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[bookmark: _Toc40423898]Executive summary 
Novo Nordisk in the leading anti-diabetic solution provider in the world. The company’s growth has been hampered by multiple factors. To retain the growth of the company, this report suggests that the company should expand in the Chinese anti-diabetic market. Using the SOSTAC model, this report suggests that the company is faced with great challenges in the market such as the changing regulatory framework and rising Chinese pharmaceutical companies, but also with great opportunities. The increasing expenditure of healthcare in China and the rapidly growing market in China offer the company a great opportunity for expanding its revenue source in China. The SWOT analysis in this report suggests that the company is capable of seizing the opportunity with a proper marketing plan. The marketing plan is proposed with a STP analysis and a 7P marketing mix analysis. The marketing plan suggests that the company should segment the market into prescription and non-prescription market targeting different customers. The two market segments can enable the company to effectively use its strengths to seize the opportunity and diminish internal weaknesses. This report also proposes an implementation strategy and a control strategy for the smooth implementation of the marketing plan. 
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1. [bookmark: _Toc40423900]Introduction 
Novo Nordisk is the leading pharmaceutical company in the world. The company is specialising in the development and production of insulin. The company’s primary business lines are also focused in diabetes-related medical services and products development. The company’s recent effort has been focusing on reaching the holy grail of diabetes treatment development – the oral insulin (Pham et al., 2016). The obstacles of developing the oral insulin has consumed major resources in the company. With the fluctuating global business environment, the company’s long-term growth is being hampered (Financial Times, 2019). In this regard, the company’s growth and profitability, if to be retained or elevated, requires he company to identify a new market for entry or expansion. 
This report is thus produced as a market audit and a market planning recommendation for Novo Nordisk. The market chosen for the company is the Chinese market. This report is based on the SOTAC model with is a marketing model consisting the six fundamental elements of marketing activities as situation, objectives, strategy, tactics, action and control (Cowley, 2016). The situation analysis is conducted with PEST analysis, Porter’s Five Forces analysis and a SWOT analysis. The strategy is designed with the STP (segmentation, target customer, positioning) model. The tactics are proposed with a 7P marketing mix model. The action is proposed with the implementation strategy and the control is proposed with a marketing control analysis.   
2. [bookmark: _Toc40423901]Introduction of Novo Nordisk and market choice justification  
Novo Nordisk was founded in 1923 in Demark. Novo Nordisk has established competitive advantage in developing diabetes- and haemostasis-related medical products and services (Novo Nordisk, 2019). In the anti-diabetes market, Novo Nordisk is holding a strong market presence as shown in figure 1. The company’s market share has not effectively translated to the profit of the company in recent years. As shown in figure 1, the company’s growth in net profit has decreased to barely above zero in 2019. 
[image: ]
Figure 1. (Left) Market share of the top 10 companies in the global anti-diabetes market. (Right) The net profit and growth of Novo Nordisk from 2010 to 2019. Source: (Evaluate Inc., 2019; Novo Nordisk, 2019)
Apart from the aforementioned cost of development on oral insulin, another primary issue in the company’s development is the intense competition the company is facing in emerging markets such as Brazil, China and India (Beran et al., 2019). According to Pacheco (2016), a major challenge for antidiabetic companies in the next decade is to cater the increasing demand in emerging markets.
China is the second largest economy in the world with growing demand on medical supplies including medical technologies, medical products and medical services (Scott, 2017). China is ambitious to elevate its healthcare system to the global leading position despite the expenditure on healthcare per GDP in China is significantly lower that global average as shown in figure 2. This opens up an opportunity for pharmaceutical companies. In terms of anti-diabetic market, China spends the second most in anti-diabetic treatments right after the US as shown in figure 2. This is a major opportunity for Novo Nordisk to regain its profit growth in the decade to come. The Chinese anti-diabetic and relevant markets are thus chosen as the target market under focus in this report. 
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Figure 2. (Left) Expenditure on healthcare per GDP in China and global average in percentage. (Right) market size in million US dollars of anti-diabetic treatment and relevant markets. Source: (International Diabetes Federation, 2019; World Bank Data, 2019a)
3. [bookmark: _Toc40423902]Situation analysis 
The business environmental scanning from the external perspective is conducted with the macro analysis using PEST and the micro analysis using Porter’s Five Forces analysis. PEST analysis assesses the market from political factors, economic factors, social factors, technological factors. The analysis is focused more on the market level. The Porter’s Five Forces analysis is to asses the competition level in the market segment from five dimension including the buyers bargaining power, supplier’s bargaining power, threat of market entrants, threat of substitutes and the competition rivalry. The Porter’s Five Forces analysis is more focused on the sector level. The internal perspective is conducted with a VRIO analysis and a SWOT analysis. 
3.1. [bookmark: _Toc40423903]Macro business environmental analysis - PEST
· [bookmark: _Toc40423823][bookmark: _Toc40423904]Political factors 
The major political factors are the governmental intervention in the market and reform in the regulatory framework of the pharmaceutical market. In 2015, Chinese government launched an initiative to support the R&D and production capacity of domestic pharmaceutical companies. The initiative includes the increase on domestic pharmaceutical companies from the government with an annual 10% growth (Wang and Zhang, 2020). The key aspect of the reform includes the establishment of a national pharmaceutical supply platform requesting any pharmaceutical company supplying medical products and services to gain a qualification for listing their products on the platform (Chen et al., 2019). The exclusiveness of the platform mandates that any pharmaceutical company aiming to enter or expand in China to gain a licence on the platform. The political factors are imminent and can challenge foreign pharmaceutical companies even they have well-established market share in China. 
· [bookmark: _Toc40423824][bookmark: _Toc40423905]Economic factors 
The primary economic factors include the growing spending on healthcare and growing GDP per capita in China. The growing spending on healthcare as shown in figure 2 means that pharmaceutical companies are faced with great opportunities in entering or expanding in the Chinese market (Chen and Qian, 2018). Due to the limited level of privatisation of the Chinese healthcare industry, the increasing healthcare spending from the as shown in figure 2, means the market size is to continue growing. 
The GDP per capita growth of China remains the leading position in the world, surpassing two developed economies as UK and the US and several major emerging economies as shown in figure 3. The strong economy means strong consumption and strong expenditure in the healthcare market, which are beneficial for the pharmaceutical industry (Yan, Tang and Zhang, 2016). 
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Figure 3. GDP per capital growth rate of the world, China, India, Russia, Brazil, UK and US. Source: (World Bank Data, 2019b).


