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AstraZeneca plc is a global, science-led biopharmaceutical company focused on the discovery, development and commercialisation of prescription medicines, headquartered in Cambridge, UK. It works in over 100 countries, and focuses on the discovery, development and commercialisation of prescription medicines. Its main therapeutic areas are Oncology, Cardiovascular, Renal & Metabolism (CVRM), and Respiratory & Immunology. Among the most important treatments are Tagrisso for lung cancer, Enhertu (with Daiichi Sankyo) for breast cancer and Farxiga for heart failure and type 2 diabetes (AstraZeneca, 2025). In recent years, AstraZeneca also stepped up as a global public health hero with its COVID-19 vaccine, which it developed with the University of Oxford.
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Figure 1: AstraZeneca Official Logo
(Source: AstraZeneca, 2025)
The company defines its brand identity through thought leadership in science, patient-centricity, and collaboration that provide sustainable health solutions. AstraZeneca is transitioning from traditional pharmaceuticals to integrated health care offerings, capitalising on our digital transformation and health technology investments.
This report recommends a strategic brand extension: a digital pill dispenser with elderly support services—a tech-enabled tool to improve medication adherence among older adults. With the increasing prevalence of chronic diseases and an ageing population, this expansion fits with AstraZeneca’s mission to advance patient outcomes. The report assesses the extension within the framework of marketing models, including STP analysis, customer profiling, and the 7Ps framework, thereby proposing a way for AstraZeneca to enter the digital health space.
[bookmark: _ys1qi6nhljeo][bookmark: _Toc196166588]Brand Extension
The AstraCare Digital Pill Dispenser, an intelligent medication management device tailored towards promoting compliance amongst elderly and chronic patients with complex medication regimens, is a brand extension currently under consideration for AstraZeneca. The dispenser automates dosage timing, sends reminders via visual and audio alerts, and can sync with a mobile app for caregivers and healthcare providers, as well as providing optional 24/7 telehealth support from licensed nurses (Society for Science, 2023). As such, this solution marries pharmaceutical reliability with digital convenience, which is an innovative addition to AstraZeneca’s driving portfolio.
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Figure 2: Digital Pill Dispenser
(Source: Society for Science, 2023)
AstraZeneca’s values of science, innovation, and patient-centricity underpin this area of extension (‌AstraZeneca, 2024a). The company has always pushed to be a leader in effective treatments for life-threatening and chronic conditions. This new offering further strengthens AstraZeneca's role beyond the pharmaceutical manufacturer to one of a provider of comprehensive, outcome-driven health solutions, ranging from therapy through to post-therapy care. Bringing digital technology to clinical care is another way AstraZeneca is helping to realise its vision of driving scientific innovation to deliver life-changing medicines.
The extension is well aligned with AstraZeneca’s growing investment in digital transformation and real-world patient support. The company has partnered with digital health companies and invested in AI-powered diagnostics and remote monitoring platforms. AstraCare adds to these initiatives by bringing AstraZeneca’s value proposition from the hospital to the home and providing adherence support to ensure treatment efficacy.
The digital pill dispenser meets a christened and neglected market need. Close to 50% of people with chronic diseases in developed countries do not take their medicines according to the World Health Organisation (Burnier, 2024). Non-adherence leads to poor health outcomes and, increase in health care costs. It is evident that using smart connected devices for medication adherence support, along with personal support.
Through this, AstraZeneca fills a gap and improves brand loyalty and differentiation in the increasingly competitive market for AstraCare. Here, the company becomes positioned as a true innovator in healthcare, thinking ahead of time, not just in the medical sense, but also speaking to the real-world challenges faced by patients. This gives rise to value sharing- it improves patient outcomes and strengthens AstraZeneca's market presence, in particular among ageing populations with complex healthcare needs.
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[bookmark: _oi9yxd6iiiy3][bookmark: _Toc196166590]4.1 Segmentation
Market segmentation is a process that divides the broad market into subsets of consumers that share common needs, characteristics, or behaviours. For the AstraCare digital pill dispenser, segmentation will follow demographic, geographic, psychographic and behavioural variables.
Demographic Segmentation: This includes age, health situation, income, and current living status. The primary target would be those 65 years and older, usually retired, and with multiple chronic conditions such as diabetes, cardiovascular diseases, or arthritis. Many live alone or need some assistance. An adult with secondary focus would be caregivers aged 35–55, usually family members involved in the decision-making process for the healthcare of elderly relatives.
Justification: These parameters affect medication adherence. Age and health condition—older individuals tend to require multiple medications and have memory-related issues or vision-impaired challenges, which are direct features addressed by the dispenser (Widiartanto, Rahman and Wahyudi, 2021).
Geographic Segmentation: Early focus will be given to urban and suburban areas in developed countries such as the UK, US, and Canada, as there lies digital infrastructure supporting telehealth services and smart device adoption. Markets with government support for elderly care, like the NHS in the UK, are being deemed even more relevant.
Justification: Higher expectancy of life in the regions facilitates easy digital access and organized elderly care systems able to provide assistance to help develop such new technology (Smith et al. 2024).
Psychographic Segmentation: Includes elderly individuals valuing independence, routine, and safety; caregivers driven by family duty and peace of mind. These users may be hesitant with technology but will accept it if it aids health outcomes and daily living.
Justification: We identify such emotional triggers as the desire to remain autonomous and build our marketing messages and service features around this, for example, a more friendly interface or voice assistance (de Araujoet al. 2022).
Behavioural Segmentation: Concentrating on individuals with high medication adherence needs: those on complicated regimens or with a history of missed doses. Behavioural factors also include willingness to accept technology, anxiety about health care, and frequency of visits to the GP or hospitalisation (Hanafiah et al. 2023).
Justification: Behaviour data allows for targeting to be more precise and feature design to better suit user behaviours and use challenges.
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Figure 3: Perceptual Map of AstraZeneca
(Source: Self-developed)
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AstraZeneca will target this niche market at very close quarters, including:
· Elderly patients from 65 to older who have chronic diseases and are independent.
· Family caregivers, health care personnel, and other anointed stakeholders are making health-related purchase decisions for elderly patients.
In this case, the strategy works well for the needs of this group and for offering highly customised treatment from AstraZeneca. It allows AstraZeneca to utilise maximum ROI in product development and promotion by focusing on one clearly defined and very needy market (Costello et al. 2023)..
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Positioning is how the brand is perceived in the minds of consumers relative to competitors (Product Marketing Alliance, 2024). This will position AstraCare as a trusted, medically supported digital health solution, different from generic dispensers by advanced monitoring and elderly care services.
Positioning Statement: AstraCare will be trusted by elderly patients and their caregivers as a smart pill dispenser from AstraZeneca that ensures timely dose, remote monitoring, and access to real-time elderly care. By repudiating AstraZeneca's brand equity in active health sectors, AstraCare gains trust in a fairly unknown product category (home medical tech). Compared to existing competitors like Hero Health, MedMinder, or PillDrill, AstraCare is unique in the following ways:
	Features 
	AstraCare 
	Hero Health
	MedMinder

