative product introduction in the market, GSK has power over the price leading to a low bargaining power of customers. Various low cost and substitute product are available in the market which creates the threat of substitute health - care products and medicines in market for GSK. The similar products availability impacts the profit and the market share of the GSK. The low threat of the substitute is there for GSK as it is a well known and establish brand that existing from long period in the market (Ang, et. al., 2020). There is high competition among the existing rival pharma companies. The companies like Pfizer, AstraZeneca, Roche and Johnson & Johnson are the well - known brand and giving the tough competition through innovation and its products. The price war and new product development lead to intensify the competition in the market. The competitors kept work on the R & D for new and unique health – care products.
The SWOT analysis is a tool which will help to know the areas in which the GlaxoSmithKline needs to work and the what are its core strengths and opportunities to explore and grow further, in order to deal with the weaknesses. The strength of GSK is that it has a strong and developed R & D department which is focuses on the expanding the product ranges with innovative and unique health – care products and medicines. This company has worked different medicinal drugs development into HIV, cardio-vascular and respiratory medicines. This pharma company is very committed to innovation which has made the leading company across the globe. Another strength is that the network of sales as well as distribution is strong in the UK as well as the countries in which it is operating currently. This developed network of distribution of GSK has made the available of its products world – wide. Even GSK has strong brand name with the world – wide presence across hundred different counties (Mulinari, 2016). The weakness of GSK is that the image of this brand has affected due to allegation associated with health – care fraud in some of the countries for the false – pricing and the promotion of certain drugs unlawfully. This degrades the image of brand in the global market and leading to impact the market share. Another weakness is that the sales are affected negatively of the GSK product due to entering into the maturity phase. 
The opportunity for GSK is that there is huge scope to enter into the partnership and acquisitions which other companies in different countries will help to expand the business further. Even in the past GSK has collaborated with Novartis and with other companies which help it to expand the business further and the market’s share. There is great opportunity for the launching the new products in order to improve the portfolio of their products. Due to increasing demand and awareness of health - care, the products related health – care are in demand which is a great opportunity to explore by manufacturing and selling more. The threat to GSK is that their drugs’ prices are controlled by the law in different countries which leads to decrease in the price in certain countries leading to low profit. The policy of price control leads to impact the overall profits (Vilhelmsson, et. al., 2016). The existing competition from the leading pharma companies like Pfizer, AstraZeneca, Roche and Johnson & Johnson leads war related to price and impacts the share in the existing market. 
Firstly, the social issues of awareness towards the health improvement and health care are increasing and opportunity to meet the increasing demand and awareness of health – care product are related in many ways. As it creates wide opportunities for GSK to introduce the new and effective health - care products for the fitness consciousness people. This will lead to increase product and expand the market further. Lastly, the technological issues that are affecting GSK as has to opt and update its technologies with the latest technologies for production. This is to be done by GSK, due to the threat of the existing competition in the market from Pfizer, AstraZeneca, Roche and Johnson & Johnson as they are inter- related to technological factor. The competition is leading to update with the market trends and technology to sustain. 
The segmentation of market means dividing the customers in similar groups having same needs. GlaxoSmithKline has segmented the market on basis of different locations, demographic, behavioural and psychographic. As GSK is operating in the different countries, they have segmented their markets on the basis of countries like UK market, Indian market, Europe market and so on. Another segment is based on the age which involves, children, adult and aged. Even, it has segment of male and female customers. Even segmentation is based on the different income for different products as GSK provides the BP monitoring machines and Diabetes testing machines which are mostly purchased by high income group and even certain products at low price are also available for low - income section. The segmentation based on psychographic are based on the customer’s life-style. There is segment of health - conscious individual and another segment is not conscious about health (Shaw and Whitney, 2016). This will help GSK to serve the selected market with suitable product. Lastly, the behavioural segment which divides the market based on their purchasing behaviour like buyers purchasing frequently and not frequent buyers. The target market of GSK is on which has wide opportunity and highly profitable. GSK is serving the frequent buyer segment, international and national segment, health – conscious market, all aged market and both genders. The products are launch for these segments to earn profits and increase market nationally as well as globally. GSK has positioned itself as the top pharma companies in the global market which serves the quality products and services to its buyers and market. The prices of the products served by GSK are also competitive to its competitors.
