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Executive summary 
Marketing is a crucial part for the development of the business as it can allow the company to enhance their customer satisfaction and to implement various methods in order to gain target customers within their own domain. The study here provides a deeper insights as well as as understanding of the marketing management of AstraZeneca. In addition, AstraZeneca has been criticized for its aggressive marketing of its cancer drug Riesa, which was found to have little effect on patients' survival rates. Despite this, the company continued to market the drug heavily to doctors and patients, leading to increased costs and potential harm to patients who may have been better served by alternative treatments.
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[bookmark: _amj4ptgoq1r][bookmark: _Toc128075062]1. Introduction 
Marketing management is an integral part for the business development of the company. The study is going to evaluate the various forms of marketing strategies as well as marketing management of AstraZeneca. It is considered as a “British-Swedish multinational pharmaceutical and biotechnology company” that provides quality products as well as services to the customers. Furthermore, it also sheds more lights on the internal as well as external analysis of the chosen company. The analysis of the marketing strategies of the company can help to improve business. The analysis of the various forms of marketing management can also help the business to improve their business development and to enhance the customer satisfaction.
[bookmark: _Toc128075063]2. Task 1 
[bookmark: _Toc128075064]2.1 Importance of marketing
The usage of marketing lies in gaining competitive advantages in the marketplace. Apart from that, it can also help them in eliminating the development of the business as well as analyzing the profitability of the company. 
Increased revenue 
As per the suggestion of Shah et al. (2021), marketing strategy is considered as a backbone of the company as it can ales help them in lowering their challenges as well as issues. As per the information of Mariana et al. (2022), AstraZeneca mainly sheds light on the incorporation of various marketing methods as well as tools that can also help them in enhancing their business development as well as understanding their customers. Apart from that, marketing also makes the customers more aware of their products as well as services.

Figure 1:  Importance of marketing
(Source: Self-Created)
Understanding the customers
Understanding the customers is an important part for the development of the business as it can also help them in improving the business.  As per the suggestion of Nazimova et al. (2021), it is mandatory to analyze all the key skills as well as knowledge regarding the business development of the company. It can also be noted that the applications of the marketing management of the company can also help them in understanding the growth of the business as well as their primary competitors.
Enhancing the market share 
As per the suggestion of Chen et al. (2021), market share is the main focus of the company as it can also allow them to understand their market and promote the products of the company. On the other hand, it can also be noted that the applications of the marketing management can also help the company to improve their overall business development (Astrazeneca, 2023). Therefore, it can also support them to improve their business profit as well as gaining competitive advantages in the marketplace.
[bookmark: _Toc128075065]2.2 Macro and micro marketing environment of AstraZeneca
[bookmark: _maos4ck6jlz6]SWOT analysis for AstraZeneca

	Strengths 
	Weaknesses

	· Rapid decision-making skills
· Appropriate investment
· Appropriate competitive advantage
	· Decrement of sales due to product discontinuation
· Patents and pricing issues damage the image of the company
· Lacking appropriate brand endorsement

	Opportunities 
	Threats

	· Making strong markets
· Increment of dissimilar markets
· Increment of the global ageing population
	· Issues of facing copy products in market
· Huge competition in global markets
· Inappropriate developments of drugs


