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Executive summary
AstraZeneca has invested more than $1.5 billion in its R&D sector to creating innovation in medicinal facilities after the post-pandemic scenario. This mechanism of the research study can be able to develop the all-over business phenomenon as per the criteria of the modern population base. On the other hand, it can be able to modify the financial growth as well as the market reputation of this company according to this recent competitive business industry of this era. The SWOT and the PESTEL analysis based on this company can be able to identify the relevant risk factors as well as the possible solutions to the problems of this company.   
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[bookmark: _Toc121334722]Introduction
 “Marketing management” refers to the associated strategies as well as tools that can be used in the layout of analysing the functional credentials of the business and thereby promoting the business. Most importantly, business ventures use the techniques of marketing management in order to systematically identify the associated growth opportunities so that they can connect with the targeted market. Alongside it coordinates with the efforts of advertisements across the various platforms so that the image of the brand can be promoted. Accordingly, the study is going to significantly illustrate the activities as well as the roles of the marketing department of AstraZeneca. Moreover, it also correlates to the shortcomings of the marketing strategy of AstraZeneca lastly, the feasible recommendation for the company.        
[bookmark: _Toc121334723]Task 1: Critical evaluation of AstraZeneca’s marketing activity 
[bookmark: _Toc121334724]Importance of marketing and the resources invested by AstraZeneca 
The main objective of the company is to provide the cure for various diseases in every formulation and systematically the company follows science and technology to gather knowledge regarding the complexities of the diseases. Thereby, according to the report of Sami, (2022), the company focuses on developing the crucial aspects and developing life-changing treatments increasing the potential of cure. Apart from that, marketing may play the keenest role for the company to better achieve its organisational goals as well as to maintain its reputation to the customer base in the marketplace of the country of the UK. 
Marketing resources correlate to any kind of forms such as budgets, technologies, digital assets employees and many others. Thereby it signifies the associated assets that can be used for the functional channel of marketing. Moreover, the company after analysing the portfolio of cardiovascular disease invested $1.5 billion annually in order to meet the ambition of teaching 10 million patents by the end of the financial year 2025. Moreover, as per the report of Al Ghanem et al. (2021), the financial resources are invested in marketing staying passionate as well as committed to improvising the outcomes for the patients. It also signifies market access because it is a critical aspect of the expansion of the business. Moreover, in order to systematically enhance its reach in the marketplace the company uses the formulation of partnership and considers it to be more than intention or a word. Thereby, the company tends to work closely with localised healthcare providers as well as the local capital markets.   
[bookmark: _Toc121334725]The macro and micro environment of AstraZeneca and the influence of the same in marketing strategy
	Strength 
· Rapid streamlined decision making 
· Presence of effective commercial as well as research and development teams in the emerging marketplace (Tulum et al. 2021)
· The varied range of product portfolios and access to the marketplace of more than 100 countries	
	Weakness 
· The discontinuation of the product impacts the operational performance of the company
· During the case of Cefotan, the company got affected by a drug shortage
· Legal proceedings as well as issues of pricing affect the brand image (Kent et al. 2021)

	Threat 
· Leverage a strong presence in the market
· The increasing population of global ageing 
· The increasing importance of the bio similar market 
	Opportunities 
· Competitors gaining access to the effective drug
· Numerous guidelines regarding the stringent drug development guidelines (Runiewicz-Wardyn and Eliashvili, 2022) 
· "Seroquel" the main drug is subjected to the threat of copycats of generic drugs. 


Table 1: Microenvironment of AstraZeneca
(Source: Self-created)

	Political 
· The political stability of the United Kingdom
· The administrative system of the UK is stable and systematically has effective trading policies
· The low and smooth taxation policies of the country play the keenest role for AstraZeneca to gain hold of the competitive position  
	Economic
· The economical stability as well as high growth rate help for maintaining the effective growth rate
· Inflation in the UK poses a negative impact on the operations of the company (Bernal et al. 2022)
· Smooth demand and supply of labours  
	Social
· The significant income level of the citizens of the United Kingdom provides the opportunity for growth for AstraZeneca
· The demographics of the UK such as the population growth as well as the young population are a favourable indicators of the company 

	Technological
· The well-developed infrastructure of the technology of the UK helps the company to gain access to innovation, reduction of cost, value creation objectives and many others
· The vivid investment in research and development by the authorised body of the UK   
	Legal 
· The employment law of the UK such as the inclusion of fair trading, fair wage, and equity system is the systemic aspect of the UK
· The consumer protection laws of the UK help to maintain the privacy level of consumer 
	Environmental
· The climatic condition of the UK is favourable so that the employees can focus on innovation (Cross et al. 2021)
· The environmental policies of the governmental body of the UK help the company to attain environmental stability.  


