


Executive Summary. 

The basis of this report is to undertake a strategic analysis and evaluation of Pfizer. Analysing the external factors through SWOT and PESTLE resulted in the environment being a main influencer with changing patient demographics and launching a sustainable bond helping healthcare and social impacts. Also, political was another influencer by Pfizer needing to keep government policy makers and regulatory authorities informed and discussing the policies appropriately. Pfizer follows a deliberate strategy but during the Covid-19 pandemic saw them using an emergent strategy because the company had to adapt to the market changes and create a vaccine which was unplanned but met the needs of the customers. This links to the company’s broad differentiation business-level strategy focusing on the individuals who need the drug products that the company provides. Lidia Fonseca chief digital and technology officer explains that the digital strategy enabled Pfizer to develop a safe effective vaccine in record time, even though the company did fail to meet delivery quotas for the first initial doses of the vaccine. Pfizer reported an 82% operational growth in revenues to $25.7bn dollars in the first quarter of 2022. The company’s inside-out strategy makes full use of the capabilities of the organisation. Today the journey is ongoing with improvements in manufacturing throughput, planning this strategy three years ago shows how far the company has come and what Pfizer has achieved.
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[bookmark: _Toc106798355]1.0 Introduction. 

This report is requested by the CEO of Pfizer on the 25th April 2022 and is researched and written by Chief Research Officer Tracey Williams the report will be submitted on the 24th June 2022. The purpose of this report is to undertake a strategic analysis and evaluation of Pfizer. Critically discussing how and why the organisation reached its current strategic performance over the last five years and where the organisation is now. Looking at the external influences of the company’s strategic options and drivers the report will review this through models of SWOT, PESTLE, 5 Forces, Porters Generic, and a stakeholder analysis to demonstrate where the main influences came from. Identifying what the driver is that the organisation has is it market driven, or resource driven. Also, critically discussing the advantages and disadvantages of the organisation’s current strategy highlighting the areas that are successful in today’s environment. On the conclusion of this report the Chief Research Officer will discuss if there are future areas of improvement required within the organisation strategy. The findings will be researched through resources such as textbooks, journals, articles, and the internet to help analyse the differences, and these research methods will be based on secondary research methods only.
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In 1849 cousins Charles Pfizer and Charles Erhart founded Charles Pfizer & company in Brooklyn New York. By 1868 the company’s expansion propelled by the continuation of the Civil War, and Pfizer’s revenues double. In 1900 the company filed for an official certificate of incorporation in the state of New Jersey, with authorised capital of 2 million dollars divided into 20,000 shares. Pfizer chemist James Currie and his assistant Jasper Kane developed a new deep tank fermentation method using molasses unlocking the secret to mass-produce penicillin in 1919, and in 1941 senior management invested millions of dollars to produce it. Then in 1942 the privately owned company offered 240,000 shares of new common stock to the public. The first fermentation plant opened in England in 1955 laying a foundation for Pfizer’s research and development operations in Great Britain. The company went on to develop the first one-a-day antibiotic in 1967 becoming a top seller for the organisation. Forbes magazine named them “Company of the Year” in 1999 recognising the company’s success in discovering and developing innovative drugs for human discoveries, resulting in a double celebration as it was also Pfizer’s 150th Anniversary. Pfizer merged with Warner-Lambert in 2000 creating the world’s fastest growing major pharmaceutical company. (Pfizer.com, 2022).                                                                                                                   In 2018 Pfizer and BioNTech jointly conducted research and development activities to help advance mRNA-based flu vaccines, with Pfizer’s leadership in vaccines and BioNTech’s expertise in mRNA technology the goal was to build a global immune mediated approaches for the prevention and treatment of serious illnesses such as the prevention of flu and treatment of cancer. (BioNTech, 2018). 2020 saw the start of the pandemic and Pfizer and BioNTech worked together to produce a covid-19 vaccine for people around the world. The success of the relationship between the companies and the collective resources both can work with extraordinary speed to get the results needed. (Vinoski, 2020). 
Senior Vice President Bill Leister states that part of Pfizer’s transformation and digital strategy. is providing ground-breaking digital Companions with the company’s medicines Pfizer can educate, coordinate care, improve adherence and provide resources to those most valued which for Pfizer are the patients. The goal is to deliver first class science and improve diagnosis rates and increase the experience of patients taking the company’s medicines on their journey to improve health and outcomes. (Gloss, 2021).   
Pfizer CEO Albert Bourla said that earnings per share is expected to rise about 10% during the five-year window. The CEO stated, “our business development strategy is to invest in something that we can believe can generate significant value for the shareholders, and our R&D machine has completely turned around it’s productivity”. (Gibney, 2020). 
                                                                                                                                                 Pfizer’s mission statement is “to become the world’s most valued company to all of these people”, and the vision statement is “Innovate to bring therapies to patients that significantly improve their lives”. (Visionary Team, 2022). 
The mission statement upon first reading may appear to be alluding to the company’s mission to make money. However, while it wants to make money it also signals to the company’s ability to improve value by offering valuable products. (Sorbello, 2020).           

