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MARKETING MANAGEMENT
A Case Study on GlaxoSmithKline (GSK) Plc.

Executive Summary
Marketing Management is a process which helps a company in thriving competitive advantage while improving the planning and implementation process with the reduction of costs. The current report is aimed to develop an understanding of different marketing strategies after considering the marketing strategy of GSK Plc. As per the report, it was found that the company has been following relationship marketing strategy to develop its external and internal drivers. It was found that the company was able to build strong engagement with diverse supplies and workforce while enhancing its product promotion. However, it can be stated that external environmental factors, such as political, economic, technological, social, and other factors can influence the UK pharmaceutical industry. Moreover, Brexit has caused the loss of revenues and target markets of UK pharmaceutical companies in Europe. In addition, the COVID-19 pandemic has impacted the concerned industry and the company due to lack of resources and decrease in the sales. Further, GSK Plc built an Employee Resource Group (ERGs) for building employee relationship marketing with consumer satisfaction. The company GSK has a series of internal opportunities and threats as interpreted in the SWOT analysis. It has been indicated the firm faces varied difficulties while operating in the pharmaceutical industry that acted as a barrier for the company in using influencing marketing drivers appropriately.     
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[bookmark: _vb6ntpvodjzu][bookmark: _7la7fw9xrdc4][bookmark: _Toc113493892]1. Introduction
Marketing is an essential factor of the growth of a business organisation in terms of increasing sales of the products and services of the company. In addition, with the effective marketing approach a company can reach out to the target customer to develop brand awareness by providing necessary information and features of the selling products. However, the internal and the external environmental factors, such as globalisation, digitalisation, global market competition and others  of a company can impact on the marketing strategy of that organisation.  Hence, in this study discussion on the internal and external environmental influencing factors on marketing approaches of an organisation has been conducted. Moreover, this environmental marketing has been conducted for a chosen company named, GlaxoSmithKline (GSK) Plc., which is a United Kingdom (UK) based multinational organisation. 
[bookmark: _t3wuh26jbmud][bookmark: _Toc113493893]2. Brief Overview of GlaxoSmithKline (GSK) Plc. 
GlaxoSmithKline (GSK) Plc. is a public limited multinational company based in Britain which majorly deals with biotechnology and pharmaceutical products and services which was established after the merger of SmithKline Beecham and GlaxoWellcome (Kumar, 2018). 
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Figure 1: Merger of SmithKline Beecham and GlaxoWellcome 
(Source: GSK Plc., 2022a)
The supply chain of GSK Plc. especially involved in delivering the pharmaceutical products, namely, vaccines, specialty medicines and general medicines which are usually formulated while considering the symptoms of polio, measles, HIV, respiratory diseases and cancer (GSK Plc., 2022b).
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Figure 2: Logo of Stiefel Laboratories and Viiv Healthcare 
(Source: GSK Plc., 2022a)
This diverse range of products help the company to achieve its aim of improving the quality of human life with the help of its more than 90,000 employees. GSK Plc. along with its subsidiaries, namely, Stiefel Laboratories and Viiv Healthcare aimed to launch vaccines for Respiratory Syncytial Virus (RSV) by FY2026 (GSK Plc., 2022c). Thus, as the company aims to develop the products consistently every year, it helps the company to increase its revenue by £34.114 billion in FY2021 (GSK Plc., 2021c). Therefore, the evaluation of the marketing strategy of GSK Plc. would help gain an insight regarding the drug and pharmaceutical industry.
[bookmark: _pdt57jnbj7am][bookmark: _Toc113493894]3. Critical evaluation of environmental marketing factors of GSK Plc.
[bookmark: _vdrsh3nnfpw0][bookmark: _Toc113493895]3.1 Identification of the key influencing factors of the external marketing environment
	Factors 
	Description 
	Opportunity or Threat 

	Political
	Brexit has impacted on the marketing strategy on the pharmaceutical industry of the UK as the flexible market access to the other European (EU) counties (Parliament of the UK, 2018). 
	Brexit has imposed threat to the UK pharmaceutical industry and in its marketing as this political movement has restricted the access to the EU markets which has cost a significant amount of losses, along with £11.9 billion of exports and more than 446 million potential patients and consumers in the EU (Parliament of the UK, 2018).   

	Economic 
	The pharmaceutical industries in economically emerging countries, such as  China, Brazil, India, and others have been increasing market competition (Tannoury and Attieh, 2017). Besides the global competition, the UK government has developed the Pharmaceutical Price Regulation Scheme or PPRS which limits the rate-of-return on the capital attributes to medicine sales to the National Health Services (NHS) and that is intended to maintain equal rate-of-return in the overall UK industry (National Health Services, 2022).    
	China already has the second highest market share in the world after the United States. In addition, China has 8% of the global market share in the pharmaceutical markets, whereas the UK has 2.5% of the global market share (Mikulic, 2020). Therefore, it can be a threat to the pharmaceutical industry of the UK.

