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[bookmark: _Toc113434888]Executive summery
The Pharmaceutical industry is one of the growing and competitive industries. With nature of the business, even at the economic slowdown the industry reflects apparent growth. The objective of conducting the study is to evaluate the innovative marketing strategies formulated in the GSK. Accordingly, the background of the strategies, marketing mix, communication channels adopted by the GSK, competition will be evaluated. Marketing mix is the key tool that is supported with evaluating and analyzing the key element of the marketing strategy of the company and the study is conducted subjected to the 4P’s.  Since, the GSK is a UK based company with the expanded network across many countries the geographical role would be further discussed in relation to the marketing concepts of segmentation, targeting and positioning (STP). The effectiveness of the innovative marketing strategies is determined by the degree of the contribution of such strategies towards the ultimate objective of the company. Accordingly, the study concludes the role of the marketing strategies towards the objectives of the GSK and the widely on the customer and customer journey. 













[bookmark: _Toc113434889]Introduction
Medicine plays an integral role in human’s life and the continues innovations and researches have improved the quality of the life and the well being of the human beings. With the change of the life style it has proven that the consumption of the drugs has been rapidly increased. The latest statistics provide, the National health service in UK’s revenue from selling the drug £ 7bn per annum (GSK, 2021). The Pharmaceutical industry is placed after tourism and finance industries with the competitive and lucrative nature.






[bookmark: _Toc113434890]1.Introduction to the company
GSK is a well reputed biopharma company which science, technology and talent is in optimum unity to get ahead of the diseases. The history of the GSK began in the 18th century as a health focused business across UK, USA as well as Asia pacific (GSK, 2021). Recently the GSK is considered as the second largest pharmaceutical company formed as a result of merger of SmithKline Plc and Glaxo Wellcome Plc.
GSK prioritize the operation and innovations in vaccines and certain specialty medicines while enhancing the opportunities for prevent diseases. As a part of the operation process GSK mainly focus on four key therapeutic areas including infectious diseases, immunology, HIV as well as the oncology. The GSK is on operational progress is apparently reflecting in the R&D pipeline. In order to record the continues success stories the GSK has entered in to the mutual collaborations with University of Oxford on neurodegenerative diseases as well as cancer treatments with Kings College London.
The product portfolio of the GSK represents main three segments. Vaccine is the broadest product in the product portfolio with more than 20 varieties. Under the GSK brand, 2 Million vaccine doses are delivered across the globe per day. Specialty medicines of the product portfolio represents the medicines for cancer and general category represent the inhaled medicines for asthma and COPD.
Value chain of the GSK is span over, identify, research, develop and test of groundbreaking discoveries in order to complete regulatory approval, manufacturing operations and commercialization.
Vision: “The opportunity to make a difference to millions of lives every day.” (GSK, 2021)
Mission: “A science-led global healthcare company with a special purpose: to help people do more, feel better, live longer.” (GSK, 2021)




[bookmark: _Toc113434891]2. Introduction to the marketing strategies
Marketing strategy can be simply defined as a key part of the overall business strategy which lead the business to reach the prospective consumers and convert them to the regular customers of their product and service (Miracle, 1965). The vision, mission and organizational corporate objectives are backed on the marketing strategy. Adopting effective marketing strategy would further lead the company to achieve the communicative sustainability and competitive edge in any competitive industry as it’s main focus is on the unexplored markets and the unserved customer needs (Mothersbaug, et al., 2020). Market research is carried out by the companies in order to capture the dynamic preferences of the target audience. 
[bookmark: _Toc113434892]2.1 Formulating the marketing strategy. 
To formulate and adopt the most effective marketing strategy, the organization requires to follow few steps (Batat, 2019). 
Identification of the goals. The marketing team should essentially identify the short term and long-term goals which contribute to the ultimate object of the company. Enhanced customer engagements, expanded market shares, increased demand are the measurable benchmarks to evaluate the effectiveness of the marketing strategy. 
Identification of the clients Identification of the target audience is essential before executing the marketing strategy. The dynamic preferences and the customer lifestyle would make significance impact over the potential demand . 
Create identity message Next step is to positioning the product or services in the mindset of the targeted customer audience with the clearly defined message.
Define the marketing budget The entire marketing strategies are subjected to the affordable limited constraints of the company mainly the time and financial resources. Having well defined marketing budget would eliminate the potential issues. 
Determine the marketing channels. Since the messages need to be delivered to the appropriate venue. Determine the most fast and effective way of reaching the potential customers. 
Set KPI to measure the success.  To evaluate the reachability of the marketing strategy to the ascertained target audience the marketing attempts should be timely evaluated against the well defined KPIs. 
[bookmark: _Toc113434893]3. Marketing Communication
Communication Definition
Simply the communication refers to transfer of information from one person to another person. It could be the means of thought, facts, feelings and values (Krizanova, et al., 2019). Communication is the interactive exchange between two parties, who is having the mutual communicative intention and awareness (Duralia, 2018). 
Corporate communication strategy being a key part of marketing strategy creates the totality of company objectives to transmit a favorable brand image of company values on to targeted audience (Cornelissen, 2020). 
GSK seeks to enhance the communication efforts with the key stakeholders in order to achieve the market expansion via the enhanced customer loyalty with the below discussed models.  
[image: ]
Figure 1 Integration of communication with marketing Mix     (Duncan & Moriarty, 1998)