Table 2: Macro environment of AstraZeneca
(Source: Self-created)
The above table signifies the micro, as well as the macro-environmental aspect of AstraZeneca alongside, proposing a significant impact on the success of marketing. The aspects of the micro and macro in the case were considered in-depth during the tenure of developing the strategic plan of marketing may help the associated body to gain knowledge of the various spectrums. According to the report of Tobaiqy et al. (2021), this can be stated because the micro and macro environmental analysis of AstraZeneca helps in order to gain the internal aspects as well as the external aspects.     
[bookmark: _Toc121334726]The STP of AstraZeneca 
Segmentation, Targeting and Positioning (STP) appears to be the marketing approach that helps in the design layout of segmenting the targeted audience for the services and products offered by the company. It plays the keenest role in order to capture the targeted market segment effectively as well as smoothly. 

Figure 1: STP of Astra Zeneca
(Source: Self-created)
Segmentation
It can be stated that the main objective of the company is to provide the vaccine for various diseases so that people can be safeguarded from the hazardous aspects of the diseases. According to the report of Cross et al. (2021), “behavioural marketing segmentation” can be a systematic approach to the product selling strategy by the company. That may help the company to gain access to real-life data regarding purchasing as well as spending and the effectiveness of the vaccine to safeguard the users from diseases. Most importantly, the company may perpetually integrate the associated plan with the layout of the marketing mix considering the need for the worldwide marketplace.  
Targeting 
It seems to be perpetually desirable in order to target the audience before initiating the business. However, in the case of the vaccines of various the targeted consumers that belong to every age group require the products and similarly, the company also wants to sell its products smoothly in the worldwide marketplace. Apart from that, as per the report of Mohakuda et al. (2021), having a systematic as well as potential segmentation in the business can aesthetically lead to the imperative approach of targeting the marketplace. Thereby the company must focus on the layout of the supply chain and development of the products so that the supply must not be hampered, as the demand tends to be higher in the marketplace.  
Positioning 
It can be stated for a business to attain maximum stability as well as sustainability it is desirable to stand out of the crowd with the help of systematic positioning. It enables the company to build a smooth channel of communication with the targeted marketplace and thereby the company can perceptually communicate with the consumers as well as the targeted marketplace. This may hello the company to gain hold of the competitive position in the marketplace by building a specific as well as significant positioning of the brand. Apart from that, as per the report of Runiewicz-Wardyn and Eliashvili, (2022), to do this, the company should consider “Positioning based on Quality and Price” this can be because earlier the products offered by the company called for a limited targeted market and scope. 
[bookmark: _Toc121334727]Selection of media used for marketing 
The promotional strategy of the vaccines appears to have been done by the consumers, as the effectiveness of the vaccines seems to be higher as compared to others. On the other hand, according to the report of Sah et al. (2021), AstraZeneca has been collaborating with various companies in the global marketplace in order to promote products as safeguard the life of numerous people from the hazardous aspects of the global pandemic. The marketing professionals in this particular case did not have to bother much about the promotional aspect of the product because of the high need in the marketplace. However, the company seems to have intended in order to spread awareness using collaboration as well as with the help of technology as well as digital media.    
[bookmark: _Toc121334728]Success measurement 
The success of the marketing campaigns can be accessed by considering the figures of the company whereby the sales showcase above 1 billion dollars. Moreover, the company highly invests in research and development and that systematically functions because of the dedicated research and development team of the company.    
[image: ]
Figure 2: the product sales mix of AstraZeneca
(Source: Sahay et al. 2022)
The above figure displays the revenue growth of AstraZeneca and the total revenue seems to have grown by 11% to "5.48 billion" which tends to have surpluses the projection of the analyst that was $5.27 billion. Apart from that, the core EPS of the company also gets doubled to 89 cents per share which perpetually beats the estimated consensus by 46 cents. Moreover, according to the report of Sahay et al. (2022), during the tenure of 2019, it can be seen the best-selling product was “Tagrisso” a drug for lung cancer. Eventually, the sale of the drug nearly doubled to $630 million and that accounted for 12% of the overall sales. Lastly, the 14% growth in the sales of the product reflects the success of the new medicines as well as emerging markets. Accordingly, the Tagrisso, Lynparza, Oncology, and Imfinzi do well in the Farxiga, Bio Pharma, Fasenra, and Brilinta and result in growth in sales.  
[bookmark: _Toc121334729]Task 2: Shortcomings of the marketing of AstraZeneca
The shortcomings of the marketing are the varied dispersed consumers in the marketplace the company is operating in more than 100 countries thereby the associated authorised body of marketing needs to develop the strategies as per the consumer persona. Apart from that, the consumer of the company is subjected to the sensitivity of the price thereby the sales promotions are subjected to numerous uncertainties. Moreover, according to the report of Sharma et al. (2021), it may also create ineffective long-term success for the company by risking the promotional aspects of sales. Potentially, as per the report of Shrestha et al. (2021), in the long run, it may create obstacles for the functions and thereby can tarnish the image of the brand. The associated body of the company implements the marketing strategy in order to draw more consumers the segments of launching the promotions tend to take time, financial investment, energy, manpower and many others.    
