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[bookmark: _Toc513207910]Executive summary
In this report we analyse the external as well as internal environment of AstraZeneca, the world famous pharmaceutical company of UK. They want to survive and grow and become the pioneers of R&D in medicine and pharmacy products which are life changing. Hence, they invest heavily in research to find new inventions and create new formulas that can pave the new way for the Pharmaceutical world. 
In this report, we aim to evaluate the factors which can impact them and also using the business models design a strategy to overcome challenges and make AstraZeneca a successful business more than it is right now. 
Introduction
This report is about how a company analyses the market including its external and internal environments, to come up with a strategy to gain competitive advantage to grow and sustain in today’s tough market conditions. The chosen organisation is AstraZeneca, UK, a pharmaceutical company. It is one of the best pharmaceuticals company across UK and caters to the needs of many countries across the world. They offer a wide range of products like gastrointestinal cancer, neurological medicines, and respiratory as well as inflammatory medicines. The study is about a complete evaluation of the pharmaceutical sector and how AstraZeneca plan to overcome the challenges strategically. We will analyse how AstraZeneca manages its operations and develops a strategy to overcome the challenges after analysing the external and internal environmental issues.   
[bookmark: _Toc513207911]Company Overview
Mission and Vision 
AstraZeneca Plc is a very large pharmaceutical company catering to different sectors and markets across the globe. Their mission is to expand he boundaries of research beyond R & D and science and develop life turning products to the society and pharmaceutical industry in UK and around the world. They always concentrate on innovation and spend heavily on R&D activities to form new inventions in the medicine world. They strive hard to become the leaders of pharmaceutical industry. Hence, we can say that they focus on development of products and medicines to gain competitive advantage and sustain in the market.  
Their vision is to achieve scientific leadership in the sector of pharmacy and lead the market into a new direction. This is to cater to problems across the world due to unknown or incurable diseases. Hence they continue to lift their research capabilities and sustain as well as grow in UK pharmaceutical industry.
Industry Overview
Pharmaceuticals are one of the most rapidly developing industry in any part of the world, especially in UK. Based on the figure, more than 10b GBP’s needs were met between 2013 to 2015 in UK alone. Every year, the exports increase for pharmaceutical products and are over 16 b GBP worth especially from 2013 to 2015. Maximum number of jobs were available within the pharmaceutical sector. And over 70,000 people were recruited during the year 2013 to 2015. Hence, we can depict that the UK’s pharmacy industry is developing rapidly and is also resulting in the development of better quality medicines and health supplements and products for the people of UK.  
[image: ]
                           Fig: Market Share in the Pharmaceutical Industry 
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It is imperative for AstraZeneca Plc to carry out an extensive analysis of their internal as well as external environment to identify the factors that can impact their business. Also, identify the opportunities and threats to their business products as well as operations within the UK market sector. The analysis for the environment – internal as well as external are as follows:  
[bookmark: _Toc513207913]External Environment Analysis
To identify the external factors that can have an effect on AstraZeneca Plc’s business performance in the UK market it important to do an analysis. Using the method of PESTLE analysis to analyse the external business environment in which AstraZeneca Plc in competing in can help achieve this goal.  Discussed below are the findings using the PESTEL:
PESTEL Analysis: AstraZeneca Plc
Political and Legal Factors: 
Operating in the UK provides companies such as AstraZeneca Plc a safe and fair business environment to compete in. The UK market is heavily reliant on a stable political structure efficiently running the system which makes it a favourable setting for the company to operate in. In order to ensure that companies such as AstraZeneca plc succeed in such competitive market it needs to make sure to comply with every specified rules and regulations applicable and implemented by the government. AstraZeneca Plc’s compliance will prevent it from encountering any major legal issues or conflict and will enable them to operate and proceed with their activities with ease.
Economic Factors: 
 The pharmaceutical industry in the UK benefits from a big support from the government through the form of funding to help them gain significant advances in their researches and achieve important developments in the industry. Pharmaceutical companies in the UK are faced with the consequences of global inflation which is reflected in their consumer’s demands. The UK consumer audience insists on obtaining products and services of high standards at a reasonable price. In order to overcome this hurdle the organisation must adopt strategies concerning competitive pricing to guarantee their consumers they are getting the best in terms of product and services at reasonable pricing.  
