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Abstract
This paper explores a global pharmaceutical company named Pfizer Inc., headquartered in the US with subsidiaries around the world.
The paper carries out a critical analysis of this company vis-à-vis its situational analysis to find out the effect of changing marketing paradigm on its strategy and to find out whether it is adapting and evolving its strategy to match with the new digital paradigm.
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Introduction 
The purpose of this paper is to report on a global pharmaceutical company named Pfizer Inc. The company’s external and internal environments would be analysed using various strategic tools to find out how it’s able to achieve sustainable competitive advantage in the turbulent times characterised by the disruption being caused by the digital technology and digital marketing.
The paper carries out a situational analysis of Pfizer Inc., by use of PESTEL analysis to find out the uncontrollable forces impacting the company from the external environment.
The paper proceeds to identify Pfizer Inc., stakeholders to find out the relative influence they have on the company and its ability to deliver value to its shareholders who are the owners of the company.
The paper proceeds to carry out the SWOT analysis in order to determine Pfizer Inc., resources and competencies and to see how it can use these to capitalise on the opportunities presented in the environment and at the same time use it to counteract threats that may come from the environment.
Also, the paper uses another strategic tool named Porter’s five forces to identify the level of competition in the pharmaceutical sector and to see how Pfizer Inc., can use its wealth of knowledge to sustain itself and innovate in the industry.
Given the restructuring of several industries that digital revolution has brought about, the paper tries to find out how Pfizer is able to reposition its marketing and promotional activities to dovetail it into the digital marketing revolution
The paper delves into marketing paradigm shift brought about by digitalisation and also, covers the concept and scope of digital marketing.
Finally, the paper covers the importance of having good information architecture in order to be able to leverage the advantage that digitalisation has brought about in order to satisfy all the Pfizer Inc., stakeholders. 
Background of Pfizer
Pfizer Inc., is one of the largest pharmaceutical companies in the world. Its core principles and values are briefly stated.
Purpose
“Our purpose is grounded in our commitment to fund programs that provide public benefit, advance medical care and improve patient outcomes. Our belief is that all people deserve to live healthy lives. This drives our desire to provide access to medicines that are safe, effective, and affordable.” (Pfizer website)
Vision
“At Pfizer, we innovate every day to make the world a healthier place.” (Pfizer website)
Mission
“To be the premier, innovative biopharmaceutical company.” (Pfizer website)
Pfizer Inc., was founded in New York City in 1849 by two cousins Charles Pfizer and Charles F. Erhart . The two cousins combined their complimentary skills, Charles Pfizer, a Chemist and Charles Erhart, a confectioner, to make their first product, which was a palatable form of santonin which was an anti-parasitic drug used to treat intestinal worms, which was a common affliction in the mid-nineteenth century America. The new product was an instant success thus birthing the launch of the new company. (Pfizer website).
Its discovery of Terramycin (oxytetracycline) in 1950 put Pfizer Inc., on a successful trajectory towards becoming a research-based pharmaceutical company. (Pfizer website).
Pfizer Inc., has  grown over the years through acquiring a number of promising companies in the same industrial sector, including Warner–Lambert in 2000, Pharmacia in 2003, and Wyeth in 2009 (the largest of the three at $68 billion). (Pfizer website).

Pfizer Inc., Key Facts
Headquarter: 
Pfizer Inc.   
235 East 42nd Street
New York City
New York 10017 5755
USA

Tel 1 212 733 2323
Web http://www.pfizer.com

Stock Listings
The principal market for Pfizer Inc., shares is the New York Stock Exchange (NYSE). 
Pfizer Inc., shares is also listed on the NYSE Euronext Brussels Exchange, the London Stock Exchange (LSE). Table 1 below shows that Pfizer Inc., operates in over 175 markets around the world. It has over two hundred suppliers and over six hundred products. Also, it has fifty five manufacturing sites

[image: ]
Source: Pfizer Inc., Report
Pfizer Inc., has the largest projected revenue of $47.6 billion dollars, when compared to its global competitors (Figure 1), but has the second largest market capitalisation after Johnson & Johnson of $240.7 billion (Figure 2). 
Projected top 10 pharmaceutical companies worldwide by revenue in 2018 (in billion U.S. dollars)

[image: ]
Source: Statista
Figure 1: Projected revenue of ten biggest pharmaceutical companies

Top 10 pharmaceutical companies worldwide by market capitalisation in 2018 (in billion U.S. dollars)
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Source: Statista
Figure 2: Biggest global pharmaceutical manufacturing companies by Market Capitalisation
Pfizer Organisational Structure
The Pfizer organisational structure is dinosaural as acknowledged by its own internal report carried out by the company in 2016 stating that it has a heavily bureaucratic organisational structure and needed to trim itself down. 
The Table 1 below shows that Pfizer Inc., has to undergo evolution in order to become a 21st century company that is able to take advantage of what the internet technologies have to offer. It has to become a network organisation as depicted in the Table below in order to have the ability to have one-to-one communication with all its various stakeholders taking advantage of the new digital technology.