Pfizer’s vision statement focuses on creating new and better medicines every year remaining competitive with other major industry giants. In a way it can be seen as Pfizer’s investment in the health of its customers which consequently turns into profits for the company.        
Pfizer’s core values are customer focus, leadership, quality innovation, collaboration, respect for people, integrity, and performance. This shows that Pfizer is focussed on its customers, however, quality innovation is an interesting core value because the assumption is that innovation is the same across the board but in fact the ideas are either stolen or purchased from inoperative businesses. (Sorbello, 2020).   
However, having already well-defined mission, vision, and value statements they should still be reviewed throughout the strategic planning process. Not all team members understand them especially new members, the company needs to ensure the statements are current, resonate with key stakeholders and deliver a firm foundation for planning. (Achieveit.com, 2014). 

According to Kraaijenbrink (2021) “there is no evidence that organisations with such statements do better than those without them, or do worse either, but this means that there is no compelling reason for having them. It is primarily a habit, we do it because everyone else is doing it”. (Forbes.com, 2021). If the organisation is not mission or vision driven it should focus more on other strategy-related topics. If the statements are so far from reality it will make them uninspiring and not very useful.
And yet, Ahmed (2019) states that ‘these statements aren’t only necessary for employees and business owners but also the external stakeholders, customers, partners, and suppliers. The statements can also be used as a public-relations tool to attract media attention and develop business partnerships with like-minded companies. (Chron.com, 2019).

Pfizer has merged with many companies first was Warner-Lambert in 2000, Pharmacia and Upjohn in 2002, Wyeth in 2009 and Medivation in 2016. The company acquired Hospira in 2015 and signed a deal with GlaxoSmithKline to combine the two companies’ consumer health businesses forming a joint venture. Then similarly in 2019 Pfizer merged with its Upjohn generics creating Viatris. (Paraphorum, 2020).                                                                                                                                     
2021 saw the company make nearly 37bn dollars in sales from its’ covid-19 vaccine, making it one of the most lucrative products in history. The forecast for 2022 is another bumper year with a boost coming from its’ covid-19 pill Paxlovid. Pfizer’s revenue in 2021 doubled to 81.3bn dollars and expectations for 2022 are record revenues of 98bn to 102bn dollars. The company also had strong growth from oncology biosimilars, and Pfizer Centre One led by the manufacturing Upjohn products for Viatris, and Comirnaty for BioNTech. (Arthur, 2022). And yet this has promoted accusations from the Global Justice Now group campaigners of Pandemic profiteering accusing Pfizer of “ripping off public health systems”. (Kollewe, 2022).                                                                                                                                             

Pfizer’s market shares as of Q4 2021 is 12.56% up from 5% in 2019, however, some competitors are slightly higher including Johnson and Johnson 14.66% and Procter and Gamble Co 12.63%, whereas GlaxoSmithKline Plc is 5.27%, Bristol Myers Squibb Company 7.26% and Merck & Co Inc 7.53%. (CSIMarket.com, 2022). 
                                                                                                                                                Studies suggest that the company’s largest shareholder is the Vanguard Group Inc. with ownership of 8.1%, the second is Black Rock Inc with 7.3% and third is State Street Global Advisors Inc with a 5.0% share. The company’s shares are widely spread with about 25 shareholders collectively with the general public holding a 33% share in the company. (Nasdaq, 2021).   
Pfizer’s key stakeholders are patients, caregivers and healthy individuals, physicians and allied health professionals, governments policy makers and regulatory authorities, public health organisations, professional medical organisations, patient advocacy groups, colleagues, academic institutions, industry partners, hospitals and pharmacies, customers, media, shareholders, analysts, and suppliers. Pfizer’s engagement with these stakeholders impacts the way the company does business globally. By helping inform and validate decision making processes and providing guidance and insight that can help move the business forward responsibly. (Pfizer, 2018). 
Pfizer has a broad differentiation business-level strategy because the company does not target just one segment or market just individuals who need the drug products they provide. However, the company need to ensure the prices of the products are not too high otherwise customers will be unable to purchase them. (Mbaknol, 2022).  
Looking at Henry Mintzbergs strategic thinking a deliberate strategy is often employed by large organisations that are firmly established within their markets. It is generated from a rigorous analysis of data of market growth, customer needs, and competitor’s strengths and weaknesses. All employees need to understand what the organisations strategy is.                
An emergent strategy is the product of spontaneous innovation, unplanned actions within an organisation. It is more flexible even though it still has goals. (Stobierski, 2020). 
Pfizer follows a deliberate strategy in the positioning school. The strategy formation process is how the organisation selects any of the generic positions of the company in the marketplace and helps develop a sustainable competitive advantage. However, during the Covid-19 pandemic Pfizer would have followed the emergent strategy having to create a new vaccine which was unplanned, but the company had to adapt to meet the needs of customers.
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Task 2.