Socio Cultural Factors: 
The consumers in the United Kingdom come from different demographics providing pharmaceutical companies plenty of opportunity in developing different products and services that would cater to the various types of customers. AstraZeneca Plc needs to study their consumers to establish the needs and demands of each sector for them to excel in the pharmaceutical market in the UK.
Technological Factors: 
The advances in the technological industry has brought upon significant developments and changes in the global pharmaceutical market. AstraZeneca Plc obliged in following this direction of growth by using such technological advancements in their research and production to produce products and services that are of high standards meeting the demands of the pharmaceutical market in the UK.
Environmental Factors:
The UK government implemented strict environmental protocols to follow applicable to the pharmaceutical industry and organisations such as AstraZeneca Plc needs to comply with these rules and regulations to continue competing in the UK market. The environmental protocol in the UK puts emphasis on the importance of minimal impact on the environment. It requires pharmaceutical companies to adopt necessary measures to meet this demand. Pharmaceutical companies are also expected to fulfil their Corporate Social responsibility (CSR) which refers to the important role they play in the community, society and environment in which they operate in. AstraZeneca Plc needs to have protocols in place in order implement and satisfy their responsibilities required by the UK government.
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                                                    Fig: PESTLE Analysis 
[bookmark: _Toc513207914]Competitive Force Analysis
AstraZeneca Plc, of United Kingdom needs to recognize their competitive forces and their strengths in order to respond to them accordingly. The competitors can be identified by implementation and execution of Porter’s five force analysis in the following section.
Power of Supplier: according to the given context of AstraZeneca Plc it can be observed that the power of the suppliers is pretty high because they are operating in the pharmaceutical industry of UK. The suppliers are very important for the purpose of delivering important raw materials and the instruments which are essential for the process of manufacturing of the drugs. The management of AstraZeneca Plc is dependent on the suppliers and hence they intend to sustain a better relationship with the suppliers to maintain their productivity (Schilling, 2010). In order to eradicate any issues with them, the organization must be ready to negotiate with the demands of the suppliers.
Bargaining power of the Consumers: the bargaining power of the consumers of pharmaceutical products in UK is also supposed to be very high because there is innumerable number of pharmaceutical companies operating in the UK market. Hence the management of the organization must focus on developing products which are of high quality so that they can retain their potential customers by satisfying their needs of the products and services (Slone, Becker and McNamee, 2011).
Threat of Substitute Products: in the pharmaceutical industry of UK, the threat of emergence of substitute products is huge because there are various pharmaceutical companies who are also offering similar products with similar features so the threat of getting replaced is huge. In the market of UK, in order to sustain their position the AstraZeneca Plc must adopt strategies which would help them to secure a distinct position in the market for their products. This will essentially help in surpassing the products which pose threat to their existing products. The quality of their products must also be high in order to give tough competition to the rival products.
Threat of New Entrants: in the pharmaceutical business environment of UK, emergence of new pharmaceutical industries is very difficult so the threat to AstraZeneca Plc is not mush effective. This is because AstraZeneca has been in the industry for a very long time and any new industry cannot surpass their fame. Moreover developing a new pharmaceutical industry in the market of UK is not very feasible because for new entrants to grab a secured position would require exceptional knowledge and managing skills. Additionally for the purpose of expansion in the UK market, the organization has to develop a well channelized network in the nation. However certain companies may emerge as a popular name in the market, therefore in order to avoid the effect of the threats, AstraZeneca Plc must develop their products developing strategies better.
Industrial rivalry: the competition in the pharmaceutical market of UK is very high mostly because there are different pharmaceutical organizations operating in the market of UK. One of the most influencing rivalry of AstraZeneca Plc in UK is GlaxoSmithKline which poses threat to the business of AstraZeneca Plc.
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Apart from analysis of the external threats to the organization, AstraZeneca Plc must also put efforts in identifying their strengths and flaws in their organization by internal assessment methods. This will help them to operate in the pharmaceutical market and improve their weaknesses for achieving an overall development of the organization. SWOT analysis can be performed for the purpose of successful analysis of the internal environment of the organization.
SWOT Analysis:
SWOT analysis is based on the analysis of the Strengths, Weaknesses, Opportunities and Threats of the organization in the following ways:
Strengths: analysis of the strengths of the organization reveals that the main strength of AstraZeneca Plc is their popular image and popular brand name. Moreover, there are certain products offered by the organization which are of very high quality which renders the popularity of the organization in the pharmaceutical market of UK.