[bookmark: _Toc113434894]3.1 Communication Channels of GSK
Key Audience of the GSK 
GSK product portfolio contains the range of vaccines and medicine; accordingly, GSK considers patients as end users of the products. Despite the individual consumer groups, communication audience for the GSK is as follows.
Medical practitioners
Government authorities and regulatory bodies
Prospective investors and existing shareholders
NGOs
Employees      (GSK, 2021)
Communication channels
Website
Website of the GSK is the prominent platform of delivering the massages to the targeted audience under monitored web environment (GSK, 2021). Customers and patients are actively engaging in searching the real-time information on products and ethical standards. Key objectives of GSK’s website are outlined below. 
· Enhance the consumer awareness on products
· Boost up the GSK’s image and enhance the transparency of the operations by making the trial data base and financial reports available to the public.
· Bringing the mission statement to the reality via CSR activities.
CSR Reporting
 Active engagements with social responsibility programs promote the brand of the GSK with the enhanced brand loyalty. GSK’s practice of CSR reporting provides extensive information’s on efforts towards offsetting the social cost, investments in society to uplift the human lives, strengthen bonds with the essence of the statement of mission as well as aiding against the spread of life threating diseases (GSK, 2021). 
Press releases
GSK use press releases as a communication channel when communicating with the investors and journalists with the purpose of making disseminated quickly with the vital positive information, for a rapid response on aroused issue or at a arise crisis.
 Direct-to-consumer advertising
direct-to-consumer advertising in GSK is broadly applied within the UK market, bieng the lead of Big Pharma in marketing communication expenditure. GSK targets the customers in the UK market via newspaper and magazine advertisements emphasizing product credibility by featuring the members of independent bodies and experts. GSK applies the similar channel on OTC medicine products and consumer healthcare products. E.g. Sensodyne toothpaste promotional campaign is featured with dentists (GSK, 2021).
Mission statements
Mission statement is possible to define as the spirit of the company’s holistic strategic objectives, values and philosophy which mainly deliver and create the image of the company. In further it delivers the massage on board decisions, integrity of the management and staff as well as the transparency of the entire process. This would direct both external and internal stakeholders to contradict the negative perception on GSK (GSK, 2021).
E- Marketing
This is the fastest way of communicating through internet marketing platform. 
GSK is not only placing its promotional literature on the internet, but also developing websites for the interest of the doctors from this GSK expect to get doctors to visit such sites. It is possibly assumed that within 3-5 years down the line, website will become the widely used and effective platform for launching the promotion in pharmaceutical industry

[bookmark: _Toc113434895]3.2 Communication model -Shannon and Waren Weaver's macro model
[image: Shannon and Weaver Model of Communication]In 1948 Shannon and Weaver were introduced this mathematical and well known, formal model of communication which was specifically designed for effective communication between the sender and receiver (Bowman & Targowski, 1987). In further it evaluates the factors which influence over the entire process of communication as well.
Figure 2:Shannon and Waren Weaver's macro model