· [bookmark: _Toc40423825][bookmark: _Toc40423906]Social factors 
The primary social factors include the change of attitude towards healthcare products, the aging society  and the increasing population with chronic conditions in China. With the enhancement in healthcare infrastructure and the continuing marketisation of the Chinese pharmaceutical industry, customers now have more access to healthcare and medical products and services. Chines customers are more willing to seek medical help with minor or chronical diseases (Ni et al., 2017). This creates opportunities for companies providing basic healthcare services to customers with minor or chronic conditions. 
Chinese customers are also suffering from increasing penetration of chronic diseases such as diabetes and cancer. In 2019, over 30% of Chinese population suffer from chronic diseases and the percentage is growing rapidly in recent years. The ageing society in China also means that increasing customers are needing healthcare and pharmaceutical products and services (Li et al., 2017). Chinese population over 60 years old is 13% in 2019 and is expected to increase to over 30% in 2030. The above two factors also mean opportunity for pharmaceutical companies (Hou, 2019). 
· [bookmark: _Toc40423826][bookmark: _Toc40423907]Technological factors 
Primary technological factors include the maturing of mobile technology-enable medical services and products, the maturing of data technologies such as Artificial Intelligence (AI) for drug designing and screening. The increasing penetration of the smartphone is impacting the pharmaceutical industry. With the smartphone, the MedTech is emerging (Torsekar, 2018). MedTech means the smart devices and equipment used in the healthcare industry such as the mobile monitoring of blood pressure and blood sugar level. From 2001 to 2018, the Chinese MedTech market size has grown by 25 times (Statista, 2020). 
The maturing of the AI and other computing technologies such as cloud computing, quantum computing is putting the drug design and screening, which used to be the most expensive and time-consuming process in drug development, onto a fast lane of development. According to the analysis by Schneider et al.(2019), the adoption of such technologies can potentially reduce the cost of drug development by 20%. The above factors can foster opportunities for pharmaceutical companies with cutting edge technologies in these fields. 
3.2. [bookmark: _Toc40423908]Micro business environmental analysis – Porter’s Five Forces 
· [bookmark: _Toc40423828][bookmark: _Toc40423909]Buyer’s power 
The buyer’s power is moderate but being strengthened rapidly. The limited buyer’s power comes from the fact that Chinese companies have limited capacity in developing new drugs in terms of anti-diabetic treatments (Ni et al., 2017). The reform in the regulatory framework as mentioned in the PEST analysis, is now forcing the pharmaceutical companies to control the prices of their products. As the public healthcare providers account the majority of the drug purchasing, the reform in the regulatory platform can gradually enhance the buyer’s power (Sun and Medaglia, 2019). 
· [bookmark: _Toc40423829][bookmark: _Toc40423910]Supplier’s power 
The supplier’s power is strong. Despite China is not a major drug production market, it is the largest pharmaceutical intermediate chemical production market in the world (Ding, 2018). Pharmaceutical companies such as Novo Nordisk critically relies on the supply from Chinese companies. Within the Chinese supply market, the oligopsony further increases the bargaining power of them against pharmaceutical companies (Chen, Ai and Zhong, 2018). The supplier’s power is gradually lowering as the government is supporting domestic companies to enter the pharmaceutical industry, which can increase the choices of suppliers for companies such as Novo Nordisk. 
· [bookmark: _Toc40423830][bookmark: _Toc40423911]Threat of market entrants 
The threat of market entrant is low. Entering the anti-diabetic industry requires strong R&D capacity and experiences in production. The entering into the Chinese market requires the satisfy the regulations in China, which is now under reform (Wu et al., 2018). This mean the entering into the market is even more challenging. The threat is gradually growing with the increasing R&D capacity of Chinese companies. 