Albert Bourla took over Pfizer at the beginning of 2019 from Ian Read when he retired. As well as strategic planning Bourla likes to use scenario planning which has leading indicators that tell you which scenario is the most likely to materialise and then monitor. This would help the company cope in Dynamic conditions the environment changes quickly and frequently, so managers need to consider environments of the future encouraging active sensing of environmental changes that are taking place.                                                       
Pfizer has a broad differentiation business level strategy which means they do not target any one segment or market. One of the strengths of having this type of strategy is it enables them to compete in the market by having unique quality products which gives an opportunity for larger profit margins, increased customer base, and a higher variety of markets.               Another strength of the company is their research and development Pfizer spends close to 8 billion dollars annually on it which is a leading amount in the industry. Specialising in the development of vaccines and medicines across a wide range of medical fields. 
When researching the Mintzberg strategic thinking model Pfizer was linked to a deliberate strategy because it is generated from an analysis of market growth, segment size, customer needs and competitor strengths and weaknesses. However, one of the strengths of the organisation was through the Covid-19 pandemic this could then link to emergent strategy because the Pfizer vaccine was unplanned and a product of spontaneous innovation which saw them taking advantage of the new situation or opportunity. 
The environmental factors influencing Pfizer’s strategy is changing patient demographics, by addressing public health issues the result will be to see the number of deaths drop significantly. Because Pfizer operates around the world another influencer would be political, keeping governments policy makers and regulatory authorities informed and discussing policies appropriately. 
If we look at Porter’s 5 forces a factor that would influence Pfizer’s strategy is threat of substitutes even though these certain products are always high, the pharmaceutical industry itself is secure. Another influencer is threat of new entrants, due to growth and the size of the industry and the contribution of innovation in the products the new entrants are keen to start businesses. Researchers that are expert in finding out innovative products and ideas in the industry adhere with investors to go into the market. Customers without knowledge of pharmaceutical products are an asset in attracting new entrants in the industry, therefore it is a high threat to Pfizer and a good influencer of the company’s strategy. 
The Boston Consulting Group/ BCG Matrix is an efficient strategic tool for Pfizer to use as it manages diverse businesses and multiple products. The growth share matrix can help Pfizer decide on how to prioritise different businesses and is the basis of the balance between cash flow and which will deliver a higher rate of return. There are four quadrants representing a combination of relative market share and growth rate. For low growth, high share companies should milk these “cash cows” for cash to invest. Pfizer’s Penicillin would fit into this quadrant where new investments or resource allocation is relatively small and using the revenues from this to reinvest into the faster growing businesses.                                      
The stars are the businesses that have high growth rate and high market share. The Pfizer vaccine would fit into this quadrant where this represents present cash flow but also has a potential for future growth, Pfizer should continue to invest in this vaccine.                    
However, the question marks have low market share and high growth rate. Pfizer’s Comirnaty vaccine would fit into this quadrant because as, yet it hasn’t had the huge update like the first one did. If Pfizer’s investment in this is not feasible then it should remove it from the business.                                                                                                                              The dogs are businesses that have low market share and low growth rate, this quadrant would have Pfizer’s inhalable insulin and cholesterol-reducing replacement for Liptor because they have a very low market share and do not have the potential to bring in much cash which maybe Pfizer should discontinue with these products.                                                                        
This matrix is an effective tool to use but Pfizer still needs to conduct a SWOT and PESTLE analysis to evaluate the future of the company because resources and financial decisions cannot be made entirely on just market share and growth rate. 
Porters Generic has the strategies Differentiation, Cost Leadership and Focus. Differentiation is a competitive strategy where the company has a good brand image, and the products are unique. This strategy relies on customer loyalty but sometimes have higher price products than competitors. Cost Leadership competitive strategy’s goal is to have lower priced products in the business. Undercutting competitors’ prices but can still provide equal quality against fair profits. Focus strategy concentrates on a specific market or buyer group: a niche. It has two variants Differentiation Focus and Cost Focus these strategies only differ from Differentiation and Cost Leadership in terms of their competitive scope. If a company attempts to engage in each strategy but is unable to achieve either, then it is considered as ‘stuck in the middle’, these companies have no competitive advantage. All three generic strategies are better than ‘stuck in the middle’. Pfizer would fall into the Differentiation Focus strategy they have unique quality products which gains greater customer loyalty which then see an increase in market share. This gives Pfizer a good sustainable position. 
A stakeholder analysis is a good way of seeing who could influence the organisation strategy or how interested they are in the organisation succeeding. Using Mendelow (1991) matrix power and interest strategy to determine what interests of the stakeholders and what power do they have on the organisation. The interests would be the growth of the company, strong dividends, company ethics and importantly for Pfizer is drug effectiveness also drug safety and reliability. The power they would have on the organisation is vote on major issues, elect board members, government & regulation, purchasing power, public image, and drive productivity. In some of Pfizer’s examples employees would be low power and high interest which means they need to be kept informed to ensure no issues arise, others in this category are patients, hospitals, and pharmacies. Yet customers would be low power and low interest which is monitored but minimum effort as not to bore them with excessive communication. Stakeholders that need to be managed closely are shareholders, health organisations and regulatory authorities these people must be fully engaged, and every effort made to satisfy them.  
Pfizer has an inside-out strategy by building up the company’s strengths and abilities and using internal resources, competencies such as the talented team, loyal customers and efficient systems and processes. The company looks at inward resources to target customers, so Pfizer is resource based making decisions on resources they already have.	