Weaknesses: the marketing strengths of AstraZeneca Plc are quite not strength and the distribution channel of the organization is not well-structured. This is a major weakness of the organization which needs to be changed significantly. The market researching capabilities of the organization is also not much strength which is again a worry for the organization (Wheelen and Hunger, 2011). 
Opportunities: the opportunity to the AstraZeneca Plc in the pharmaceutical market of UK is to develop their marketing and delivery services across the country in order to surpass the sales of the leading pharmaceutical companies and grab the highest position in the market. This will also increase their overall revenue generation (Hitt, Ireland, and Hoskisson, 2012).
Threats: the major threats to the organization are the market fluctuations and changing needs of the consumers. In order to sustain the growth of the organization, they must implement appropriate strategies of marketing.
[bookmark: _Toc513207916]Resources and competences of organization 
AstraZeneca Plc is a UK based company and it is important for it to analyse the entire competencies and resources. For analysing organizational competencies, value chain method is being used. With the help of value chain analysis the overall competencies and capabilities of an organization can be identified in an easy manner. Competencies and resources of an organization includes demands and necessities of customers which are to be identified in order to make implementation of appropriate marketing strategy (VALUE CHAIN ANALYSIS, 2016). Proper managing the organizational operations will help in generating profit and growth for the organization.
Value chain analysis
Primary and secondary marketing activities of an organization can be identified with the help of value chain analysis. The concept of value chain analysis is described below:
Primary Activities 
Sales and marketing – it is to be believed that AstraZeneca Plc has the most skilled and talented bunch of sales and marketing employees (De Kluyver & Pearce, 2009). Employees of sales and marketing of AstraZeneca Plc have the capability of making better communication with the customers in order to fulfil their needs and demands accordingly. 
Operating activities - AstraZeneca Plc involves into many operations like delivering of drugs and medicines, manufacturing production, development and research, formulation and delivering the other required medical products and services to the target customers. On that basis an organization is able to develop sustainability among its operations which helps in increasing the business operations into the market (Ungerer, Ungerer & Herholdt, 2016). 
Services - AstraZeneca Plc is known for delivering high quality medical and healthcare services for fulfilling the basic demand and needs of the customers of pharmaceutical company into the UK market. 
Inbound logistic – for development of company AstraZeneca Plc, it is required to put focus upon the making better relation with the suppliers available into the market. Suppliers are being chosen wisely by the AstraZeneca Plc in order to reduce the environment adverse effect (Eldring, 2009).
Outbound logistic- for company’s development, AstraZeneca Plc is mainly focusing upon the shipping its products and services without making any adverse impact on environment in form of emission. AstraZeneca Plc keeps its inventory well managed by which it can reduce the product wastage and overproduction (Venkataraman & Pinto, 2011).
Secondary activities 
Properly managed human resources – it is assumed that AstraZeneca Plc has a large number of skilled and talented human resources. The selection and recruitment process of AstraZeneca Plc occurs in such manner in that only high proficient and skilled employees are selected. Proper training is to be provided to the selected candidate to make them capable of achieving high skilled work performance and provide required output. Apart from that, AstraZeneca Plc. also offers a special reward or incentives to those employees who perform well and attained targeted goal.
Infrastructure – It is to be evaluated that AstraZeneca Plc has become successful in increasing the organization infrastructure to the whole. This organization has managed to set up its production and manufacturing unit to all over the UK in order to attain better productivity in the field of developing its services and products ("THE MARKETING MIX: A REVIEW", 2014).
To develop technology - AstraZeneca Plc has already achieved growth and development in the technology in the industry of pharmaceutical and medical in order to produce high quality services and products for serving to their customers. AstraZeneca Plc also installed highly secure technological measure into the organization in order to increase the performance and efficiency of company’s operations in overall pharmaceutical market of UK (Bravo Ibarra & Herrera, 2009). 