Table 1: SWOT analysis of AstraZeneca
(Source: Self-developed)
Strengths
It has been noticed that the management of AstraZeneca has successfully managed to make appropriate decisions in order to enhance business operations along with making appropriate goals. According to the opinion of Somasundaram et al. (2021), they have invested huge amounts in R&D and their productivity through which they have developed their products based on the appropriate demands of their target customers. On the other hand, it has been noticed that they have managed global sales of more than 1 billion dollars.
Weaknesses
The company has some attributes, which are the weakness and the management has some lack of planning through which they can cover more markets and gain appropriate profits. As per the suggestion of Shah et al. (2021), they have faced huge issues in the drug shortage crisis, which is their main weakness and product discontinuation has affected their overall growth in this aspect. There are other weaknesses of the company, such as patent and pricing issues and lacking appropriate brand endorsement are other potential issues. 
Opportunities
The management of this company has successfully managed emerging markets in global aspects, which is a key factor for them to explore more markets and gain appropriate profits. Based on the suggestion of Malone et al. (2022), the increment of dissimilar markets has provided them with the opportunity to compete with others by providing appropriate products to their target customers. In addition, the company has increased the global ageing population through which they have developed longer lifespans. 
Threats
The company has faced huge threats as they have faced the copyrights in their products from other companies and they have failed to develop their drugs in a proper way. They have faced huge competitors in global markets through which they have failed to gain appropriate revenue in current years. They have failed to manage appropriate services in this aspect.   
PESTLE Analysis 
This section here provides a deeper insight as well as understanding regarding external environmental analysis of the UK. Moreover, the external analysis of this company can help them to gain competitive advantages in the marketplace.
PESTLE Analysis
	Factors
	Descriptions
	Impact

	Political 
	· Political stability   
· Trade restriction 
· Tax policy 
	Positive 

	Economical 
	· Inflation  
· Exchange rate 
· Unemployment rate
	Negative 

	Social 
	· Cultural aspects 
· Health and safety consciousness  
· Social norms
	Positive 

	Technological 
	· Research and development 
· Innovative technology 
· Effective infrastructure 
	Positive 

	Legal
	· Consumer protection law
· Employee safety law 
· Corporate governance of the UK
	Negative 

	Environmental 
	· Use of renewable energy 
· Climate 
· Natural resources
	Positive 


Table 2: PESTLE Analysis of AstraZeneca
(Source: Self-Created)
Political 
As per the views of Ferreras-Méndez et al. (2022), the political factors can positively impact the growth of the business of AstraZeneca. The key political factors of the company mainly include political stability, tax policy and trade restrictions. Due to political stability, the company mainly has a fair business environment in their workplace. Tax policy can also have an impact on the business development of AstraZeneca.
Economical 
As per the comments of Baha’is et al. (2022), economical factors here mainly include interest rate, inflation and exchange rate. Moreover, the inflation rate of the country in 2022 has been 13.5% and it can directly impact business development. It can also be noted that the analysis of the economical factors can also help the company to eliminate additional issues. On the other hand, the employment rate of the country in 2020 has been approximately 3.8%.
Social 
Social factors of the UK such as cultural aspects, health consciousness and social norms can have positive impacts on the development of the business. The cultural aspects, as well as social norms, can also impact on the development of their business. At the same time, it can also impact on the customer’s purchasing power as well as buying behaviors.
Technical 
It has also been noted that technical factors always have positive impacts on the growth of the company. As per the views of Ferreras-Méndez et al. (2022), the technical factors here include “Research and development”, “Innovative technology” and “Better infrastructure”. Hence, all these things can impact on the business profitability of the company.
Legal
It has been noted that legal factors are mainly related to laws and it can have negative impacts on the successive development of the fashion company. Legal factors of the country mainly include “Consumer protection law”, “Employment Safety law” and “Better corporate governance of the UK”. The applications of all these laws can also impact on the customer safety as well as employment retention of the company.
Environmental 
Environmental factors of the company mainly include “Use of renewable energy” “Climate” and “Natural resources”. All these things can also help the company to lower their operational costs and to gain competitive advantages in the marketplace.
[bookmark: _Toc128075066]2.3 Target market 
The target market mainly refers to using various types of marketing tools as well as various methods in order to attract more customers. The study here provides mainly the applications of STP marketing analysis as well as 4PS marketing management of the company.
Segmentation 
As per the comments of Nazimova et al. (2022), this section provides various segments for the customers. Furthermore, the key segments here include “Demographics”, “Behavioral”, “Psychology” and “Geographic”.
AstraZeneca mainly provides the demographics segmentations for attracting better customers and enhancing their marketing growth. It can also help them in attracting positive customers in their domain.  