Table 1: Dinosaur organisation versus the network organisation
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Source: Gummesson 2002

Situational Analysis of Pfizer Inc.,
A situational analysis of Pfizer Inc., refers to the use of strategic tools to do an appraisal of the internal and external environmental forces that have bearing on the company’s ability to deliver value to its shareholders. The situational analysis enables Pfizer Inc., to understand its resources, competencies, capabilities, customers, suppliers, competitors and the business and wider environment.
In this report, the external environment is analysed by PESTEL while the internal environment is analysed using Porter’s 5 forces, SWOT analysis, and Mendelow’s matrix.
PESTEL Analysis
PESTEL analysis is an acronym which means the following:
· POLITICAL
· ECONOMIC
· SOCIAL & CULTURAL
· TECHNOLOGICAL
· ECOLOGICAL
· LEGAL
It is a strategic tool that is used to identify the forces facing the company from the macro-environmental perspective and to see how Pfizer Inc., can capitalize on the opportunities and minimize or eliminate the threats.
Given the remit of this assignment and the word-limit requirement, this paper only assesses the issues coming from the environment as either ‘opportunity’ or ‘threat’ without expatiating further on the reasons for the conclusion. Opportunities are favourable issues coming from the external environment.
Table 2: PESTEL Analysis
	PESTEL FACTORS
	Key features of the external environment
	Assessment of PESTEL forces - Opportunity or Threat

	Political factors
	· Regulation of the industry
· Government spending on health care sector
· Inversions ruling
· Business policies
· Government incentives
· Tax policies
	· Opportunity
· Opportunity
· Threat
· Opportunity
· Opportunity 
· Threat 

	Economic factors
	· Tax practices
· Interest rates
· Inflation rates
· Exchange rates
· Consumer spending
· Consumer income
	· Threat
· Threat
· Threat
· Threat
· Opportunity
· Opportunity 

	Socio-cultural factors
	· Demographic change
· Consumer tastes & fashions
· Lifestyle changes
· Pressure groups
· 
	· Opportunity
· Opportunity
· Opportunity
· Threat 

	Technological factors
	· GDPR
· Mobile technology
· Big data
· Dynamic pricing
· Disruptive technologies
· 
	· Threat
· Opportunity
· Opportunity
· Opportunity
· Opportunity 

	Environmental/ethical factors
	· Ethical sourcing of raw materials (supply chain)
· Outsourcing of non-critical process to Emerging Market
· Tax avoidance practices
· Pollution issues – atmospheric and land
· Treatment of suppliers
· Off-label marketing
· CSR (Corporate Social Responsibilities) & Sustainability
	· Threat
· Opportunity
· Threat
· Threat
· Opportunity
· Threat 
· Opportunity 

	Legal factors 
	· Public liability
· Minimum wage
· Health & Safety laws
· Employment laws
· Environmental laws
· Litigations - In September 2009, Pfizer pleaded guilty to the illegal marketing of the arthritis drug Bextra for uses unapproved by the U.S. Food and Drug Administration (FDA), and agreed to a $2.3 billion settlement, the largest health care fraud settlement at that time. 
	· Threat
· Threat
· Opportunity
· Threat
· Threat
· Threat 


Source: Author



Competitive environment 
SWOT Analysis
SWOT is an acronym that stands for the four elements of both the external and internal environment namely: strengths, weaknesses, opportunities and threats.
SWOT is a brain-storming strategic tool that is used to analyse both the internal and external environment of an organisation. The strengths and weaknesses are internal to the organisation while the opportunities and threats are coming from the environment external to the organisation.   
Table3: SWOT Analysis
	
	SWOT Analysis
	
	Assessment of the effect on the company’s profit

	INTERNAL
	Strengths
	· Brand name
· Portfolio of drugs
· Cash reserves
· Competent scientists 
· Research and development
	· Positive 
· Positive 
· Positive
· Positive
· Positive

	
	Weaknesses
	· Reputation damage due to tax “inversions”
· Stalled mergers & acquisitions
· Off-label marketing
· Drug testing issue
· 
	· Negative 
· Negative
· Negative
· Negative

	EXTERNAL
	Opportunities
	· Collaboration with a few competitors
· Public awareness about health issues
· Strategic partnerships with governments
· Stability of marriage due to Viagra
· 
	· Positive
· Positive
· Positive
· positive

	
	Threats 
	· FDA strict regulations
· Generic manufacturers competition
· Patent laws unfavourable
· Drug-resistant strains of bacteria
· Counterfeit medicines 
	· Negative
· Negative
· Negative
· Negative
· negative


Source: Author

Stakeholders Analysis
Stakeholders are those people who can affect or are affected by the operational activities of the organisation (ACCA website). Thus, stakeholders have vested interests in the operation of the organisation and therefore their needs must be taken into consideration as some of them are so powerful that they can affect the going-concern of the company.
Pfizer Inc., stakeholders are thus:
· Shareholders
· Employees
· Management
· Customers
· Suppliers
· Society 
· Government
· Government agencies
· Environment
· Financial Analysts
The interests of the stakeholders are wide and varied and invariably, their informational needs are ditto as depicted in the Table 4 below:
Table 4: Pfizer Inc., stakeholders interest and informational needs
	Stakeholders
	Interests
	Informational needs