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The advantages of a mission statement are it clarifies to employees and stakeholders what the organisation is basically there to do. The same with the vision statement it is about what the company wants to achieve in the future. (Johnson et al. 2017, pp. 7-8). Pfizer’s mission/ vision statements fit into the company’s transformation and digital strategy to help inform and assist patients and customers.                                                                                                    
According to Moa (2021) Lidia Fonseca chief digital and technology officer of Pfizer states that “technologies applied successfully in Pfizer’s vaccine development programme were already available. The differentiating factor was Pfizer’s ability to scale them up broadly positioning the company to accelerate the digital transformation strategy right along its value chain”. (Tribeca Knowledge, 2021).  
Following a deliberate strategy in the positioning school the advantages of this strategy for Pfizer are it can be planned for in advance with a clear direction for employees to follow and resources and budget can be set aside to complete the strategy. The disadvantages are that if the market quickly changes some organisations cannot adapt. (Strange, 2018). However, Pfizer managed to prove in extreme circumstances the company can follow an emergent strategy also and adapt to the market changes. Yet a deliberate strategy fits best with the company’s transformation and digital strategy if the strategy makes sense to everyone within the organisation from employees to senior managers.
The external environment is a main influencer and in March 2020 Pfizer launched a $1.25 billion dollar “Sustainability Bond”. Proceeds from this will help strengthen healthcare systems and manage social impact. The company are looking at ways to address areas such as greenhouse gas (GHG) emissions and removal of substances of environmental concern. This will help to produce and develop sustainable medicines. (Pfizer, 2022).                   
By using Porter’s 5 Forces this would focus on a sustainable competitive advantage, helping to analyse Pfizer’s current position in the market. Also, the model highlights the various elements which might impact its competitive environment. (mbaskool, 2022).                                However, there are some disadvantages to this model it only considers the factors that are in the model no other factors which may affect the company for example: the government influence on taxes on products and an unevenly globalised market. (Parikh, 2018).  
The BCG matrix is a strategic tool that many businesses use to analyse the range of products sold and deciding where to invest company competitiveness and market attractiveness. But there are limitations to this tool in that it categorises businesses as high and low, but businesses can be medium also. High market share can also incur high costs and it does not account for external factors and only shows the current situation of the company. The framework assumes that each business unit is independent of the others. (Juneja, 2022). However, the matrix can inform which products to sell through methods and channels which will influence Pfizer’s overall digital strategy.
Pfizer has a broad differentiation strategy and one of the risks of having this strategy is the possibility of losing competitive advantage if it isn’t strong enough, also consumer disappointment because this strategy is associated with higher prices and customers see the product equivalent to alternatives but at a lower price. Another weak point is where the company thinks the product is unique the target market does not. (McIntosh, 2017). Fortunately, Pfizer has a good brand reputation and customer loyalty to protect it from competitor advantage.
Pfizer’s digital transformation strategy is to become a leaner more science-driven patient focused company. The three strategic initiatives are to enhance patient customer experience and outcomes and accelerate the breakthrough of medicine and vaccinations and make work faster and easier through automation. (Prahladrad, 2022). However, a survey by Harvard Business Review reported that a disadvantage of digital transformation is an inability to experiment quickly. Also not having the right digital systems in place is another disadvantage by bringing cost to the company and not having the funds for it. (Greane, 2022).                              Lidia Fonseca Pfizer’s Chief Digital and Technology Officer explains that the digital strategy enabled Pfizer to develop a safe effective vaccine in record time without cutting corners. Within four months 46,000 participants in six countries took part in the clinical trials. It helps to further improve diagnoses, treatments, and adherence. (Chadha, 2022). 
However, Pfizer failed to meet delivery quotas for the initial doses of their vaccines in 2020 which had government scrutinising the company’s plans for vaccine development and delivery. (Perrone and Neergaard, 2021). And Allele Biotechnology and Pharmaceuticals filed a copyright infringement lawsuit against Pfizer and BioNTech stating that the development and testing of the pair’s BNT162 vaccine candidate was made possible “only through use of mNeonGreen” but the partners never applied for a license. (Liu, 2020).     
And yet without the company’s digital transformation strategy Pfizer would not have been able to produce it globally and as quickly as achieved.
Frank D’Amelio CFO says digital played a key role in the success of the vaccine by investing in the IT infrastructure and Pfizer utilised technology throughout manufacturing and in research and development trials. The company uses machine learning and artificial intelligence to be able to identify people who have cardiomyopathy which is a difficult condition to diagnose just thorough doctors. (Zemmel, 2021). Pfizer’s strategic development process would follow Dynamic conditions where managers need to consider the environment for the future, with the company using scenario planning to identify key drivers and what impact these have, then monitor the progress. Pfizer acts on these environmental changes through strategy workshops and more open strategy involving a broader contribution in strategy development. (Johnson et al, 2017, p. 428). 
Pfizer has reported an 82% operational growth in revenues to $25.7bn dollars in the first quarter of 2022 as against $14.5bn dollars in 2021. The continuous supply of Comirnaty which helps patients avoid worst impact of covid-19 has been a key factor. (Christiansen, J.F. 2022). Pfizer has an inside-out strategy and make full use of the company’s capabilities. This strategy succeeds in benefiting customers and outperforming competitors. However, basing a strategy on existing resources looking inwards risk building a company that achieves excellence in products and services that nobody wants. (Brown et al, 2013, pp45-46). 
When developing Pfizer’s digital transformation strategy, the company took the approach of understanding what the challenges and processes of the industry are. This resulted in formulating a perception across the board that was focusing on providing a good rate. Today the journey is ongoing with improvements in manufacturing throughput and first time-right quality. Planning this strategy three years ago shows how far the company has come and by building that foundation Pfizer has the potential and the pace to show that what can be done now is increasing considerably. (Rockwell Automation, 2022). 