This model relating to marketing process of the GSK is possibly to define in the below way. 
Sender is the GSK, act as an advertiser. Receiver is the target market/patients. The sources of information (Massage) is sent via a channel (Website, newspaper, tv, etc.). Consumer receives the massage and decodes the massage. The consumer being the receives the massage and send the feedback to the sender. In between the process the disturbances in distortions, channels and degradation of information. 
[bookmark: _Hlk110820864]3.3 Integrated Marketing communication (IMC)
Integrated Marketing communication is a marketing strategy that links various communication channels and communication platform together to deliver single branding massage to the audience (Porcu, et al., 2012). Further it is possible to define the IMC as management process of analyzing, planning, implementing and controlling all the marketing communication contacts of the company, communication technology and media which is targeted with a specific target audience in order to achieve maximum brand value (Kliatchko , 2005). 
Importance of the Integrated Marketing communication
Integrated marketing communication enable the company to reach larger audience at once with singular brand massage. All the marketing platforms enable to integrated this massage in their own content (Duncan & Everett , 1993). Blending the multiple marketing tools together would create increased brand awareness in the target groups (Reid, 2005). Further IMC provides long term relationship with the targeted consumer group and the brand as well. This would enable the company (GSK) to create a loyal customer base potentially. This will be cost effective and time saving approach of marketing as it accelerate the marketing process by delivering singular branding massage in a very fast manner. 
Tools of Integrated Marketing communication
· Advertising
· Sales promotion 
· Personnel selling
· Public relations
· Direct marketing
· Social media marketing
· Mobile marketing are the key tools in integrated marketing communication which derives 360-degree approach. 
GSK being a brand with global presence, the integrated marketing communication represents the aggregate characteristics of the online and offline promotional strategies. As a part of the online promotional strategy, the website of the GSK plays vital role with wide informative aspect. Facebook, Twitter and Instagram are the social media platforms that enhance the social awareness as well as expand the customer base with the popularity and the customer reviews for the GSK brand. E mail marketing and the video marketing are the latest trend of online marketing approaches in GSK marketing context. Email marketing is the way of encouraging the potential customers to try out the products with the attached benefits and discounts, further the existing customer base is possibly to retain with the loyalty offers. Mainly this email marketing is viable in the GSK’s B2B marketing line. Video marketing also opt to capture the customers easily and expect to promote the products via video clip through the social media, website as well as the television. promoting the products through the social media influencers are another trending and effective marketing way in gsk. 
Offline promotional attempts also considerably contributed to the GSK’s marketing strategy. Mainly the instore promotions with significant discounts. Sponsoring to the events that the target audience is participated is another aspect of offline promotions where the customer loyalty is enhanced. The GSK’s main approach is print Ads as it enhances the visibility and the credibility of the brand. 














[bookmark: _Toc113434896]4. Brand and Brand equity
[bookmark: _Toc113434897]4.1 Brand
Brand can be defined as an intangible marketing concept that the product makes identifiable amidst the rest of the products in the market.  To shape the consumer perceptions on the product, company and the individuals of the company branding provide extensive support (Rooney, 1995).  
[bookmark: _Toc113434898]4.2 Brand Equity & Brand awareness
Brand equity refers to the overall and holistic value of the brand (Aaker, 1992). Behind the GSK’s branding strategy there is an objective of new purpose and ambition of growth. Further it combines the technology, science and talents together to deliver quality consumer experience (Farquhar, 1989). Brand equity of the GSK is possible to evaluate in terms of the below components. 
Brand Awareness
Brand awareness provides the root for enhanced brand equity (MacInnis, 1999). High brand awareness ensures that the customers are having better knowledge on the GSK brand and the brand related information. Increased brand visibility in the pharmaceutical industry would enable GSK to reach to the competitive edge
Brand Association
This reflect the degree of customer association with GSK brand based on their past experience: advertisements, celebrity associations, CSR activities and publicity in media channels (Till, 2011). 
Brand loyalty
High brand loyalty is reducing the potential marketing expenses of GSK. Further this enhance the risk of introducing new products to the market and act as a market barrier towards the new entrants while enriching the company’s bargaining power of the GSK (WT., 1964). GSK seeks to expand the brand loyalty by rewarding on the consumers’ repeating purchasing practices. 
[bookmark: _Toc113434899]4.3 Brand awareness models of GSK - Keller's Brand Equity Model
Keller's Brand Equity Model (which is known as the Customer-Based Brand Equity (CBBE) Model) was first introduced by marketing professor, Kevin Lane Keller, under his widely-used textbook, "Strategic Brand Management." 

[image: Brand Equity Model | Reviewing the Concept of Brand Equity]The key perception behind the Brand Equity Model is simple: to strengthen up the brand, it is essential to identify the customer feedback on the product (Kuhn, 2008). Building up the right type of experiences around the brand would make customers to have positive thoughts opinions and perceptions about it. Customers will pick the brands which are having strong brand equity and they will recommend the product to others as well. In the below model, provided the four steps to be followed for strengthen the brand equity with 6 components that defines the brand equity as well (Farjam & Hongyi , 2015)	. 
		Figure 3: Keller's Brand Equity Model