The marketing mix of the GlaxoSmithKline involves the 7 Ps. The products involve prescription medicines, the health – care products like devices for BP monitoring and diabetes testing and development of the different vaccines. The products served by GSK is to satisfy the needs as well as wants of the customers. The place involves the widely developed distribution network in the UK, Asia and Europe countries help to serve the buyers at the right place and time. The medicines are easily available across the different medical stores and hospitals. The price of GSK’s health related products and medicines are high compared to other as the company invests more in to the R & D. It is the top brand name which leads to higher prices across the globe (Išoraitė, 2016). The promotion strategy that GSK uses involves advertising through different mediums, PR as well as sales promotions. Even person selling is also done in the different medical stores by sales representatives. The people of GSK involve sales personnel, marketing representatives and customer service staff which work for increasing the sales and profit of the company. The suppliers and the medical stores are coordinated for the manufacturing and sales respectively. The process of GSK involves ensuring that products are available in the medical stores and when the stock get low then order is placed. Even the online - delivery services are also provided (Pomering, 2017). The physical evidence of GSK involves providing the products in the good quality and colourful packaging available in the medical store’s shelves. The website of GSK is user – friendly and provides details and images of its products. 
Conclusion and recommendations
Therefore, it can be concluded that the marketing process used by the GSK is based on its mission and objectives. Using macro - environment analysis is done using PESTEL and five force model along with micro environment analysis using the SWOT helped to know which factors are impacting and where the improvement is required. STP helped to know the target market and the position it holds in market. The marketing mix of this company helped to know the strategies it uses. Based on this, it is recommended that GSK is required to explore the different opportunity by collaborating with other companies to enter in new market and this will lead reduction in threat of rising competition. GSK must focus core strength of R & D for new medicines development. The price must be minimized of the certain medicines in order to deal with competition. The legal factors must abide in order to sustain in market in long term.
The advantage of the SWOT analysis of GSK is that it helps the company to focus on utilization of their strengths to explore the opportunities to grow business and market share. It also helps to know the weaknesses and threats in order to overcome and tackle them with proper planning and strategy. The disadvantage of the SWOT analysis of GSK is that it does rank the significant factor and analysis may be subjective in nature. There may have certain biasness as well as unclear in the analysis.
Stakeholder engagement and their impact on the marketing activities of an organisation
According to Reed and Freeman, the stake- holders can be a group or single person and they impacts the objectives of the company and even impacted by the company’s objectives achievements (Huszlak, 2016). The stakeholders hold their interest in the company. The internal stake - holders are groups or single person who have direct relation with company and thus, they have interest in it. The examples of internal stakeholders of the GlaxoSmithKline are its employees, its managers, its BOD and its investors. While, the external stake - holders are groups or single person who have indirect relation with company but result and processes of organization impacts them. The examples of external stakeholders of the GlaxoSmithKline are its customers, its suppliers, government and society. 
GSK communicates with the stake - holders in different ways. The customers buy the products of GSK which contributes towards the profits of the company in exchange of the medicines or health – care products. They are communicated by taking feedback from them. The employees are working for GSK and has the interest in the organization in salary and growth. They are communicated in the meetings, through formal notices and mails. The government regulates and has the interest in the tax paid by GSK.  They are communicated by submitting their annual documents of the company performance (Cardwell, et. al., 2017). GSK contributes to the society by CSR activities and communicate through their annual report and other social platforms. The investors are one who has invested his money in the GSK business are interest in their shares and dividend are communicated in meetings like AGM and publishing annual report of company. 
These stake - holders impact the processes marketing of GSK. The employees play a major role by contributing in the decisions related to marketing and working towards the objective achievement. The managers make the important decisions which helps in successful implementation of the marketing strategies leading to promotion and expand the company and its products (Danso, et. al., 2020). The investor invests their money in business by supporting financially in the business and marketing. The consumers are target for the company and the marketing strategy is developed keep them in mind. Thus, the biggest impact is of the employees and consumers.
Conclusion and recommendations
It can be concluded that the stake - holders whether it is internal or external has major contribution in the marketing of GlaxoSmithKline. The internal stakeholders like employees, investors and managers directly influence the marketing strategy of this company as involved in planning and strategy developing. The external stake – holder like employees is the focus of marketing as they are targeted. GSK is communicating with its different stakeholders through annual report, meeting and feedback. It is recommended that the GSK must make the communication to these stakeholders more transparent with different modes of communication. The informal way of communication can be done with the customers and surveys of consumers will help to improve the marketing. The involvement of employees and managers in the decision of marketing can leader to success of marketing strategy of GSK. Both types of stake - holders can help in implementation of marketing activities of GSK.