· [bookmark: _Toc40423831][bookmark: _Toc40423912]Threat of substitutes 
The cure for diabetes is limited in insulin (Chaudhury et al., 2017). The potential substitute is the oral insulin. As the development of oral insulin is led by several major anti-diabetic companies including Novo Nordisk, the threat of substitute is low. 
· [bookmark: _Toc40423832][bookmark: _Toc40423913]Competition rivalry 
Based on the above analysis, companies with leading position in the market can face challenges from the rising of domestic pharmaceutical companies. The competition rivalry in the anti-diabetic market is strong. The competition rivalry, however, can be alleviated by the strong growth of the market. The reform of the regulatory market and strong intervention from the Chinese government, can elevate the uncertainty of the market. 
3.3. [bookmark: _Toc40423914]Internal analysis - SWOT analysis 
SWOT analysis is to asses the internal strengths and weaknesses, and external opportunities and threats of Novo Nordisk. 
· [bookmark: _Toc40423834][bookmark: _Toc40423915]Strengths 
The strengths of the company arise from three aspects: strategy, operation and finance. The strategic strength of the company, which is also one of the primary strengths of the company, is the strong R&D capacity. As shown in figure 6, Novo Nordisk is among the top ten pharmaceutical companies with highest R&D expenditure. The headquarter of Novo Nordisk is located in Denmark, which is also one of the leading countries in bio- and pharmaceutical technologies research (Lunddahl, 2016). The strong R&D capacity of the company also brings it to the leading position in novel anti-diabetic treatment development such as the oral insulin. 
[image: ]
Figure 6. R&D expenditure in million US dollars of top ten pharmaceutical companies. Source: (Statista, 2019)
The operational strength of the company is its strong market share in the global market, which has brought the company a good reputation of its products. This can be extremely important when expanding in markets such as China as the government procurement assessment critically relies on the global recognition of the medical product or service (Rong et al., 2020). 
· [bookmark: _Toc40423835][bookmark: _Toc40423916]Weakness 
The primary weakness of the company is its weak financial performance in recent years. The profit growth has decreased to almost zero. The stock price of the company, as shown in figure 7, has been fluctuating in recent years due to the uncertain faith from investors on the company’s oral insulin project. 
[image: ]
Figure 7. Stock price of Novo Nordisk. Source: (Yahoo Finance, 2020)