	Socio-cultural 
	The ageing population in the world, including in the UK, has been increasing gradually, which has also developed the requirements of more needs of medicines and treatments to support this ageing population (McKee et al., 2021).
	As a phenomenon of potential opportunity, it has been estimated that within 2050, 80% of the number of people aged over 60 years would be increased to 22%. Which was 12% in 2015. In that situation, the pharmaceutical industry of every country would play a vital role to provide cost-effective and necessary medicine to the world population. 

	Technological 
	Digitalisation and other advancement in the field of technology has increased opportunities for marketing approaches of the UK pharmaceutical industry (Avdeychik, 2022). 
	As a factor of opportunity, digital marketing practices, through social media platforms, and other applications have enhanced the marketing quality of a company not only in the home country, but also internationally.  


	Legal
	The UK pharmaceutical industry has to consider the regulations and laws which have been developed to maintain the quality and effectiveness of the medicines and relevant equipment in the healthcare sector. 
	Proper maintenance of legal regulations would not impose any threat to the industry. 

	Environmental 
	The pharmaceutical industry has an increased carbon foot-print that is also affecting environmental pollution in the UK (Cussans et al., 2021). 
	The Sustainable Development Commission of the NHS indicated that the pharmaceutical industry contributes 16.25% in the carbon emission from the healthcare sector (Ray, Sharma and Sadasivam, 2021). This phenomenon can be indicated as a threat to the industry from the perspective of environmental sustainability. 


Table 1: PESTLE Analysis of the UK pharmaceutical industry 
[bookmark: _o2kdi5p9vxuc][bookmark: _Toc113493896]3.2 Determination of the major influencing factors of the internal marketing environment
	Strength 
	Weaknesses

	· Global Presence 
Creating a strong foothold in US and different Asian countries, limiting the risk of over-dependence on few markets. 
· Insignificant Research and Development 
Constant progress in the field of biotechnology through incorporating technology-driven activities (GSK Plc., 2022b). 
· Interconnected Sales and Distribution Network
Brand recognition and sales enhancement is possible through an improved distribution network. 
· Customer Relationship 
Effective Customer Relationship Management (CRM), helped in achieving a high degree of customer loyalty (GSK Plc., 2022b). 
	· Barriers from emerging markets 
Cost-containment policies, shortage of expertise, poorly developed healthcare infrastructure, and less demand from emerging markets. 
· Allegation 
Brand image disturbed due to US foreign bribery charges and GSK had to pay $20 million to settle the case (Reuters, 2016). 
· Rise of Generic Medicine 
Competitive pharmaceutical industry is exposed to low-cost generic medicines. 
· Improper Forecasting 
Less sales rate compared to Pfizer occurs due to losing opportunity by improper forecasting (Kollewe, 2022). 

	Opportunities 
	Threats 

	· Growth through collaboration and acquisition 
GSK signed an agreement with Novartis for  a Joint Venture for $13 billion (GSK Plc, 2018). 
· New Technology usage 
GSK has earned expertise in Artificial Intelligence (AI) and functional genomics to unlock complex genetic data (GSK Plc, 2022). 
· Spread activities in vaccine industry
GSK acquired Affinivax Inc., a biopharmaceutical company to develop a next generation vaccine through a technology platform known as Multiple Antigen Presentation System (GSK Plc, 2022).  
· Increasing Demand through marketing 
Promotion and marketing by GSK is fully validated on scientific evidence along with national prescribing information. 
	· Inflation and price control 
Rising inflation and pricing management strategy differs in each operative market resulting in constant changes in price control. 
· Industry Competition 
Pfizer, AstraZeneca, Shire, Roche, Novartis are prominent UK-based pharmaceutical companies creating a cut-throat competition. 