Figure 2: STP Analysis
(Source: Self-Created)
Targeting
As per the information of Retz et al. (2022), targeting here mainly use which segment the company mainly uses for the better customers. On the other hand, they mainly target customers age-wise. It can also be noted that the applications of marketing management can also help the company to gain positive customers within their domain [Referred to Appendix 2].
Positioning
Positioning mainly refers to what activities that the company world takes in order to attract more customers. As per the comments of Mehralian et al. (2022), the positioning refers to the use of the social media platforms and providing quality services to the customers. They also implement a better marketing process in order to attract positive customers in their workplace.
4PS marketing 
4PS marketing mainly refers to the “People”, “Product”, “Place “and “Promotion”. Moreover, AstraZeneca mainly delivers their products to various parts of the country. On the other hand, as per the comments of Mehralian et al. (2022), product mainly refers to manufacturing products such as medicine and injection. 

Figure 3: 4PS Marketing Mix
(Source: Self-Created)
They provide quality products to the customers for market analysis. The company has productive staff as   well as target customers that can help them in enhancing their revenue as well as sales. They also take the aid of social media as well as other advertisements in order to get target customers in their domain.
[bookmark: _Toc128075067]2.4 Selection of media
AstraZeneca mainly takes various media helps that can help in gathering the attentions of the customers as well as increasing the growth of the business. On the other hand, they implement various forms of media such as “social media” “networking” “email and search engine optimization”. All these things can also help them in improving the overall business development of success. As per the comments of Lesley et al. (2022), the analysis of social media marketing can also enable the business to gain competitive advantages in the marketplace for better customer satisfaction.
[bookmark: _Toc128075068]2.5 Measurement of success 
Measurement of the success can also help the company to provide a better understanding of the customers as well as analyzing the growth of the customers. Therefore, it is mandatory to implement various forms of marketing strategies such as 4PS marketing as well as development of the marketing management. All these things can simultaneously impact on the competitive advantages of the organization.
As per the comments of Lesley et al. (2022), the uses of the marketing management as well as productive staff are the primary factors for the success of the company. It can also be noted that the analysis of the business can also support the company to gain competitive advantages in the marketplace.
[bookmark: _Toc128075069]3. Task 2  
[bookmark: _Toc128075070]3.1 Shortcoming of marketing of AstraZeneca 
AstraZeneca is a British-Swedish multinational pharmaceutical company that has faced criticism for its marketing strategies. The company has been accused of promoting its products to doctors and patients in an unethical and misleading way. In this essay, we will explore the shortcomings of the marketing practices of AstraZeneca.
One of the key criticisms of AstraZeneca's marketing practices is its focus on promoting drugs without adequately informing doctors and patients of the potential side effects. For example, the company has been accused of promoting its antipsychotic drug Seroquel to doctors for off-label uses such as treating anxiety and insomnia, despite the lack of evidence for these uses. As per the views of Ferreras-Méndez et al. (2022), this has led to an increased risk of side effects such as diabetes and weight gain, which can have serious health consequences for patients.