[bookmark: _Toc513207917]Competitive advantage 
As it is seen in today’s era that there is a huge cut throat competition among all segmented industries so it is necessary for the organization to put some extraordinary efforts to remain into the market and compete with them (Venkataraman & Pinto, 2011).  It is required for the organization to develop some appropriate strategies to get the required productivity and growth in the pharmaceutical company of UK hence, AstraZeneca Plc needs to develop all the required strategies into its operating activities in order to achieve a competitive advantage. In order to achieve the competitive advantage strategy of porter’s generic should be applied by AstraZeneca Plc. If organization applies porter’s generic strategy then it has three variation in that to the AstraZeneca Plc and these options are focus strategy, cost leadership and differentiation of product. From the above three porter’s strategy, the two strategies are suggested to the AstraZeneca Plc which are product differentiation and cost leadership (Lapersonne, 2013). 
By applying strategy of cost leadership, AstraZeneca Plc organization will be the industry which produces services and products at lower cost with the specified high quality. Cost leadership strategy facilitates AstraZeneca Plc to provide its services and products at lower costs that helps to AstraZeneca Plc in achieving the large amount of market share and also generates more profit. For implementing cost leadership into the organization, high amount of capital is to be invested in the purpose of production. As well as apart from that, AstraZeneca Plc also requires to have expertise in the field of production and manufacturing. It is important for the AstraZeneca Plc to have sufficient channels of distribution for implementing this strategy (Marketing, 2016). 
Besides cost leadership strategy, product differentiation is also another strategy that could help AstraZeneca Plc to sustain its competition advantage into the pharmaceutical industry of UK (Knight, 2014). In order to implement a product differentiation strategy to its operations, the products and services provided by the AstraZeneca Plc needs to be different from its competitors in relation with quality of product, innovation, attributes and uniqueness. Through this strategy of product differentiation, AstraZeneca Plc will be able to set a specific price of product that will help in achieving great profit and productivity in future in an effective and efficient manner (Kotler & Keller, 2012). Implementing this strategy needs a highly advanced technology, scientific development and research by Astra Zeneca Plc. It is important for the organization to hire highly skilled and proficient employees in order to implement product differentiation strategy. Apart from that, AstraZeneca Plc should also emphases on achieving high goodwill into the market in comparison with the other pharmaceutical industries in the UK as well as it is required to hire skilled employees and labor that will provide help in positioning the services and products into the consumer segments. Implementing this strategy can lead AstraZeneca Plc to the path of success (Johnson, Whittington & Scholes, 2011).
It is analysed on the basis of above discussion that application of both strategies product differentiation and cost analysis will be helpful for the AstraZeneca Plc in developing its competition advantage into the pharmaceutical industry of UK that will further provide assistance in increasing its profit and sales as well (Lee, 2012).
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(Li, & Liu, 2013)
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To broaden their market the AstraZeneca Plc, UK, has been practising extensive marketing methods and are being creative in their marketing strategies (Mangram, 2012). The main focus here is to practice the principled marketing approaches where the market is divided into various segments for creating better marketing strategies focusing on needs of each and every segment. These different market segments share some common factors and are easy to appeal a particular segment after understanding the need of this segment (Marketing, 2016). Market can be segmented on the basis of various psychological factors, demographic factors, geographical factors and behavioural factors. These different factors can further be classified into various factors who share commonalities and have common interests. For the better reach of the marketing strategy planned by the AstraZenca Plc, UK would need to package their products and services in such a manner that they provide solutions to the customers (Kotler & Keller, 2012). Psychological factors can be divided further into groups on the basis of lifestyle of the customers, personality and social characteristics of the customers so that the services and products offered gets fit into their lifestyle. Likewise demographic factors can be further subdivided into socio- economic standard of the customers, family income, family size, education, gender and age of the customers. Geographical factors in the market segmentation can be the location where the customers are residing and it can be further subdivided into different states, cities, suburbs and metropolitan areas (Venkataraman & Pinto, 2011). In these different geographical regions size and density of the population is important to consider. Behavioural factors consists of consumption and purchasing behaviours of the customers, it is also important to consider the usage rate of the product and services offered. After segmenting the market according to the different factors and identifying the target market AstraZeneca Plc has to form a precise marketing strategy which will have the right content and values which will appeal to the target audience. After applying all of the above the next most important step is determining how to place the products and services offered in the midst of the customer segments. The effective way to market and place the products and services in the midst of the customer is by the use of market mix which will also determine the business plan by affecting positioning of the products in different areas and by targeting different segments of the customer bases (De Kluyver & Pearce, 2009). 