[bookmark: _Toc60861279]References
· Ang, K.L., Saw, E.T., He, W., Dong, X. and Ramakrishna, S., 2020. Sustainability Framework for Pharmaceutical Manufacturing (PM): A Review of Research Landscape and Implementation Barriers for Circular Economy Transition. Journal of Cleaner Production, p.124264.
· Armstrong, G.M., Kotler, P., Harker, M. and Brennan, R., 2018. Marketing: an introduction. Pearson UK.
· Cardwell, L.A., Williams, S. and Pyle, A., 2017. Corporate public relations dynamics: Internal vs. external stakeholders and the role of the practitioner. Public Relations Review, 43(1), pp.152-162.
· Danso, A., Adomako, S., Lartey, T., Amankwah-Amoah, J. and Owusu-Yirenkyi, D., 2020. Stakeholder integration, environmental sustainability orientation and financial performance. Journal of business research, 119, pp.652-662.
· David, B., Wolfender, J.L. and Dias, D.A., 2015. The pharmaceutical industry and natural products: historical status and new trends. Phytochemistry Reviews, 14(2), pp.299-315.
· Dierks, R.M.L., Bruyère, O., Reginster, J.Y. and Richy, F.F., 2016. Macro-economic factors influencing the architectural business model shift in the pharmaceutical industry. Expert review of pharmacoeconomics & outcomes research, 16(5), pp.571-578.
· Grunt, O., Plucar, J., Štáková, M., Janečko, T. and Zelinka, I., 2017, September. Modeling of marketing processes using markov decision process approach. In International Conference on Intelligent Information Technologies for Industry (pp. 468-476). Springer, Cham.
· Huszlak, W., 2016. Ecomediations in managing company stakeholders. Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu, (423), pp.45-60
· Išoraitė, M., 2016. Marketing mix theoretical aspects. International journal of research granthaalayah, 4(6), pp.25-37.
· Ku, M.S., 2015. Recent trends in specialty pharma business model. journal of food and drug analysis, 23(4), pp.595-608.
· Mulinari, S., 2016. Regulating pharmaceutical industry marketing: Development, enforcement, and outcome of marketing rules. Sociology Compass, 10(1), pp.74-86.
· Pomering, A., 2017. Marketing for sustainability: Extending the conceptualisation of the marketing mix to drive value for individuals and society at large. Australasian Marketing Journal (AMJ), 25(2), pp.157-165.
· Schuhmacher, A., Gassmann, O. and Hinder, M., 2016. Changing R&D models in research-based pharmaceutical companies. Journal of translational medicine, 14(1), p.105.
· Seturi, M. and Urotadze, E., 2017. About Marketing Process Model and Relationship Marketing. In Proceedings of International Workshop „Model-Based Governance for Smart Organizational Future (pp. 169-171).
· Shaw, B. and Whitney, P., 2016. Ethics and compliance in global pharmaceutical industry marketing and promotion: The role of the IFPMA and self-regulation. Pharmaceuticals Policy and Law, 18(1-4), pp.199-206.
· Vilhelmsson, A., Davis, C. and Mulinari, S., 2016. Pharmaceutical industry off-label promotion and self-regulation: a document analysis of off-label promotion rulings by the United Kingdom prescription medicines code of practice authority 2003–2012. PLoS medicine, 13(1), p.e1001945.
· Wang, M. and Jie, F., 2020. Managing supply chain uncertainty and risk in the pharmaceutical industry. Health services management research, 33(3), pp.156-164.


1

image1.png
1. Clarifying 1L Creating a customer 1L Processing the
consumers wants -orientated marketing ‘marketing programs
] —
strategy (In order to create the
best values)

V. Receiving valuables

from buyer in the forms of profitable relations with
profit and buyers capital customers and achieving

their satisfaction