Table 2: SWOT Analysis of GSK
[bookmark: _bq5pvqv3suo0][bookmark: _Toc113493897]4. Significant Role of Marketing on the internal and external influencers of  GlaxoSmithKline (GSK) Plc.
In the view of Butarbutar and Lisdayanti (2020), a company formulates its marketing technique and strategy while  overviewing external and internal influences in order to build relations with its consumers. Though these factors are uncontrollable by a company to an extent, building relationship marketing helps to analyse these factors and modifies their strategy. As per the study of Razmadze (2020), the pharmaceutical companies face various challenges due to consistent investment in the Research and Development, patent expiration issues and adding value to the consumers. Since the goal of the GSK Limited is to add value to human life, the company incorporates relationship marketing which helps to retain their consumers after analysing the defective area and structuring switching cost. 
[image: ]
Figure 3: Relationship Marketing Model 
(Source: Byrnes and Mujtaba, 2011)
According to Relationship Marketing Model, the marketing strategy of a company goes beyond the operational goal of a company while focussing on the relationship with suppliers, consumer, influencers, referral and internal environment (Sarwari, 2018). Thus, the relationship marketing aided GSK Plc. in developing the internal and external influencers with relationship marketing while influencing the following factors:
· Environmental Sustainability: After considering the report of Watts et al. (2019), the company formulated its marketing and sustainable goals for gaining healthcare resilience objectives. The relationship marketing strategy of GSK Plc. build while delivering the various programmes facilitating education and safety of children (GSK Plc., 2021b). This helps the company to promote their products while educating mitigation measures to control the climate effect on children's safety. 
· Diverse Supplier Chain Management: As GSK Plc. build a collaborative relationship with the suppliers with its marketing techniques, it enhances the flexibility and agility while increasing the demand of products. As a result, the company is able to expand its supplies to 160 countries which are inclusive of Historically Underutilised Business Zone (HUBZ), LGBT community and Disabled-owned businesses (GSK Plc., 2022d). 
· Workforce and Consumer Engagement: As per the ESG Performance Report of GSK Plc, it was observed that the relationship marketing forced the company to build an Employee Resource Group (ERGs) which prioritises the perspective and ideas of employees (GSK Plc., 2021a). This helps the company to advertise their medicine and vaccines after appropriate demographic planning.
[bookmark: _2kdhlwnaxl11][bookmark: _Toc113493898]5. Prospective Risk faced by the influencing marketing drivers of GSK Plc
The growth of GSK sales is in challenging terms as the overall pharma market has gone up by 5% whereas the sales of this business falls by 8% in 2020 (Sahu, 2020). The reason for the downfall of sales rate is GSK was unable to beat the profit levels achieved by its competitors during the peak phase of COVID-19 (Aripaka and Smout, 2021). Furthermore, the business was not able to secure the trust of its investors, resulting in less investment and fall of share purchases. Therefore, the firm is banking on recovery as this challenge occurs due to new launches of products by top brands, and this company fails in incorporating advanced biochemical technology to meet current customer requirements. Improper deployment of non-marketing strategies creating a barrier for the company in making an alignment with local CSR initiatives especially in emerging markets such as China (Saïd, Sevic and Phillips, 2019). GSK incorporates worldwide professionals and expertise for building up its workforce. This proactive action creates a contrasting perspective within the workplace leading to a failure in building up a sharper corporate culture (Neville, 2017). Difference in views and beliefs in the workplace creates a confusion in interpreting the customer perception of this business and unable to use the corporate culture as an influencing marketing driver. As per the study of Dominici (2017), GSK comes across through Brexit referendum and this leads the business in exploring financial struggle and recession in the industry. Occurrence of this situation, the firm has to face a less competitive business environment with poorer marketing scope in upcoming few decades. Overall, both external and internal circumstances created a rough space for GSK to use the marketing driver properly. 
[bookmark: _vmlukryr9n0y][bookmark: _Toc113493899]6. Suggestive actions for mitigating the issues of marketing drivers of GSK Plc.
As per the views of Bokhari, Mariuzzo and Bennato (2020), innovation and extensive research and developmental activities can be beneficial for the UK pharmaceutical industry in terms of generating more revenue. In that context, GSK Plc. can enhance its revenue by innovating new products and services considering the increasing needs of medical equipment and medicines according to the emerging health issues. Moreover, innovative approaches for the development of cost-effective products can be beneficial for the company. In that context, Ozawa et al. (2020), mentioned that the need for high-quality and cost-effective medicines has been increasing due to the global economic recessions. Furthermore, extensive digital marketing strategy can be implemented for  prompting these developmental activities. Additionally, consideration of cross-cultural product developmental activities can be helpful in order to understand and enter the international markets.    
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As the report majorly focussed on the marketing management drivers, the relationship marketing strategy of GlaxoSmithKline (GSK) Plc. was considered for evaluating internal and external environments. As the pharmaceutical industry holds distinctive actions, the PESTEL and SWOT Analysis found that the political and economic effects could majorly impact the demographic condition. In addition, the rise of generic medicines could become a major threat for the company. However, the positive influence of relationship marketing strategy of GSK Plc. in environment, workforce and supply management help to achieve its objectives.
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Appendix 1: Supporting visual in the form of poster
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