· [bookmark: _Toc40423836][bookmark: _Toc40423917] Opportunity 
The primary opportunity of the company is its potential capacity in translating its R&D investment on oral insulin to market recognised product. Another primary opportunity lies in the strong demand in the Chinese market and the company’s experience in operation in China (Novo Nordisk, 2019). The company has recently established partnership with several leading MedTech companies including Abbott in Denmark, which can be an opportunity for the company to enter the rapidly growing MedTech market. 
· [bookmark: _Toc40423837][bookmark: _Toc40423918]Threats 
The primary threat to the company lies in the rising Chinese pharmaceutical companies. Chinese researches institutes have been highly productive in pharmaceutical design and synthesis in the past decade. The Chinese government is also strongly promoting the transferring of R&D outcomes in the research institutes into domestic pharmaceutical companies (Sun, Qu and Liao, 2018). This can challenge the company’s position not only in China but also in the global market. 
4. [bookmark: _Toc40423919]Marketing planning of Novo Nordisk 
4.1. [bookmark: _Toc40423920]Marketing objective establishment 
The primary market objective of Novo Nordisk in China is to consolidate the current market position to counter the challenges from Chinese pharmaceutical companies. By consolidating the market position in China, the company’s secondary objective is to enhance the profitability in China to compensate its low profit growth in the global market. An ultimate marketing objective is to, with the establishment of sustainable partnership with the healthcare service providers in China, establish the Chinese market as its primary revenue source to gain from the raid growth of the pharmaceutical market in China. Based on the established objective regarding the market auditing in the previous section, this section provides the marketing plan for Novo Nordisk in China with a STP strategy and 7P marketing mix with implementation plans. 