Apart from that, the main key propel of the marketing strategy is hard to generate momentum regarding the growth of the company within the allocated tenure. The execution of the associated developed marketing strategies may not be subjected to guarantee any type of success for the company (Vojkovic Mitic, 2020). Alongside, it also correlates with various disadvantages of cost, resources and many other aspects. Later on, it can be stated creating a strategic plan of marketing can create obstacles for the business functionality and derail the vision of the associated company. On the other hand, as per the viewpoint of Subedi et al. (2021), it can be stated that in case of any type of faulty decisions regarding the main financial projection the main information may not be projected correctly to the associated targeted marketplace. Thereby in order to develop the marketing strategy the associated marketing personnel of AstraZeneca needs to focus on the needs of the marketplace in order to achieve a competitive position in the marketplace.    
[bookmark: _Toc121334730]Task: 3 Recommendations on the improvement of the market strategy
· AstraZeneca is an all-time growing medicine production company but for the improvement or development of the market, AstraZeneca needs to follow and need to make a proper strategy. Al Ghanem et al. (2021), opined AstraZeneca needs to focus on “R&D”, as it’s an important and core strategy for the development of any medical company.  If the company can focus on their research then it can easily get a clear idea about the market value and also need to focus on the research for its vaccine and medicine. The research they need to do for the development of the medicine quality and will be needed to make an efficient vaccine and medicine. AstraZeneca needs to research the area where their vaccine and medicine will able to create market and economic value and where their medicine is most needed.
· Ramírez et al. (2022), stated AstraZeneca, during the time of “COVID-19”, provides lots of vaccines in every corner of the world and that have an effective productiveness that they have shown as it improves their company’s reputation as well as their economic value in the market. But now, Government provides that vaccine and the government also got that vaccine with a very low value and that affects their business a lot. As AstraZeneca recorded at the time of “Omicron” by producing the most effective vaccine and needs to remind its past development if they want to improve in future. AstraZeneca always gives their hundred per cent protection for each vaccine and they very efficaciously did that and that made them reliable and trusted. AstraZeneca should focus on the booster dose for covid as it is required now. This company needs to make a partnership with another company that can help them to catch the attention of the public worldwide. AstraZeneca needs to focus on the accessibility of their medicine as some of their medicine as well as vaccines are valuable but costly, so, they need to focus on the market value. WHO prioritize the one thing that is the booster vaccination to build and improve the immune system so that covid will not create a major injury to health AstraZeneca has more or less 72% efficacy against covid and the company should focus on the extant efficacy. The company needs to produce more vaccines as the government recommends the “booster dose” of four or six months later.
· Revalska et al. (2022), stated AstraZeneca earlier concentrates more on some diseases like “Cardiovascular” and “oncology”. This company need to focus on these rare diseases as the medicine for this kind of disease is not easily available. AstraZeneca also needs to focus on and analyze current diseases if possible then they also have to try to make medicine for the current diseases. The company also can focus on their medicine quality by innovating its science and pharmacy. Garrison (2020), opined AstraZeneca must have to extend its resources. The company needs to think about their long-term success by improving its productivity. AstraZeneca needs to focus on the vaccine for the current disease. As the company is best known for the numerous production of vaccines for that disease which can cause someone's death, that's why they need to be on the vaccine production. The team doing the research work for the company must know the vaccine ingredients resources and what statistics based the company have to produce the vaccine. As AstraZeneca has many medicines for cancer and their aim is to cure those who have this disease. As cancer is a worldwide disease and currently, this disease is something which is the reason behind the death of several people. AstraZeneca needs to improve its medicine by the innovation of science and they need to produce more medicine which generally used for cancer.
· According to Volgina et al. (2022), AstraZeneca should make a strategy and analysis of their current competitor then only they can get the market strategy. There are many competitors that AstraZeneca has and those companies also produce vaccines for covid. AstraZeneca needs to analyze strategically and systematically the next step of that competitor companies. The company should focus on the upcoming action of Pfizer and USK, as these two companies doing the same thing that AstraZeneca does and these two are the competitors of this company.  AstraZeneca needs to analyze its market strategy; if it can happen then it can produce better medicine and vaccines than the rest. As one needs to know the market value and the competitor for the betterment of their production.
[bookmark: _Toc121334731] Conclusion:
AstraZeneca Company has provided the cure for various diseases and follows science and technology to gather knowledge and collect accurate information regarding the complexities of the diseases. In addition, for “cardiovascular” disease, the company has invested annually $1.5 billion in order to meet its aim as wants to reach out worldwide with its medicine and vaccine. This company has some weaknesses as well as strengths. AstraZeneca has made its political stability in the UK.  AstraZeneca's economic stability as well as a high growth rate helps for maintaining an effective growth rate. AstraZeneca has worldwide demand. A significant resource for income is provided by the UK.  AstraZeneca has a number of labors for production and it has developed technology also. The climatic condition is also suitable so that the employees can focus on innovation. The company focuses on the layout of the supply chain and the development of the products. The company’s sales of drugs are nearly $630 million and 12% of the overall sales. The company’s 14% growth in the sales of the product reflects the company’s success in the market.
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Segmentation- Behavioural market segmentation  


Targeting- Micromarketing


Positioning- The positioning should be done inthe global marketplace
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