[bookmark: _Toc106798360]4.0 Conclusion. 

This report concludes that Pfizer’s digital transformation strategy is a success to the organisation. Research shows the organisation has a broad differentiation business-level strategy focusing on the individuals who need the drug products that the company provides. Pfizer follows a deliberate strategy in the positioning school by planning in advance with a clear direction for employee to follow and resources and budget can be set aside to complete the strategy. However, during the Covid-19 pandemic Pfizer showed that the company can also follow an emergent strategy by adapting to the market changes and creating a vaccine that was unplanned but met the needs of the customers. When Albert Bourla took over in 2019, he introduced scenario planning as well as strategic. This will help the company cope in Dynamic conditions when the environment changes quickly and frequently.                                                    
One of the main influencers is the external environment and in 2020 Pfizer launched a sustainability bond where the proceeds from this will help healthcare systems and manage social impact. By using Porter’s 5 forces this would focus on a sustainable competitive advantage helping to analyse Pfizer’s current position in the market. The external environmental factor influencing Pfizer’s strategy is changing patient demographics by addressing public health issues. Another influencer is political, Pfizer needs to keep government policy makers and regulatory authorities informed and discuss policies appropriately. One factor that would influence the strategy is from Porter’s generic showing a threat of substitutes Pfizer’s products are high cost, but the pharmaceutical industry is secure. The BCG matrix shows where Pfizer can prioritise different businesses and the balance between cash flow, and which delivers a higher rate of return. The matrix can inform which products to sell through methods and channels which will influence Pfizer’s overall digital strategy.  
Lidia Fonseca explains that the digital strategy enabled Pfizer to develop a safe effective vaccine in record time. And yet the company did fail to meet delivery quotas for the initial doses of the vaccine. However, Pfizer’s inside-out strategy makes full use of the company’s capabilities. Today the journey is ongoing with improvements in manufacturing throughput. Planning this strategy three years ago shows how far the company has come and what Pfizer has achieved.
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SWOT.
	              Strengths.
	             Weaknesses.