4.2. [bookmark: _Toc40423921]STP strategy 
STP is the segmentation, targeting and positioning strategy in the market. The STP strategy of Novo Nordisk is based on the market audit and the internal analyses of Novo Nordisk. 
· [bookmark: _Toc40423841][bookmark: _Toc40423922]Segmentation 
The prescription pharmaceutical market in China is highly regulated (Zhong and Ouyang, 2020). The company should segment its market as the prescription market and a non-prescription market. In the prescription market segment, the company’s primary business line is its conventional insulin products and its novel oral insulin products if developed. In this market segment, the company should utilise its strong R&D capacity to roll out innovative products such as oral insulin and to establish close relationship with research institutes in China to consolidate its R&D advantage. In the non-prescription market segment, the company should leverage its collaboration with MedTech companies to roll out basic healthcare products such as blood sugar monitor devices which can be connected to smartphones to further consolidate its market share in the anti-diabetic market in China. 
· [bookmark: _Toc40423842][bookmark: _Toc40423923]Targeting 
In the prescription market segment, the target customers are the public hospitals and other public healthcare service providers. The target customers in this regard are primarily the procurement departments in the hospitals. The company should leverage its experience in satisfying the regulatory framework in China and its leading product quality to appeal to customers. In the non-prescription market, the target customers are those with chronic conditions and high-profile customers who highly recognize the significance of routine healthcare service. These customers are potentially users of the medical devices developed by the company. 
· [bookmark: _Toc40423843][bookmark: _Toc40423924]Positioning 
As a company being strong in R&D, the company should position itself as an innovative company with leading medical technologies. The company should position itself as a caretaker for the those suffering from diabetes with its products available for both patients and healthy people who wish to have a better monitoring of their health conditions.
4.3. [bookmark: _Toc40423925]Marketing mix – 7P
Based on the STP strategy formulated, the marketing mix with 7P model is proposed. The 7P model consists the product, promotion, price, place, people, process and physical evidence. 
· [bookmark: _Toc40423845][bookmark: _Toc40423926]Product 
Primary products of Novo Nordisk in China are conventional insulin products, oral insulin products and smart medical devices. The combination the three types of products can potentially help the company to establish an eco-system for customers. Customers with or without chronic conditions can use the medical devices provided by the company to monitor and asses their health conditions. The oral insulin products can cater the demand of customers who have trouble in using injected insulin products. The eco-system formed can cover a wide range of customers. More importantly, such three types of products can also help the company to differentiate its products regarding the market segmentation strategy devised above. 
· [bookmark: _Toc40423846][bookmark: _Toc40423927]Promotion 
The promotion of the pharmaceutical products in China is also highly regulated. The promotion in the prescription market segment is primarily via the customer relationship management on the procurement delegates in public hospitals. The company should leverage its established customer relationship management to conduct promotional activities on the prescription products. In the non-prescription market segment, the company can leverage a variety of promotional channels including social media platforms, online advertisement to reach out to a wide range of customers. 
· [bookmark: _Toc40423847][bookmark: _Toc40423928]Price 
The pricing strategy in the prescription market segment is strictly controlled by the government, which can diminish the company’s profitability. The company should thus devise differentiated pricing strategy in different market segments. In the non-prescription market segment, the company can target both price-sensitive customers with basic medical devices of middle and low prices and high-profile customer with advanced medical devices of high prices. 
· [bookmark: _Toc40423848][bookmark: _Toc40423929]Place 
The place in the prescription market segment, due to the highly regulated state of the market segment, should be the establishment of sustainable relationship with public hospitals and research institutes. The company should use the academic conferences as place channel for the marketing of its prescription market. For its medical device products, the company can leverage its established placement channels in China for the marketing of these products. Regarding the smart medical devices, the company should also seek to collaborate with e-commerce channels for the marketing of the product as the e-commerce is increasingly penetrative in China (Wang, 2017). 
· [bookmark: _Toc40423849][bookmark: _Toc40423930]People 
People involved in the marketing process are customer relationship managers, researchers and scientists in the company and high-level managerial leadership in the company. The customer relationship managers are responsible for the communication with customers in the prescription market segment. The researchers and scientists are responsible for the commination and marketing in the prescription markets in events such as academic conferences. The leadership in the company is to guarantee that the expansion and marketing in China should be emphasized from a strategic level for the coordination of organisational activities. 
· [bookmark: _Toc40423850][bookmark: _Toc40423931]Process 
The primary process in the prescription market is the communication with public hospitalities, regulatory bodies and research institutes in China. The process in this market segment is to ensure that company’s products have a high exposure to customers especially the oral insulin products. The primary process in the non-prescription market segment is the engagement with target customers via various channels including social media, email and offline activities. 