	Brand Trust
	Backed by AstraZeneca
	No pharma backing
	No pharma backing

	Elderly Support Service
	 24/7 tele-nursing
	No
	Limited

	Medication Integration 
	Links to prescriptions and EHRs
	 Manual entry
	Manual entry

	Target Market
	Elderly + Caregivers
	General Adults
	General Elderly

	User Interface 
	Visual/audio, senior-friendly
	App-focused
	Basic interface


Table 1: Comparative Positioning for AstraZeneca
(Source: Self-developed)
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	Demographic
	Age
	60+, mainly targeting seniors with multiple morbidities who are on medications daily.

	
	Gender
	Generic; not gender-specific, male and female.

	
	Income
	Middle to upper middle class, potentially to take disposable income and invest in sickness-related technologies.

	
	Occupation
	Retired or almost retired people might have some pensions or savings, or they might depend on their households.

	
	Education
	A person with varied educational backgrounds, but likely focusing on slightly well-educated people familiar with digital devices and healthcare.

	Psychographic
	Values

	Very much health and independence with emphasis on products that could add quality to living and comfort to their lifestyle; family help and security in managing health at home.

	
	Attitudes
	More open to using technology but would prefer it easy to use and non-invasive; they want to maintain their independence but would accept help when necessary.

	
	Lifestyle
	More sedentary chairs in the way of health care, going on visits to the doctor, and ways to keep themselves healthy and engaged, hence probably some issues when it comes down to remembering medication schedules.

	
	Buying Behavior
	Influencing factors towards making a purchasing decision include product reliability, ease of use, and perceived benefit toward improving health and independence.

	
	Aspirations
	Staying connected with family and health providers while not in person could be explored with similar technology.