Figure 4: Shortcoming of this company
(Source: Self-Created)
Another issue with AstraZeneca's marketing practices is its reliance on sales representatives to promote its drugs to doctors. As per the information  of  Li, (2022),these representatives are often given incentives to increase sales, which can lead to pressure on doctors to prescribe AstraZeneca's drugs over other options, even if they may not be the best choice for the patient. This has been linked to overprescribing and a lack of transparency in the doctor-patient relationship.
AstraZeneca has also been accused of misleading doctors and patients about the safety and efficacy of its products. For example, the company was fined $520 million in 2010 for promoting its antipsychotic drug Seroquel for off-label uses and downplaying the risk of side effects (Astrazeneca, 2023). As per the information of Kerdpitak, (2022), this type of misleading marketing can have serious consequences for patients, who may not be fully informed about the potential risks and benefits of a medication [Referred to Appendix 1].
Finally, AstraZeneca has been criticized for its lack of transparency in its marketing practices. The company has been accused of withholding data on the safety and efficacy of its drugs, which can make it difficult for doctors and patients to make informed decisions about their healthcare. This lack of transparency can also erode trust in the company and its products, making it more difficult for AstraZeneca to maintain a positive reputation in the healthcare industry.
AstraZeneca's marketing practices have been criticized for their focus on promoting drugs without adequately informing doctors and patients of the potential risks and benefits, reliance on sales representatives to increase sales, aggressive marketing of ineffective products, misleading marketing of products, and lack of transparency. As per the views of Hormonal et al. (2022), these shortcomings can have serious consequences for patients, doctors, and the healthcare industry as a whole, highlighting the need for more ethical and transparent marketing practices in the pharmaceutical industry.
[bookmark: _Toc128075071]4. Task 3
[bookmark: _Toc128075072]4.1 Recommendations
Recommendation 1: Utilising “Customer Relationship Management” Technology helps the pharmaceutical sector to get success
CRM technology plays a crucial role to create a proper marketing strategy as well as collect relevant information to create a long-period and trusted relationship. CRM tools centralise as well as capture information to enhance communication process as well as enhance company’s website. As per the comment of Juanamasta et al. (2019), CRM technology drives the business sector to execute cross-selling procedures as well as give “after-sales support”. CRM technology focuses on customer information as well as company data to enhance the marketing process. CRM enhancing messaging as well as executing automation processes in the respective business procedures.  
Recommendation 2: Increasing network opportunities play as a crucial path to expand pharmaceutical sectors sales
The company is required to concentrate on networking, which helps pharmaceutical sectors to create better connections as well as enhance brand reputation. It has been stated by Huang et al. (2020) that networking drives the business sector to enhance business growth as well as execute impactful connections. The respective approach allows the business sector to connect as well as specify the key contracts in the particular industry as well as execute strong relationships. Networking drives the business sector to share knowledge, raise confidence as well as enhance communication processes. Networking allows the business sector to enhance storage capacity as well as raise cost efficiency. 
Recommendation 3: Invest in SEO to drive the pharmaceutical sector to enhance product quality 
SEO creates visible websites, which drive the company to increase its website traffic as well as meet customer demand. The respective strategy concentrates on product quality as well as developing organic traffic. As per the argument of Giomelakis et al. (2019), SEO strategy provides impressive ROI as well as enhances trust and credibility. There are different kinds of SEO strategies such as “on-page SEO”, technical SEO as well as “off-page SEO”. The particular process focuses on business efficiency as well as provides a path to increase operational performance. 
Recommendation 4: Integrating online communities help pharmaceutical sector connect with multiple physicians
Communities are a crucial aspect of any organisation, which focus on the customer, employees as well as partner experience. As per the observation of Ilardo and Speciale (2020), effective communication allows the business sector to execute unique talents, and knowledge as well as achieve proper insights. Online communities drive AstraZeneca to identify their customer preferences as well as their requirements. The specific process executes better roadmaps for future services as well as products, which helps the firm to improve its sales strategy and marketing strategy. The respective approach raised brand awareness, created trust with the community as well as executed alliances with local markets. It has been suggested by Eichler et al. (2019) that online communities involve various features such as, personalisation, crowd sourced ideas, and integration as well as a “robust reputation system”.  The particular activity plays a positive role in the business sector to maintain the investment as well as business transformation. 
[bookmark: _x7zhezhywuam][bookmark: _Toc128075073]5. Conclusion
The particular portion clarifies AstraZeneca's marketing strategies as well as illustrates the significance of marketing. The respective part also explains the company's microenvironment as well as microenvironment with the help of multiple frameworks. The respective portion provides a proper marketing strategy to target specific markets as well as maintain customer satisfaction. The respective section measures the success as well as identifies the company's issues. The respective portion provides multiple recommendations, which drive the company to mitigate the risk as well as achieve success in the particular business. The specific portion outlines market segmentation, position, differentiation as well as targeting a market. 
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(Source: https://www.astrazeneca.com/investor-relations/emerging-markets-expansion-innovation-and-partnership)
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