· [bookmark: _Toc40423851][bookmark: _Toc40423932]Physical evidence 
The physical evidence of the company is primarily posters in academic conferences. The company can also design a series of brochures on the treatment of diabetes and how to prevent the disease to hand out to customers. The physical evidence of the medical device products can be via pharma shops in China with posters and brochures aforementioned. 
4.4. [bookmark: _Toc40423933]Implementation strategy 
The first step in the implementation is the assessment of the resources in terms of financial and human resources available in the company. The company should use seminars and keynote speeches in the company to convey the importance of expanding in the Chinese market. The company should also re-allocate its marketing teams in China to fit into the two different market segments. 
The second step is to asses the potential obstacles in the implementation. A major obstacle could be that the medical devices or the oral insulin products cannot pass the audit from Chinese regulatory bodies. The company should devise plans to solve such issues. Novo Nordisk can, for example, work on the application of multiple products to increase of chances of passing the audition. 
The third step is establishment of the marketing department regarding two market segments in China. The two marketing teams should be coordinated by a high-ranking leadership in the company to ensure that the implementation process is equipped with the resources required. 
The fourth step is the implementation of the marketing mix plans as proposed in this study. During this process, the company should constantly revisit the marketing practices in terms of whether they have achieved the marketing objectives. 
4.5. [bookmark: _Toc40423934]Marketing control 
Novo Nordisk's control of marketing activities mainly starts from four aspects: annual plan control, profit control, efficiency control and strategic control. During the execution of marketing activities, it continuously feedbacks, regulates, and evaluates the implementation of marketing plans, corrects possible errors or deviations, implements marketing plans, and ensures the successful completion of Novo Nordisk's marketing objectives.
Annual plan control refers to checking whether the results of marketing activities meet the requirements of the annual plan within the current year according to the annual goals and relevant standards and taking corresponding adjustments and corrective measures to control the implementation to achieve the marketing plan. The annual plan control is to promote the continuous drive of the annual plan, and the final marketing control results are used as the basis for the year-end performance assessment and evaluation. Through the implementation of annual plan control, Novo Nordisk can discover potential and existing problems of the company and promptly resolve them properly, prompting the sales manager to use the annual plan control to effectively monitor and manage the work of the sales department. The year plan of Novo Nordisk will be decomposed into the quarterly plan and monthly plan with clearly defined key performance indicators, such as the sales volume of competitors’ similar products, the sales volume of previous years, the sales volume of other regions. Novo Nordisk should instruct the sales and marketing department to compare actual sales with predetermined goals. If it is not completed, the department manager should find out the cause and correct it in time. If the actual performance is fully completed, the department manager must also measure whether the goal is set too low or other favourable factors, so that they can adjust the predetermined goal timely.
Besides control through annual plans, quarterly plans and monthly plans through key performance indicators, it should also monitor the efficiency of marketing schemes. Advertising efficiency control is when the company takes several steps to improve the efficiency of advertising, including more accurate product positioning, setting advertising goals, and using computers for guidance. At present, Novo Nordisk is preparing to publish hard advertisements and soft text advertisements in some professional magazines and publish advertisements through the website. The company should pay attention to the operation of the company's portal website in a timely manner and monitor indicators such as visiting rate in a timely manner. In addition, the company needs to closely monitor the effectiveness of some promotions on other platforms, such as the like rate, follow rate, and repost rate on contents posed on social media.
5. [bookmark: _Toc40423935]Conclusion 
This report concludes that the Chinese anti-diabetic market is one viable solution for Novo Nordisk to maintain growth. With the adoption of the SOSTAC model, this report concludes that the company is should expand in the Chinese anti-diabetic market. The situation analysis shows that the company is faced with challenges from the changing regulatory frameworks in China and the rising of Chinese competitors. The company is also faced with opportunities brought by the strong market growth and shift of social attitudes in China. The internal analysis using SWOT suggests that the company can potentially seize the opportunity. Based on the STP analysis, this report concludes that Novo Nordisk should segment the market as prescription market with its conventional and innovative insulin products, and non-prescription market with its MedTech products. The company should target public hospitals in the prescription market segment and the customers potentially with chronic conditions in the non-prescription market segment. The company should position itself as an innovation caretaker for people with chronic conditions in China. The 7P model analysis and the implementation strategy offer a step-by-step guidance on what the marketing plan should consists and how to implement. This report also proposes a control strategy to ensure the smooth implementation. 