Table 2: Proposed Customer Profile for AstraZeneca for its New Product
(Source: Self-developed)
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Product: The proposed product is the Digital Pill Dispenser and Elderly Support from AstraZeneca, which is an innovative product aimed at helping elderly people manage their medicines (AstraZeneca, 2024b). The product features include:
· Automated Pill Dispensing: It gives exact doses on time, preventing any missed ones for the elderly.
· Alert System: The alert system consists of audio, along with visual alerts, especially intended to notify the user when it is time to take their medication (Paul et al. 2024). This is vital since it caters specifically to persons who may have problems with memory or medication adherence.
· Remote Monitoring: Caregiver or family member can monitor the medication schedule of the elderly user via the app and make sure that the elder is taking what he/she should take.
· User-Friendly Interaction: A basic touchscreen interface with big, legible fonts makes the device suitable for operators with little technical ability.
· Cookie-cutter: The dispenser is adjustable and can handle a variety of dimensions and forms of medicine so that it can suit various medicine programs.
· Safety Features: A lock system prevents overuse and enables incorrect dispensing of medication to prevent potential medication errors (NIH GOV, 2024).
This product is just one example of our continued commitment at AstraZeneca to finding innovative and compassionate healthcare solutions to meet public health needs, particularly in the ageing population.
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Figure 4: 4Ps Marketing Mix
(Source: Self-developed)
Price: Digital Pill Dispenser with Elderly Support will take into consideration affordability for the consumer, especially for seniors and their families, balanced by suitable pricing reflecting technology value, healthcare delivery and other benefits (BMC Geriatrics, 2021). It also in line with the high quality of the product and the advanced features it offers.
· Penetration Pricing: To enter the market and drive adoption, AstraZeneca might initially use a penetration pricing strategy. Offering the dispenser at a discount for early adopters, for example, can spread awareness and create reviews and testimonials that build more demand.
· Subscription Plan: AstraZeneca may adopt a subscription-based solution in which it will include software updates, constant monitoring, and customer assistance (Emerj Artificial Intelligence Research, 2025). 
· Tiered Pricing: AstraZeneca may launch different models of the dispenser, with basic models available at a lower price and more advanced models with enhanced features (ex. remote or caregiver support) priced at a premium. 
· Insurance Reimbursement: In the U.S. and Europe, for instance, healthcare insurance is a large market where companies can markedly drive down the cost of the device if they positively impact the health outcomes of patients through insurance partnerships. 
Promotion: It will help dispel doubts about the Digital Pill Dispenser with Elderly Support and strengthen the company’s and consumers’ relationship with it. 
· Educational Campaigns: Implement informative content such as webinars, blogs, and informational videos to educate elderly individuals and their caregivers about the importance of medication adherence (Cureatr Inc, 2023). 
· Partnerships with Healthcare Providers: To drive adoption, partnerships with physicians, pharmacists, and healthcare facilities will be essential. AstraZeneca can give samples or demos to health care providers.
· Targeted advertising: Through social media platforms such as Facebook, Instagram, targeted advertising can be tailored toward caregivers and healthcare professionals, highlighting the product's ease of use and benefits for elderly individuals (Inflow, 2024). 
· Influencer Marketing: Influencer marketing reflects hiring partners in the healthcare and wellness space. Influencers might be senior-care specialists, health-care professionals or family caregivers who can attest to the positive impact of the dispenser.
· Customer Testimonials and Reviews: Displaying user testimonials and professional reviews from doctors or geriatric specialists can help you build trust in the product and demonstrate that it’s widely used in the healthcare community.
To attract more buyers, other ways (time-limited promotions) like periodic discounts or first purchase discounts, buy with complementary services (like health checkups), or any associated products should be included in Promotion and Discounts.
Place: AstraZeneca's Digital Pill Dispenser will be marketed using a multichannel approach, increasing its reach to the elderly population, caregivers, and healthcare providers. Direct (company) and indirect (partnership) channels will provide maximum penetration into the market:
· Direct Online Sales: A user-friendly website and the ability to sell directly on e-commerce platforms such as Amazon and health-themed platforms. It also allows users to further integrate with pharmacy and healthcare apps to buy the dispenser right from their home.
· Pharmacy Chains: Working with large pharmacy chains will enable AstraZeneca to connect with elderly customers directly. Product visibility can be enhanced through in-store displays, product demos, and promotions within these pharmacies.
· Healthcare Facilities — Hospitals, clinics, or other entries to senior care facilities. A lot of older people receive care in places like that, and if the dispenser is available through these routes, health care professionals can recommend it directly to patients and families.
· Caregiver and Health Networks: Addressing such product awareness can be done through collaborative efforts with caregiver organisations, senior living communities, and non-profits. These networks tend to be trusted sources of elderly care solutions.
· Global Adaptation: The product needs to be adjusted according to the global market, considering healthcare regulations, culture, and the purchasing power of elderly citizens in different countries. 
In our view, targeting adherence among the elderly as an important key to push the Digital Pill Dispenser with Elderly Support can be an excellent product strategy. The Marketing Mix must satisfy the needs of both the elderly consumer and the supporting caregivers in access, price, and trust.
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To wrap it all up, AstraZeneca's introduction of the Digital Pill Dispenser with Elderly Support is a strategic and timely response to the increasing need for elderly-focused healthcare solutions. Using the STP( Segmentation, Targeting and Positioning) approach company has segmented the market and determined that the primary market will be elderly individuals and their caregivers.
The 4Ps of marketing (Product, Price, Promotion, and Place) have been meticulously arranged to facilitate this strategy. Specialized features for elderly user, while better pricing strategy (tiered models etc, insurance partnerships) Marketing strategies will center on education, healthcare partnerships, and digital outreach, and multichannel distribution—covering pharmacies, online, and healthcare facilities—makes the product accessible to a wide range of patients.
However, we cannot remain without continual improvement. AstraZeneca should get strong user feedback in customising the product interface, multilingual support, and AI for predictive health monitoring.
All in all, AstraZeneca is strongly positioned to be a pioneer in this emerging field of health care that promotes healthy or healthy aging through innovation and accessibility and compassionate health delivery.
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