	Shareholders

	· Growth of the company
· Strong dividends
	· Financial reports
· Dividend news

	Employees

	· Job security
· Increased wages
	· Good press release about company

	Management

	· Increased bonus
· Job security
	· Financial reports

	Customers

	· Effective medicines 
	· Drug efficacy

	Suppliers

	· Drugs effectiveness
· Drugs safety & reliability
	· Drug efficacy

	Society 

	· Role in community
· Ethical 
	· Corporate social responsibility news
· Ethical news

	Government

	· Tax obligation fulfilled
	· Financial reports

	Government agencies (FDA)

	· Compliance with regulations
	· Environmental news

	Environment

	· Pollution of the atmosphere
· Pollution of the water tables
	· Environmental news

	Financial Analysts

	· Shares information
	· Financial reports


Source: Author
The influence of the identified stakeholders is analysed using Mendelow’s matrix. The purpose of this tool is to enable Pfizer Inc., to prioritise the degree of attention that it gives to these stakeholders.





Table 5: Mendelow’s matrix
	S No 
	STAKEHOLDER 
	POWER 
	INTEREST 

	1. 
	Shareholders
	H 
	L 

	2. 
	Employees
	H 
	L 

	3. 
	Management
	H 
	H 

	4. 
	Customers 
	H 
	H 

	5. 
	Suppliers
	L 
	H 

	6. 
	Society
	H 
	L 

	7. 
	Government
	H 
	H 

	    8. 
	Government agencies (FDA)
	H 
	H 

	9. 
	Environment
	H 
	H 

	10. 
	Financial Analysts
	L 
	L 


 
Table 6
POWER – INTEREST GRAPH

	POWER
	HIGH
	 
 
Keep Satisfied Group 
 
 
	 
Key Players Group 
MANAGE CLOSELY 

	
	LOW
	Minimum Effort Group MONITOR 
 
	Keep Informed Group 
COMMUNICATE 


	INTEREST

	LOW
	     HIGH


                                                     
 Source: Author


Competitive Environmental Analysis of Pfizer Inc.,
The pharmaceutical industrial sector in the USA is highly competitive with big players. Some of Pfizer Inc., competitors in the USA are Johnson & Johnson, Novartis, Bristol-Myers Squibb and Merck. There are also global competitors like Sanofi of France and Bayer AG of Germany who have subsidiaries in the USA thus competing at the home front with Pfizer Inc.,
Thus, Porter’s 5 forces is used in ascertaining the competitive environment of the pharmaceutical industrial sector in which Pfizer Inc., operates. It is believed that the five forces moderate the amount of profit that can be made in the industry. The five forces are listed below:
· Rivalry among current competitors
· Bargaining power of suppliers
· Bargaining power of buyers
· Threat of new entrants
· Threat of substitutes 

Porter's 5 forces is a holistic way of looking at all the five forces competing with an organisation ability to make profit. It is not only the direct competitors that compete with the organisation for profit, the suppliers, the customers, the substitutes, potential new entrants do want to reduce an organisation’s profit.
Pfizer Inc., managers can use Porter 5 forces to develop a strategy for Pfizer Inc. to sustain competitive advantage and long term profitability in the pharmaceutical industry.
 
Rivalry among the competitors
There is a high degree of competition among the drug companies all over the world who are trying to bring the next blockbuster drug to the market. Thus, the competitive force is high in the industry.

Bargaining power of buyers
The buyers have no power to affect the pricing of Pfizer Inc., products because they are numerous and have low bargaining power, as most of the medicines are prescription only which are obtained via their health insurance.
Threats of New Entrants
Given the high cost of research and developments and the stringent regulatory environment, the barrier to entry for a new entrant is very high.

Bargaining Power of Suppliers
The bargaining power of suppliers is low in this industry as most of the drug companies have hundreds of suppliers
Threat of substitutes
The threat is low but do exist in the form of alternative medicines like herbal medicines.
Porter’s 5 forces is summarised in the table 7 below
Table 7: Porter % forces on Pfizer Inc., 
	Porter’s 5 Forces on Pfizer 
	Issues
	Assessment of leverage over Pfizer Inc.,
High/Medium/Low
	Prescribed Solutions

	Rivalry among current competitors 
	· Intense rivalry locally and globally
	· High
	· Innovate and differentiate
· Hostile acquisition if permitted
· Collaborate with strong competitor

	Bargaining power of suppliers  
	· Efficient and effective supply chain with many suppliers
	· Low
	· Maintain the position 

	Bargaining power of buyers 
	· Rapid innovation
· Increase customer base by offering free trial medicines
· Innovating new products.
	· Low
	· Maintain the position 

	Threat of new entrants 
	· Economy of scale
· Increase research and expenditure 
	· Low to Medium
	· Acquire the start-ups as they are being formed and dovetail their know-how into the Pfizer knowledge database.