[bookmark: _Toc40423936]References 
Beran, D. et al. (2019) ‘A perspective on global access to insulin: a descriptive study of the market, trade flows and prices’, Diabetic Medicine. John Wiley & Sons, Ltd, 36(6), pp. 726–733. doi: 10.1111/dme.13947.
Chaudhury, A. et al. (2017) ‘Clinical review of antidiabetic drugs: Implications for type 2 diabetes mellitus management’, Frontiers in Endocrinology. Frontiers, 8(JAN), p. 6. doi: 10.3389/fendo.2017.0006.
Chen, X. et al. (2019) ‘Pharmaceutical Industry in China: Policy, Market and IP’, in Innovation, Economic Development, and Intellectual Property in India and China. Springer, pp. 215–250. doi: 10.1007/978-981-13-8102-7_10.
Chen, X., Ai, X. and Zhong, L. (2018) ‘The Impact of Medical Services and Medicine Separation Policy on Competitive Pharmaceutical Supply Chain Performance’, in 2018 15th International Conference on Service Systems and Service Management, ICSSSM 2018. IEEE, pp. 1–5. doi: 10.1109/ICSSSM.2018.8464964.
Chen, X. and Qian, X. (2018) ‘Overview of healthcare system in China’, in Quality Spine Care: Healthcare Systems, Quality Reporting, and Risk Adjustment. Springer, pp. 237–254. doi: 10.1007/978-3-319-97990-8_15.
Cowley, M. B. (2016) ‘“Jellies & Jaffas”: Applying PR Smith’s SOSTAC Marketing Model to an Online Confectionary Start-Up’, SSRN Electronic Journal. doi: 10.2139/ssrn.2834279.
Ding, B. (2018) ‘Pharma Industry 4.0: Literature review and research opportunities in sustainable pharmaceutical supply chains’, Process Safety and Environmental Protection. Elsevier, 119, pp. 115–130. doi: 10.1016/j.psep.2018.06.031.
Evaluate Inc. (2019) EvaluatePharma World Preview 2018, Outlook to 2024 . Available at: https://www.evaluate.com/thought-leadership/pharma/evaluatepharma-world-preview-2018-outlook-2024 (Accessed: 15 May 2020).
Financial Times (2019) Novo Nordisk A/S, NOVO B:CPH summary . Available at: https://markets.ft.com/data/equities/tearsheet/summary?s=NOVO B:CPH (Accessed: 15 May 2020).
Hou, J. W. (2019) ‘Unorthodox Proposals for China’s Extreme Aging Population’, Chinese Economy. Taylor & Francis, 52(6), pp. 505–526. doi: 10.1080/10971475.2019.1617957.
International Diabetes Federation (2019) IDF Diabetes Atlas.
Li, X. et al. (2017) ‘The primary health-care system in China’, The Lancet. Elsevier, 390(10112), pp. 2584–2594. doi: 10.1016/S0140-6736(17)33109-4.
Lunddahl, B. (2016) ‘Pharmacovigilance on biologicals and biosimilars: A Danish perspective’, GaBI Journal, 5(3), pp. 123–124. doi: 10.5639/gabij.2016.0503.030.
Ni, J. et al. (2017) ‘Obstacles and opportunities in Chinese pharmaceutical innovation’, Globalization and Health. BioMed Central, 13(1), p. 21. doi: 10.1186/s12992-017-0244-6.
Novo Nordisk (2019) Novo Nordisk Annual Report 2019.
Pacheco, R. (2016) From the Economics of Value Creation to the Process of Measuring Value. Copenhagen Business School.
Pham, M. N. et al. (2016) ‘Oral insulin (human, murine, or porcine) does not prevent diabetes in the non-obese diabetic mouse’, Clinical Immunology. Elsevier, 164, pp. 28–33. doi: 10.1016/j.clim.2016.01.013.
Rong, X. et al. (2020) ‘The effects of pricing policy on the prices and supply of low-cost medicines in Shandong, China: evidence from an interrupted time series analysis’, BMC public health. Frontiers, 20(1), p. 588. doi: 10.1186/s12889-020-08746-x.
Schneider, P. et al. (2019) ‘Rethinking drug design in the artificial intelligence era’, Nature Reviews Drug Discovery. Nature Research. doi: 10.1038/s41573-019-0050-3.