[bookmark: _Toc113434900]4.3.1 Keller's Brand Equity Model of GSK
1.Brand Salience: This depicts how aware customers are to the existence of GSK brand in general. Identify the salience is the crucial first step of building customer brand equity – This defines if consumers are not aware of the GSK brand, it will be difficult for them to decide an opinion about it one way or the other. GSK had designed a unique logo which is iconic and easily identifiable. This allows company to reach the highest expected levels in goals as well as build up a strong reputational image as well. To make the brand name more familiar GSK has done a rebranding in the name of the brand, font color recently.
2. Performance/ Imagery This layer of the model define the Ascertain and communicate the what the GSK brand means to its customer. This is evaluated in terms of “imaginary “and “performance”
“Performance” is evaluated in terms of how well the products of the GSK is addressing the customer needs.
“Imaginary” measures how well the GSK brand address the customer requirements at the social and phycological level. If the GSK brand is possible to meet the requirements directly. Either from customer’s own experience of the GSK products or way of word of mouth.
3.Brand Response- What Do I think, Feel about you?
Customer responses on GSK brand would be fallen in to main three categories, “Feelings “and “Judgement”. The judgment on the GSK brand is stick around the below 4 categories. 
Quality: customers do judgements based on the actual and perceived Quality of the drugs and medicines and other consumer products under GSK brand
Credibility: Expertise, innovation and the trustworthiness are the key determinants that the customer judgements are based on. Research and development aspect are fallen under this
Consideration: Customers consider the relevancy of the products to their unique requirements. Conducting the consumer research would enable GSK to identify the customer dynamic pharmaceutical preferences of the consumers.
Superiority: How well the consumers compare with the GSK brand with other competitors in the pharmaceutical industry. 
4.Brand Resonance- How much of the relationship 
Brand resonance is hard to achieve and most desirable level in the pyramid. GSK could reachable to this level only if the consumers are having deep and psychological bond with the GSK brand. This comes in a way of behavioral loyalty: regular and repeat purchase of the drugs and medicines from the GSK brand or as a result of attitudinal attachment of the customers.
Keller’s model provides more holistic view on the building up the company’s brand and the customer perception on the given brand. Further this model is provided with the wide guidance on the marketing strategy of the company as well. Despite the favorable aspects, there are many disadvantages attached to it. This model is heavily based on the emotional responding of the customers. With the nature of the model this is more suitable with the B2B business models as it focuses beyond the single purchases.

[bookmark: _Toc113434901]5. New Promotional Strategies for the GSK group
[bookmark: _Toc113434902]5.1 What is promotional strategy
Promotional strategy is defined as a tactics and plans established in the marketing plan in order to increase the product or service demand (Gelder & Woodcock, 2003). Promotion strategy plays key role in the marketing mix. Below evaluated the promotional strategy of the GSK. 
[bookmark: _Toc113434903]5.2 Promotional strategy of the GSK group
GSK engages with promoting its’ products under several approaches. Since the GSK brand continuously delivering high quality promotion aspect of the marketing mix plays vital role. GSK is maintaining UpToDate website to create awareness among the consumers. In addition, GSK is severely engaged with electronic advertising for consumer healthcare products. Further GSK is associated with many social responsibility programs to uplift the human lives providing healthcare supporting and education (GSK, 2021). GSK is followed influencer marketing with the popular celebrities such as Sachin Tendulkar for act in commercial advertisements and recommending its products as well
Further for the consumer healthcare products are mainly promoted through the TV commercials to create brand recall in the consumer mindset.
Despite from the above common illustration on the promotion function in the capacity of marketing mix, promotion as a part of business strategy is outlined below, 
[bookmark: _Toc113434904]5.2.1 Above line promotional strategies
Above the line promotional strategies expect to reach wide pool of potential customers at once
	Television
	Radio
	Print Advertising
[bookmark: _Toc113434905]5.2.2 Below the line promotion options
Below the line promotional options refers to marketing activities which the company has the direct control over. It is focused on reaching directly at a targeted audience instead of a general audience. 
	Catalogue 
Tradeshows
Direct mail campaigns.
[bookmark: _Toc113434906]5.3 Push strategy and Pull strategy
[bookmark: _Toc113434907]5.3.1 Push strategy
Push strategy is used as promotional tool by distributors, wholesalers and retailers to push the product or service to the end consumers (Brocato , 2010). As a push strategy GSK offers bulk discounts and the distributors are getting the ultimate benefits. In marketing value proposition, push strategies are not apparent to the end customers. 
[bookmark: _Toc113434908]5.3.2 Pull strategy
All the promotional activities are done for the consumers in the pull strategy (Levy, et al., 1983). Digital campaigns, advertisements and discounts in stores are popular tools under pull strategy. GSK applies pull strategy frequently when it sells the pharmaceutical products through the e -commerce platforms. 
[bookmark: _Toc113434909]5.4 Importance of the promotional strategy
Promotions strategy directly impact on the organizational growth as well as the consumer decision-making process. Below mentioned the benefits of effective promotional strategy in place
· Target the accurate audience.
· Increase the brand awareness.
· Attract investors and customers.
· Publish the promotion at the best time.
· Increase qualified customer traffic.
· For beat the competitors.
· Offer high value to the customers.