	Threat of substitutes 
	· Become service-oriented instead of being product-oriented
· Tailored-made drug to an individual
	· Low to Medium
	· Maintain the position 


Source: Author 



Pfizer Portfolio of Companies
Pfizer has maintained its position in the industry by diversifying into allied pharmaceutical and biotechnological sector thus broadening its portfolio of companies.
The consolidated income statement for three years is shown in the Table 8 below. From this Table 8, it can be seen that Pfizer Inc., has increased its revenue year on year.

Pfizer Inc., three years Consolidated Income Statement
[image: ]
Source: Pfizer website








Pfizer Inc., Product Analysis
[image: ]



Digital Marketing Paradigm
Hoffman and Novak (1997) opines that digital medium represent a drastic shift in the model of communication to warrant being labelled as a paradigmatic shift in model for marketing communication
“A paradigm shift implies that a science or discipline is given a new foundation, with new values, new assumptions or new methods. The accepted and established must be set aside. It either disappears completely, merges with the new, or takes the role of one several coexisting paradigms. An established paradigm can be a springboard, but it can also be a mental prison.” (Gummesson, 2008).
What came through loud and clear is that marketing leaders are deeply concerned with the “three C’s of disruption”: content (cited by 81 percent of respondents as a disruption), complexity (80 percent), and connected and empowered consumers (74 percent). Underlying those concerns is the pace of technology (77 percent). (McKinsey, 2014)
[image: ]
Source : Gummesson (2008)
Figure 3: Drivers of paradigm shift in marketing
Concept of Digital Marketing
Concept of marketing is defined “as a business orientation or philosophy that holds that organizational success is dependent upon the efficient identification of the needs and wants of target markets and customers and the effective satisfaction of them.” (Oxford Marketing Dictionary, 2017)
This definition ties organisational success to the efficient identification of target customers wants and needs and effective satisfaction of these. 
The traditional form of marketing falls short of these as it cannot efficiently do these because of its inherent shortcomings, thus digital form of marketing is the only medium that can fulfil these criteria.
[bookmark: _GoBack]
Scope of Digital Marketing
The scope of digital marketing at the moment is boundary-less as the internet technologies and other allied technologies driving the pace continue to evolve. 
One of the evolutions and the increased scope of digitalisation is the growth of IoT – Internet of Things – which refers to the growing network of various products that possess an IP (Internet protocol) address which enable these products to connect to the internet thus allowing for multiple communications with other internet-enabled devices. 
Another trend is the “Software-as-a-Service” (SaaS) which refers to a radical new way of purchasing and accessing a software, as opposed to more traditional methods of access. This is a cloud-based solution which means that accessibility of the software can be achieved anywhere in the world, instead of being desktop-based as in the traditional way.
SEMANTICS Thus, these new possibilities create myriad possibilities of many customer touchpoints with the eventual opportunities for marketing to present and potential customers.  
If Pfizer Inc., wants to remain sustainably competitive in this new digital era, it must do a thorough rethink of its marketing communication strategies in order to take into account of the abundance opportunities for multiple networking and interfacing with multiple stakeholders via the use of digital marketing technologies.
Information architecture
“Information architecture is a professional practice and field of studies focused on solving the basis problems of accessing, and using, the vast amounts of information available today.” (Resmini et al 2003). 
Thus information architecture (IA) encompasses the way that data, information and organisational knowledge is structured, classified, managed, accessed, secured, controlled and disseminated to Pfizer Inc., internal and external stakeholders. I
Wurman, 2000 definition of an information architect “is the individual who organises the patterns inherent in data, making the complex clear; a person who creates the structure or map of information which allows others to find their personal paths to knowledge; the emerging 21st professional occupation addressing the needs of the age focused upon clarity, human understanding, and the science of the organisation of information.”
Carter (1999) defines “information architecture in business settings as a holistic way of planning which meets the organization’s information needs and avoids duplication, dispersion, and consolidation issues. The information architecture is the collective term used to describe the various components of the overall information infrastructure which take the business model and the component business processes and deliver information systems that support and deliver it. Prime components are the data architecture, the systems architecture and the computer architecture.”
The Chief Information Officer (CIO) of Pfizer Inc., is solely in charge of the design of the information architecture at Pfizer Inc. The primary role is to ensure integrity of all the organisational data and to liaise closely with the Chief Executive Officer (CEO), the Chief Financial Officer (CFO) and the Chief Marketing Officer (CMO) in order to ensure unanimity of position as regards the budget allocated to the both the CIO and CMO are synchronised together.
The website of Pfizer Inc., is a very important touchpoint for all the stakeholders as it is an online equivalent of having a display shop in everybody’s digital device. Thus, budget should be provided for the CIO to accomplish this objective. 
The information architecture is synonymous with its sitemap which is an XML (extensible mark-up language) file which contains the structured listings of all the Pfizer Inc., pages on its website which is accessible to “web spiders” thus making its website to be ranked highly. Thus, it is important that the content is constantly updated and high degree of professionalism is maintained in order to maintain data integrity, for example any missing or unworkable link is removed.
Given that the aforementioned stakeholders have diverse and sometimes conflicting needs, Pfizer Inc., has to diligently ascertain each stakeholder informational needs and therefore design appropriate medium and channel to communicate the information to the stakeholders how it is relayed to them.
The information communicated by Pfizer Inc., both internally and externally to its stakeholders must have these four attributes:
· Purpose
· Audience
· Information type
· Layout 
Purpose is the objective that the information is meant to be fulfilled.
Audience is the stakeholder that has a need for the information.
Information type is the type of information that is appropriate for the stakeholders, for example, quantitative or qualitative information or a mixture of the two
Layout is the medium and the channel of delivering the information