	Market leadership.
Research and Development.
Innovation.
Brand recognition.
Historical background. 
A good emergent strategy through Covid-19 response.
Increased customer base by having a broad differentiation business-level.
	Drug lawsuits.
Vaccine supply issues. 
Failed mergers and acquisitions.
Allegations of illegal marketing.

	            Opportunities.
	              Threats.

	Coronavirus vaccine development. 
Vaccine approval.
Vaccine effectivity.
New mergers.

	Revenue erosion.
Vaccine patent infringement allegations.
Allergy trigger.
Unprecedented demand for vaccines.
Competition from generic drug companies.



PESTLE. 
	        Political Factors.
	     Economic Factors.

	New government policies.
Lack of regulatory bodies.
Political unrest.
Tax policies. 
Global uncertainty.

	Exchange rate.
Economic recessions.
High labour costs. 
Covid-19 Pandemic. 
Market decline/increase.

	        Social Factors.
	   Technological Factors.

	Invest in countries with higher ratio of older people.
Knowledge of countries norms and values.
Recruit local management. 


	Adapt to new technologies.
Competitors gaining technological edge.

	        Legal Factors.
	   Environmental Factors.

	Consider legal factors before entering new markets.
Laws against no discrimination.
Patent infringement.
	Climate change.
Mitigate greenhouse gasses.
Eco-friendly products in manufacturing and packaging.
Attaining sustainability goals.
Promote eco-friendly practices. 
Changing patient demographics.



Porters 5 Forces. 
                                                    Threat of New Entrants.  Infrastructure cost and R&D efforts. Company to attract top talent in this field by poaching them.                                             Quality control is an issue, no mistakes with life-saving medicines.                                           Lose credibility.




                               
                                                                      ↓                                                                                Bargaining power of              
supplies.                                 Competitive Rivalry.                         Bargaining power of buyers.                                                                                                                                                                                   Pfizer has one of the best R&D facilities. This safeguards themselves from the competition while patent is still active. The competitive rival is moderate.

                                                                                                                             This is determined by the number of suppliers available in comparison with the number of players in the industry. The players are more than the suppliers, so they have bargaining power as raw materials are quite rare. High level of quality needed means few suppliers available giving suppliers great power over Pfizer.
Buyers don’t have a say on the prices of medicines, allowing the company to price most innovative medicine at a high price. This leaves customers with no bargaining power.

                                      →                                                                        ← 
                                                                           
                                                                         
                                                                      ↑   
                                                       Threat of Substitutes.                  

Pfizer provides products which there are no substitutes for several of the medicines.                                              Most profits are protected by patents.                                                 The only other substitutes could be alternative medicine.                                                                            As a whole Pfizer has very little threat of substitutes.

          The BCG Matrix Method.
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Description automatically generated with medium confidence]  Pfizer’s Penicillin.
Cholesterol reducing replacement for Liptor.
Pfizer’s consolidated five areas, cardiovascular diseases, cancer, neuroscience, vaccines, inflammation/ immunology.
Pfizer’s inhalable insulin. (Exubera).
     Pfizer Vaccine
Comirnaty and Paxlovid.


Porters Generic.
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Pfizer falls in the Differentiation Focus category.

Stakeholder Analysis.
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