Scott, R. (2017) ‘The opportunity in china’s healthcare market’, Australasian Biotechnology. Australian Biotechnology Association, 27(2), pp. 28–29.
Statista (2019) •Top biotech companies R&D expenditure 2018 . Available at: https://www-statista-com/statistics/262701/top-biotech-companies-based-on-revenue/ (Accessed: 15 May 2020).
Statista (2020) China: medical device market size 2019 . Available at: https://www.statista.com/statistics/725975/china-medical-device-market-size/ (Accessed: 15 May 2020).
Sun, P., Qu, Z. and Liao, Z. (2018) ‘How and when do subnational institutions matter for R&D investment? Evidence from the Chinese pharmaceutical sector’, IEEE Transactions on Engineering Management. IEEE, 65(3), pp. 379–391. doi: 10.1109/TEM.2018.2793215.
Sun, T. Q. and Medaglia, R. (2019) ‘Mapping the challenges of Artificial Intelligence in the public sector: Evidence from public healthcare’, Government Information Quarterly. Elsevier, 36(2), pp. 368–383. doi: 10.1016/j.giq.2018.09.008.
Torsekar, M. P. (2018) ‘China Climbs the Global Value Chain for Medical Devices’, J. Int’l Com. & Econ. HeinOnline, (March), pp. 1–13.
Wang, Y. (2017) ‘A brief analysis of favorable and unfavorable conditions for future development of pharmaceutical E-commerce in China’, in 2016 International Conference on Logistics, Informatics and Service Sciences (LISS). IEEE, pp. 1–5. doi: 10.1109/liss.2016.7854373.
Wang, Y. and Zhang, J. (2020) ‘Study on the Competitiveness of Traditional Chinese Medicine Enterprises Based on the Factor Analysis’, in 2019 3rd International Conference on Education, Economics and Management Research (ICEEMR 2019). Atlantis Press, pp. 140–143. doi: 10.2991/assehr.k.191221.033.
World Bank Data (2019a) Current health expenditure (% of GDP) - China. Available at: https://data.worldbank.org/indicator/SH.XPD.CHEX.GD.ZS?locations=CN-1W (Accessed: 15 May 2020).
World Bank Data (2019b) GDP per capita growth (annual %) . Available at: https://data.worldbank.org/indicator/NY.GDP.PCAP.KD.ZG?locations=1W-CN-IN-RU-BR-GB-US (Accessed: 15 May 2020).
Wu, G. et al. (2018) ‘The availability, price and affordability of essential antibacterials in Hubei province, China’, BMC Health Services Research. Oxford University Press, 18(1), pp. 937–947. doi: 10.1186/s12913-018-3835-x.
Yahoo Finance (2020) NVO : Novo Nordisk A/S . Available at: https://finance.yahoo.com/quote/NVO/history?period1=1431648000&period2=1589500800&interval=1mo&filter=history&frequency=1mo (Accessed: 15 May 2020).
Yan, F., Tang, S. and Zhang, J. (2016) ‘Global implications of China’s healthcare reform’, International Journal of Health Planning and Management. Wiley Online Library, 31(1), pp. 25–35. doi: 10.1002/hpm.2252.
Zhong, H. and Ouyang, D. (2020) ‘The gap analysis between Chinese pharmaceutical academia and industry from 2000 to 2018’, Scientometrics. Springer, 122(2), pp. 1113–1128. doi: 10.1007/s11192-019-03313-7.






2

image2.tiff
7,000

6,000

5,000

4,000

3,000

2,000

1,000





image3.tiff
2010

201

2012

2013 plu
——China =——World

2015

United States
China

Brazil
Germany
Japan
Mexico
France

United Kingdom

2016 2017

Canada
Russian Federation





image4.tif
=———WLD =——CHN =——IND =——RUS ==——BRA =——GBR =——USA

2010 201 2012 2013 2014 2015 2016 2017 2018




image5.tif




image6.tif
70
65
60
55
50
45

40

35

30
15/06/01 16/06/01 17/06/01 18/06/01 19/06/01





image1.png
Marketing audit
&
Marketing plan
of

Novo Nordisk

novo nordisk