Internal communication structural flows
Internal communication flows occur among the internal stakeholders of Pfizer Inc. The internal stakeholders being the employees, the various managers and the executive directors. 
Informational requirements among these internal stakeholders varies according to the level of seniority and it ranges from operational information to tactical information to strategic information.
The smooth flow of communication is a function of the organisational structure that Pfizer Inc., has in place and the leadership culture that pervades the corporation. 

External communication structural flows
External communication flows is the interaction between Pfizer inc., and its external stakeholders. This is enabled by the use of Pfizer Inc., website. 
Function of the website within Pfizer Inc.,
The purpose of a website is to showcase the business to the stakeholders and the outside world. Thus, the website should form part of the marketing plan. The website is an online equivalent of having a shop with the whole world as its audience.
Given the importance of website, therefore it must have its own strategy on how to attract, engage and retain visitors to the website.
Pfizer Inc., website is highly developed with detailed sitemap.
The list of characteristics that make e-marketing to be fundamentally different from traditional marketing are the 6Is of e-marketing.
6 I’s of e-marketing
· Intelligence
· Individualisation
· Integration
· Interactivity
· Industry restructuring
· Independence of Location

Intelligence
Internet touchpoint can be a low cost of gathering information about present and prospective customers in order to understand their perceptions of our product and services. This allows Pfizer Inc., to profile the characteristics of their customers via their interactions on the webpage.
Individualisation
The importance of internet marketing communication is the ability to personalise marketing communication compare to traditional way of one-message
Integration
Role of internet in multi-channel marketing
Interactivity
Deighton identifies these attributes inherent in a digital medium which is true of any online marketing activity namely:
· The customer starts the marketing conversation
· The customer is looking for an information or an experience
· Marketer has 100% attention of the customer
· The company can collate and analyse the response of the customer
· This allows the specific needs of the individual to be taken into account.
Industry restructuring
Internet connectivity has caused a paradigm shift in various industries due to disintermediation brought about by internet
Independence of Location
Pfizer Inc., can reach stakeholders around the world via the channel of the internet.
Strategic digital Marketing
Strategic digital marketing involves the appropriate mixing of the first 5Ps to  suit the target audience.
· Product
· Price
· Place – Distribution Channels
· Promotion – (IMC’s) Integrated Marketing Communications
· People
· Processes
· Physical Evidence 
Given the potential of the digital evolution and the potential to glean information about individual web browsing and shopping habits via the use of the digital devices, Pfizer Inc., is in a better position to tailor and personalise their marketing message using the 5Ps of marketing mix namely; product, price, place, promotion and people to meet the individual needs and wants.
Conclusion
The analysis conducted show that Pfizer Inc., is on top of its game in terms of several areas of competitiveness but it has to address the problem of bureaucratic organisational structure as it could make it slow and unresponsive to fast moving issues happening in its external environment.
Recommendation 
In the new hyper-connected world, “web content” is king, therefore it is important that Pfizer Inc., information architecture is designed to take into account the constant evolution of the web technologies and growing connectivity of various digital devices with the capability to interface with the personal computers, mobile phones and tablets.
An example of good information architecture is shown in Appendix 1. 
According to "The Future of Digital Marketing" study, “based on an online survey of 262 digital marketing executives at B-to-C and B-to-B companies, 80% of companies plan to increase their digital marketing budgets over the next 12 to 18 months” (Maddox 2015).














SECTION B
VIAGRA
Abstract 
This paper analyses one of the most important pharmaceutical products manufactured by a global pharmaceutical company by the name of Pfizer Inc. The product is a widely known anti-impotency drug name “Viagra,” and the purpose of the paper is to critically analyse how Viagra is promoted by Pfizer Inc., and to understand the marketing mix and most importantly the digital channels used by Pfizer Inc., to promote Viagra to its stakeholders.
Given the nature of this product, Viagra, and the fact that regulations of pharmaceutical products vary from one jurisdiction to the other, this paper limits its findings to just two countries namely; United States of America (USA) and the United Kingdom (UK).
The paper compares and contrasts the promotion of Viagra in both USA and UK, within the restriction imposed by the regulatory authorities in the two countries
Introduction 
“The global erectile dysfunction (ED) drugs market is expected to reach USD3.2 billion by 2022 according to a new report by Grand View Research Inc. Rising adoption of sedentary lifestyle and increasing prevalence of conditions causing erectile dysfunction such as stress, hypertension, and related medications are the key factors expected to widen the target population base for this market.” (San Francisco Newswire, 2015). 
This quote is a testimony to the importance of the product – Viagra – on which this report is based upon.
This paper reports on Viagra one of the products manufactured by Pfizer Inc. 
Viagra is the brand name for sildenafil citrate and is used mainly to treat erectile dysfunction in men and for the treatment of pulmonary arterial hypertension. 