Here ‘4P’ of the marketing mix comes to the picture where 4P means ‘Product, Place, Promotion and Price’. Here the first P ‘Product’ has to have all the qualities which are desired by the customer so that it can cater to the specific need of the customer and he/she does not has to use any other product and services for his/her particular need. The second P ‘Place’ is how the product and services offered are placed in the market ("THE MARKETING MIX: A REVIEW", 2014). This placement has to be in the reaches of the customer where he/she can easily access the product. The distribution channel of the product and services offered has to be very effective and fast. AstraZeneca Plc can determine how their products has to be transported, where to be transported, in which quantity and how fast will it reach the departmental stores from where the customer can purchase it. Products can also be made available on the online stores. An effective placement strategy is very important factor in the product mix (Eldring, 2009). The third P ‘Promotion’, consist of the various strategies used to promote the product and services to the customers. AstraZeneca Plc can advertise their product and services through radio, television, newspaper advertisement, pamphlet distribution. With sales promotion some discount can also be offered to gain the market and with digital media advertising different tools of social media can be used for the promotion where many groups can be targeted with the products and services (Orjingene, 2015). Nowadays using social media has become very important to maintain the customers and to attract new customers by providing any kind of assistance the customer require. The fourth P ‘Price’ is the most crucial as it determines if the customer can purchase it or not. The product should have the price which a customer is willing to pay. The pricing of the product has to be kept in such a manner that the customer would like to pay for the product offered by AstraZeneca Plc rather than purchasing a competitive product. The 4P’s (Product, Place, Promotion and Price) of the market mix are all connected with each other and each and every one intermingles with one another (Bravo Ibarra & Herrera, 2009). 
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                                Fig:  Marketing mix
Red ocean strategy
AstraZeneca Plc should focus on implementing the red ocean strategy into the organization in order to survive into the market of pharmaceutical industry of UK. Implementing a red ocean strategy into the organization implies that AstraZeneca Plc is struggling against its competitor and mainly this industry recently is not focusing on the new market segment in order to develop it growth and profit (De Kluyver & Pearce, 2009). The main focus of AstraZeneca Plc organization is upon responding to the competition arising into large market segment and conflict of the pharmaceutical industry of UK. The main aim of AstraZeneca Plc is to attain a competitive advantage into the desired segment by introducing highly skilled expertise and capabilities in the field of research and development involving high level of innovation and creativity (Ungerer, Ungerer & Herholdt, 2016). At present, this AstraZeneca Plc is keep focusing on evaluating each single detail about the present market trends, customer’s demands and needs through which they can be able to develop products and services which can fulfil the requirement of desired clients of the pharmaceutical industry of UK (David, et. al., 2016). For achieving higher competitive advantage, AstraZeneca Plc have to emphasize upon the strategy of product differentiation so that this strategy of making different product from the competitors, can satisfy its customers. Therefore, application of Red ocean strategy will help AstraZeneca Plc industry to survive into the market against its competitors and be able to achieve required target which leads AstraZeneca Plc to the path of success and growth in the pharmaceutical industry market of UK (Eldring, 2009).
[bookmark: _Toc513207919]Conclusion and Recommendation
In the above report, the competitive factors and the internal environment affecting the operation of the organization AstraZeneca Plc are discussed. The readers are provided with complete analysis of the operations of the organization by means of SWOT Analysis. 
Recommendations:
The complete analysis of the strengths and weaknesses of the pharmaceutical organization AstraZeneca reveals that there are certain areas which need improvisation. In order to bring the improvements successfully, some recommendations have been advised.
The organization can switch their marketing process through online modes like the social media sites and having their own websites as it will help the organization to reach more people at the same time. Apart from offline mode, to increase their popularity the organization should focus on changing their marketing strategies by giving advertisements and promotions in the press media, by distribution of leaflets and pamphlets, by promoting in the hoardings etc. To increase their revenue generation significantly, the organization must focus on increasing their distribution channels across the nation. They can have tie-ups with different e-commerce websites and retailing outlets so that there are variable options available to the consumers to buy their products. AstraZeneca must also focus on operating their manufacturing processes which are aligned towards not harming or polluting the environment. Another important suggestion would be to implement market segregation strategies.
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