[bookmark: _Toc113434910]6. Customer Journey
Customer journey is referring to the process that the customer has to take as a part of satisfying their requirements and expected needs with the company’s products and the offerings (Lemon & Verhoef, 2016). To compete in the dynamic competitive industry the companies are required to identify the consumer experience and the customer journey, with the increased complexity of the consumer behavior in the current market (Micheaux & Bosio, 2019).
[bookmark: _Toc113434911]6.1 Stages of Customer Journey 
[image: See the source image]

 		Figure 4: Stages of Customer Journey
There are five stages in customer journey
Awareness: Consumer is aware that he requires a product or service on this stage. He starts to search for the available alternatives and information to make the purchase. Online platforms are the key source of information.
Consideration: After evaluating the available information, the potential customers evaluates the pros and cons, competitor’s prices as well as the features of the product against the alternatives. 
Decision: in this stage the potential byer owns all the information and they are about to make the correct purchase decision. Online surveys have identified majority of the purchasing decisions are backed by the customer reviews. 
Retention: the critical segment of the process is to retain the customer base.
Advocacy: If the customer is satisfied with the product and the brand would promote the product via the word of mouth. 
[bookmark: _Toc113434912]6.2 Customer touchpoint
Customer touchpoints are all the interactions taken place among the company and the consumer during the customer journey (Dhebar , 2013). From company perspective the consumer experience involves with the quality f the customer service, packaging, promotion as well as the quality and the reliability of the products. 
[image: ]
[bookmark: _Toc113434913]6.3 Customer Journey Map of the GSK. 
Customer journey map visualize the experience and the interaction between the customer and the company under several stages during the purchasing process.  For the clear understanding of the map, below illustrated the end to end map pf purchase of the drugs and healthcare products in the GSK. The journey starts with receiving the prescription form the doctor. Then the consumer/patient seeks the most easiest way of getting the medicine. If the medical solution is not available in the supermarkets and other outlets he will seek to pace the order via GSK website. 
[image: ]
Figure 5: Customer Journey Map of the GSK
The illustrated customer journey map identifies the potential navigation issues of the GSK operations as well as it identifies the barriers fallen between the GSK customers and the customer support and enable to enhance the user-friendly content of the customers’ journey. Further the rise of the committed consumer experience, well defined marketing channels of the GSK mainly including latest and trending digital channels as well. 
To identify the consumer behavior the GSK is required with high investment on time and cost in the process of developing the customer mapping. Further the complexity of the consumer journey would create unnecessary confusions on the GSK’s marketing team as well. Lack of expertise skill deviate the GSK from the expected optimum result. The consumer journey map should be constantly adhere with the dynamic technology, dynamic consumer preferences and behaviors which add additional pressure on marketing team. 

[bookmark: _Toc113434914]7. Recommendation and Conclusion
Below outlined the possible recommendations for improve the marketing strategies of the GSK.  
Enhancing the online platforms, social media, web platforms more attractive as majority of the consumers are reach to the GSK through online platforms
Conduct of the comprehensive cost structure analysis to identify the critical success factor for the GSK and develop cost advantage strategy as a part of the marketing plan. 
Determine the current life cycle stage of the pharmaceutical industry in order to optimize the marketing strategy of the GSK. 
Keep constant focus on the emerging marketing trends due to the high environmental technique turbulence. Use of trend analysis techniques would enable to capture the accurate market pattern, which will direct the GSK to address it with the most optimum marketing strategy. 
Conclusion. 
This report was evaluated the importance of the marketing strategy to direct the company towards achieving the ultimate goal of the company. Before formulating the marketing strategy, it is essential to identify the customer and consumer touchpoint as well as the customer journey map to capture the complex customer behavior. Subject to the consumer behavior then the company is free to use the integrated marketing communication strategies to develop viable marketing strategies.  As per the 
Keller's Brand Equity Model the branding plays the crucial role in the marketing strategy and the study emphasizes the possible solutions for enhance the visibility of the GSK branding in the pharmaceutical industry. The effective marketing strategy comes in to the role with the presence of all these aspects. 
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