Background on Viagra
Viagra was originally developed by Pfizer Inc., as a blood pressure treatment, but it soon proved to have an unexpected, highly lucrative sexual side effect by helping impotent men to maintain lasting erections during sexual intercourse.
Viagra was granted its patent by FDA – Food and Drugs Administration of the USA – on the 27th March 1998, which expired on the 27th March 2018. Due to legal technicalities, Pfizer was able to extend the patent period until April 2020. During the course of its twenty-year patent protection, Pfizer Inc., raked in about $40 billion in revenue from this drug alone. (Pfizer website).


[image: ]
Source: Statista 2018
Figure 1: World-wide sales of Viagra – 2003 to 2017
The Main Players in the Global Pharmaceutical Industry
The big players in the biotechnology and pharmaceutical industries are: Johnson & Johnson Inc., Pfizer Inc., Roche Holdings, Novartis Inc., Merck., Abbott Laboratories, Bayer., GSK Holdings, Sanofi, AbbVie and Eli Lilly Inc.
The subject of this paper is Viagra and the main competing products are:
1. Cialis manufactured by Eli Lilly Inc., of the USA
2. Levitra manufactured by Bayer AG of Germany
3. Spedra manufactured by Menarini Group SpA of Italy
Current Market Scenario
Patent period is normally twenty years during which period the patent owner can recoup the research and development costs after which generic version of the drugs become available in the marketplace. 
Pfizer Inc., patent on Viagra – one of its best-selling products – runs out in April 2020. Therefore, Pfizer Inc., has reacted strategically to this fact by taking two important decisions namely:
Firstly, it starts to steal a march on potential generic makers of the drug by manufacturing an over-the-counter (OTC) version of the original Viagra naming it as “Viagra connect.” The difference in the two versions i.e. the prescription and OTC is shown in the Table 1 below.
Secondly, it sold the royalty to an Israeli company named Teva Inc., thereby giving the company the licence to produce a generic version of Viagra.






















Table 1: Difference between Viagra and Viagra Connect
[image: ]
Source: treated.com

Healthcare Industry in the USA and the UK
Marketing and promotional activities of pharmaceuticals products are governed by the regulatory authorities in both the USA and the UK. 
In the USA, the regulatory authority is the Food and Drug Administration (FDA), “The FDA is responsible for protecting and promoting public health through the control and supervision of food safety, tobacco products, dietary supplements, prescription and over-the-counter pharmaceutical drugs (medications), vaccines, biopharmaceuticals, blood transfusions, medical devices, electromagnetic radiation.” (FDA Website)
In the UK, the regulatory authority is the Medicines and Healthcare-products Regulatory Agency (MHRA). “The MHRA regulates medicines, medical devices and blood components for transfusion in the UK.” (MHRA Website).
Given the nature of the product and the pharmaceutical industry itself, strict guidelines and regulations are in place to guard against the marketing, advertising, sale and consumption of these products. 
In the USA, there is a “FDA regulations governing pharmaceutical companies' broadcast advertisements directed to consumers produced substantial increases in direct-to-consumer advertising (DTCA) expenditures. Proponents of DTCA claim it supports patient autonomy in the patient-physician relationship and has motivated some consumers to seek a physician's care for conditions they previously had not discussed with a doctor.” (Lyles, 2002).
In both the US and the UK, medicines are available to consumers in two ways, either through a (GP) General Practitioner’s prescription and over-the-counter (OTC). 
Thus, the marketing and promotion of prescription-only medicines can be assumed to be targeted to the Doctors (GP) who make the decision on behalf of those patients, while the marketing and promotion of OTC medicines can be assumed to be targeted at the general public at large.
Opportunity in the Erectile Dysfunction (ED) marketplace
There is a great marketing opportunity in both the USA and the UK for Pfizer to capitalise on the first-mover advantage attained by Viagra in order to generate more revenue for the company.
“More than 18 million men in the United States over age 20 are affected by erectile dysfunction, according to a study by researchers from the Johns Hopkins Bloomberg School of Public Health.” (John Hopkins University, 2007)
“It is said that erectile dysfunction affects up to one in five men, the equivalent of 4.3 million men across the UK yet almost half of those surveyed (45%) who have experienced such problems have not sought any form of help.” (Coventry Telegraph, 2018).
Analysis of Competing ED Products in the Marketplace
The main competitors of Viagra is Cialis and Levitra. From the Table 2, below the competitors are much more versatile than Viagra especially Cialis which gives 36 hours of effectiveness compared to Viagra of 4 hours and Levitra of eight hours.  





Table 2: Comparison of erectile dysfunctional drugs
[image: ]
Source: Healthline

Marketing Mix of Viagra in the USA and the UK
Pfizer Inc., uses the 5Ps of marketing mix namely; product, price, place, promotion, people, in its marketing mix in both countries.
Given the growing use of web analytics and cookies which enable company like Pfizer Inc., to gather marketing intelligence about their present and prospective customers. These opportunity allows for customised marketing-mix based on their behaviour on the internet when interacting with Pfizer Inc., website.
Borden (1964) developed the concept of “marketing mix” and affirmed the idea of defining marketing manager as “one who is constantly engaged in fashioning creatively a mix of marketing procedures and policies in his effort to produce a profitable enterprise”. (Borden, 1964)


Price
Viagra is now available via prescription and over-the-counter. Therefore, it must be priced competitively as there are equivalent products in the marketplace.
Discount pricing strategy should be used for those getting drugs through their GP in order to encourage men with ED not to self-diagnose as there could be underlying issues responsible for their ED.
Product
Viagra could be made more appealing by introducing various colours and different shapes to fantasize the users. Also, research & development effort should be sustained to lengthen the duration of effectiveness of the drug.
Promotion
Viagra promotion is sensitive and considerate as it does not want to offend the ego of the men with ED issue. The promotion emphasises the benefit and happiness that is brought to relationship struggling with ED issue. Also, it increases the awareness of the ED issue. 
Place
The product is currently being distributed via the pull strategy because most promotional activities are targeted at the GPs who recommend the product to their patients.
People
Pfizer Inc., collaborates with the Urologists who specialise in the field of erectile dysfunction (ED) and the Cardiologists who specialise in the cardiac and vascular disease. 

How Viagra is marketed and promoted in the US and the UK
Marketing takes into consideration a lot of research for a target market and also to find out how much the competitors are pricing equivalent products.
Promotion is one of the marketing-mix and it involves using relevant communication medium and multiple communication channels, both traditional and digital channels to reach the target audience.
Promotion is synonymous with, and implicitly communication as it involves getting a message from the sender to the receiver through a communication medium and via a communication channel.
Thus, the importance of the message, the communication medium, the communication channel being suitable for the target audience who are going to receive the message cannot be over-emphasised.
The message must be designed to have the attributes of the AIDA model – of being able to: 
1. Capture the Attention of the receiver
2. Generate the Interest of the receiver in order to investigate further.
3. Inspire the Desire to buy the product
4. Take Action to pay for the product.
The communication medium could be written, verbal and non-verbal. This is the advantage of the online marketing as it allows an integrated media to be available to the receiver of the message.
The communication channels to be used are both traditional and online promotional channels as in the Table 3 below.

Table 3: Promotional channels
	Advertising
	Public Relations
	Sales Promotion
	Personal Selling
	Online Marketing

	· Advertisement of Viagra in various periodicals and medical magazines
	· Use of an influencer or a major public figure to give testimony about Viagra’s performance.
	· Give out a free trial samples to target customers to test its efficacy.
	· Sales representative of Pfizer Inc., selling to reselling agents appointed distributors, GP, Hospitals and Pharmacies
	· Provide information  directly to customers via a website.


Source: Author
Integration of the Offline and Online Communications
Offline promotion refers to using communication channels such as advertising, and public relations in the delivery of Pfizer Inc., marketing messages via traditional (offline) communication media such as TV, exhibitions, print, direct mail and word-of-mouth in order to direct potential customers to the online platform.
Hitwise (2006) “found in a study of brands including BSkyB, Orange and the AA that searches on brand terms and URLs increased when offline media investment was combined with online.”
The importance of online communication is corroborated in this statement; “it seemed to us that the main thrust of the transformation in marketing practice could be reduced to this: a shift from broadcast marketing to interactive marketing. Mass marketing concepts and practices are taking advantage of new ways to become more customized, more responsive to the individual.” (Deighton, 1996)
Traditional media of communication is different from the digital form of communication and represent a paradigm shift. (Deighton, 1996) identified the 6Is which is inherent in a digital medium of communication namely:
· Individualisation
· Interactivity
· Intelligence
· Integration
· Industry restructuring
· Independence of location
Individualisation means that marketing communication can be personalised to individual based on their surfing habits on the internet which is contrasted to the traditional medium where ‘one-size-fits-all’ campaign is the order of the day.
Interactivity “points to two features of communication: the ability to address an individual and the ability to gather and remember the response of that individual. Those two features make possible a third: the ability to address the individual once more in a way that takes into account his or her unique response.” (Deighton, 1996)
Intelligence of the digital medium is characterised by its inherent ability, using web analytics to collect marketing research about a customer’s perceptions of products and services when visiting a website. This enables marketing effort to be focused on meeting the needs of the customer.
Integration is the inherent ability of the digital medium to provide a scope for integrated marketing communications whereby two-way direct conversation between the customer and the company takes place via multiple channels like web, email, phone, traditional mail, and person
Industry restructuring is arguably the most important disruption that digital medium has brought upon the marketing landscape as the customer can interact directly with the producer without the need for an intermediary as a go-between. This has empowered customers and also brought about the disruption and destruction of the traditional industry structure.
Independence of location is the ability of the digital medium to make the world your oyster by increasing the reach of the marketing communications to the global audience.

Comparison of the drug advertisement with other sectors
Given the dangerous nature of the products produced by the pharmaceutical companies, their products are regulated differently with multiple agencies overseeing the industry in order to maintain the health and safety of the people.

In the USA, the advertisement and promotion of prescription drugs and over-the-counter (OTC) are carried out by two federal government agencies: 
· The Food and Drug Administration (FDA) and 
· The Federal Trade Commission (FTC)
Federal Trade Commission (FTC), is an independent agency of the USA government charged with preventing unfair or deceptive trade practices.(FTC website). The FTC is charged with the responsibility for regulating OTC drugs advertisements and promotions, while the FDA regulates advertisements and promotions only for prescription drugs. 

In the UK, the control of medicines advertisements and promotions is primarily conducted on a self-regulatory through a combination of codes of best practice and legislative basis by a range of industry bodies, supported by the statutory role of the Medical Health and MHRA. The industry bodies are namely:
· the Advertising Standards Authority (ASA), 
· the Committee of Advertising Practice (CAP) and 
· the Broadcast Committee of Advertising Practice (BCAP).

The Advertising Standards Authority (ASA) is the self-regulatory organisation of the advertising industry in the United Kingdom. The ASA is a non-statutory organisation and so cannot interpret or enforce legislation. However, its code of advertising practice broadly reflects legislation in many instances.

“The CAP Code covers non-broadcast advertising, sales promotion and direct marketing.” (CAP website) 

“The BCAP Code covers the rules for broadcast advertising. These are enforced, where necessary, by the Advertising Standards Authority (ASA).” (BCAP website)


Altering the Marketing Communication Strategy
Marketing communications strategy is the strategy deployed by Pfizer Inc., to reach its target market through various types of communication. It includes three steps namely:
· your message 
· the communication medium
· the communication channel 
· the target audience 

The Message
The top priority should be given to the message to make sure that it achieves its purpose. 

Given that human beings are not alike, marketing communication message should be designed to address the great disparities among human beings by taking into consideration of how different people perceive, draw and interpret
differently the meanings from the same event. 

“Neuroscientists have determined that dopamine and phenylethylamine flood our brains when we see a familiar face, i.e. a celebrity. These hormones trigger positive emotional states thus encouraging trust in the promotional message brought to us by those faces (Mucha, 2005). 
“This also would seem to partially explain why favourable word of mouth recommendations from close friends/acquaintances are also effective.” (Fugate, 2007) 

Conclusion
Pfizer Inc., promotion of Viagra is achieving the desired results in terms of generating revenue for the company. Also, it has been able to obtain the licence to market an alternative product – Viagra connect – that caters for over-the-counter customers. This is stealing a march on the potential generic manufacturer of the product when the patent runs out in April 2020.
Recommendation
It is recommended that hybrid marketing strategy should be used for Viagra as it combines the traditional elements with the online elements
Any marketing strategy adopted should be in alignment with the mission and long-term strategy of Pfizer Inc.,
The growth of internet usage has led to the increased availability of information which invariably has led to the empowerment of consumers. This has necessitated businesses to avail customers with sufficient information on which to base their decision. Therefore, attention should be given to the information architecture, especially “content marketing” as it provides limitless opportunities for Pfizer Inc., to interact with its stakeholders.
“Content marketing is the present and especially the future of digital marketing and inherently to marketing in general. Therefore, a digital marketing strategy cannot be successful without having a quality content marketing.” (Patrutiu-Baltes, 2015)
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Pfizer Inc Subsidiaries websites
http://www.4dmoleculartherapeutics.com
www.acceleratorcorp.com
http://www.adapsyn.com
www.amra.se
www.antolrx.com
www.aquinnahpharma.com
www.arrakistx.com
www.artiospharma.com
www.autifony.com
www.bioatla.com
www.biodesy.com
www.blademed.com
www.complexa.com
www.cortexyme.com
www.cydanco.com
www.cytomx.com
www.dir-technologies.com
www.effector.com
www.eigerbio.com
www.epicsciences.com
www.flexiontherapeutics.com
www.gconbio.com
www.imaratx.com
www.ixchelsis.com
www.jnanatx.com
www.lodotherapeutics.com
www.magnolianeurosciences.com
www.mersana.com
www.merus.nl
www.metabomed.com
www.missiontherapeutics.com
www.morphictx.com
www.neumodx.com
www.neuronetics.com
www.nextcure.com
www.nimbustx.com
www.novocure.com
www.palleonpharma.com
www.petrapharmacorp.com
www.reflexionmedical.com
www.rhythmtx.com
www.secondgenome.com
www.stormtherapeutics.com
www.strataoncology.com
www.synlogictx.com
https://system1.bio
www.therachon.com
www.translate.bio
www.yumanity.com
www.ablexis.com
www.aqxpharma.com
www.avidrp.com
www.clovisoncology.com
www.fluidigm.com
www.genomichealth.com
www.bd.com
www.nodalityinc.com
www.ziarcopharma.com
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