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Abstract:

Technology breakthroughs, growing regulatory scrutiny, and changing healthcare requirements are all
driving major change in the pharmaceutical sector in India and around the world. This abstract gives a
summary of the current state of pharmaceutical administration and marketing, emphasizing important
developments and difficulties. The business is seeing a global trend toward individualized treatment,
which necessitates sophisticated supply chain management and focused marketing tactics. With a
greater emphasis on internet platforms, data analytics, andartificial .intelligence, digitalization is
changing marketing strategies. Ethical issues with data protection and marketing strategies, however,
continue to be crucial. Market access and health economics are becoming more and more important due
to strict regulatory frameworks and mounting pressure to prove value.The pharmaceutical sector in India
and around the world is changing dramatically due to rising regulatory scrutiny, changing healthcare
demands, and technology breakthroughs. An overview of the current state of pharmaceutical
management and marketing is given in this abstract, together with a focus on significant developments
and difficulties. Personalized medication is driving a global transformation in the sector, necessitating
sophisticated supply chain management and focused marketing tactics. With a greater emphasis on
online platforms and data analytics, digitalization is changing marketing strategies.Due to rising
healthcare costs and a developing middle class, the pharmaceutical industry in India is expanding quickly.
Dominance of generic drugs requires aggressive price tactics and effective brand management. The
emergence of telemedicine and e-pharmacies is changing patient interaction and distribution methods.
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Introduction:

In terms of market size, India's pharmaceutical sector is the third largest in the world, with an
approximate valuation of $50 billion. India is a significant player in the global pharmaceutical sector,
exporting pharmaceutical products to more than 200 nations. About half of the generic pharmaceutical
needs in Africa, 40% of the need in the [1] United States, and 25% of the demand in the United Kingdom
are met by the Indian pharmaceutical industry. According to World Health Organization (WHO)
recommendations, India also contributes significantly to the worldwide supply of vaccines for diseases
like measles, mumps, and rubella, satisfying more than 60% of the need. India exported $2,052.78
million worth of pharmaceutical and medical goods in September 2022, which accounted for 6.29% of
the country's total export value.With a 1.3% growth, the average industrial production index for
pharmaceutical, chemical, and botanical products reached 221.6 during the fiscal year 2021-2022. The
entire value of pharmaceutical and medical exports in 2021-2022 was $24.6 billion, a considerable rise
over the $24.44 billion total from the year before. From 2014 to 2018, the Indian pharmaceutical market
had tremendous growth, more than doubling in value from $11.6 billion to $24.6 billion. In [2] In order to
increase knowledge of treatments for chronic diseases, which are the main cause of healthcare
expenditures, pharmaceutical marketing is essential. New research, clinical data, dosage instructions,
and updated drug safety profiles are also promptly accessible.

Functions and Accountabilities:
Functions:

Product managers (PMs) are responsible for a wide range of tasks during the course of a product's life
cycle. From the original concept to distribution, a product manager is usually in charge of overseeing a
product or a particular component of it.

Accountabilities:

gathers and evaluates data from competition and market research. As directed, works with internal
teams to establish product requirements, improve current features, and create new ones. helps with
testing, problem-solving, and troubleshooting.

creates and distributes reports on risk management, project status, findings, improvements, and flaws.
This position aims to develop the skills required for career advancement and includes all of the duties of
a product manager, but on a smaller scale and without significant decision-making

Hierarchy of Product Management Roles:

A product management team's organized levels of authority and duty are referred to as the **Hierarchy
of Product Management Roles**. It describes the steps that lead from entry-level jobs to senior
leadership roles, outlining the responsibilities, authority to make decisions, and strategic impact at each
level. Imagine it as a ladder, with each rung signifying a higher level of leadership and skill.

There are no specialized computer science qualifications needed to become a product manager.speaking
with medical professionals to find out how much demand there is for new items, as well as their
particular needs and the best time to launch them across different medical practice sectors.
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Figure:1 Hierarchy of Product Management Roles

Marketing tactics used by businesses:

In the healthcare industry, where interaction with doctors through medical representatives has been a
unique aspect, the Indian government places a high priority on advertising and public participation.
Doctors' happiness with the products isn't always certain, though.

Pharmaceutical firms in the US have been authorized to use television advertising to sell tranquilizers,
and they have made large investments in a range of advertising campaigns, such as educational websites
about illnesses, symptoms, treatments, and healthcare.

Proficiency in traditional media production, which combines several media forms, is crucial for
effectively interacting with industry experts. This might result in more dependability in the increasingly
complex manufacturing of over-the-counter medications. The success of Johnson & Johnson's touch
therapy division is a noteworthy illustration of the influence of emotions on business.

Advertising is seldom ever used as a tactic in India's pharmaceutical industry. Some businesses,
especially smaller ones, make the error of thinking that promoting a new good or service only requires
holding launch parties, attending meetings, and releasing press releases. Intimate discussions involving
public relations frequently have broad ramifications for companies and their staff. For example, Cipla
switched to public relations tactics a few years ago when its main means of communication—using
pharmaceutical agents—became less successful.

[JCRT2503761 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | g602


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

Global Pharmaceutical Industry: A Brief Overview:

The pharmaceutical sector is going through a major transition right now. Approximately twelve large
companies with a global presence and multibillion-dollar turnover control the pharmaceutical
manufacturing industry. Manufacturing has historically been centered in the US and Europe.However,
industrial activity has been expanding to emerging nations, which provide numerous economic benefits,
in the last 15 years or so due to the rise of globalization and the lowering of cross-border trade barriers.
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Figure: 2 Global Pharmaceutical Industr
The Indian Pharmaceutical Sector: A Neglect:

The Indian pharmaceutical industry contributes significantly to our nation's social and economic
existence. The Indian pharmaceutical industry is ranked 13th in terms of value and fourth in terms of
volume worldwide. It is now rapidly integrating with the global industry and experiencing fast expansion.
For Indian Pharma, this integration is creating a plethora of new prospects in every sector, including
generics, contract research and manufacturing services (CRAMS), and the research and development of
novel chemical entities (NCE) and biological entities (NBE). As they implement successful and efficient
business models that span one or more of these areas, Indian companies are now in a good position to

investigate these potential.
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Figure:3 Indian pharmaceutical market forcast 2019- 2029 single
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The goals of pharmaceutical policy are:

ensuring that high-quality, widely-used critical medications are widely available and reasonably
priced inside the nation.

lowering trade obstacles in the pharmaceutical industry to increase domestic capacity for high-
quality, reasonably priced pharmaceutical manufacture and exports.

To make quality a crucial component of the Indian pharmaceutical sector and to encourage the
prudent use of medicines, the system of quality control over medication and pharmaceutical
manufacture and distribution should be strengthened.

fostering research and development in the pharmaceutical industry in a way that is appropriate
for the needs of the nation, with an emphasis on endemic or pertinent diseases in India, by
establishing an environment conducive to pharmaceutical R&D in India.

creating an environment that supports pharmaceutical R&D in India in order to promote research
and development in the pharmaceutical sector in a manner that is suitable for the needs of the
country, with a focus on endemic or relevant diseases in India.

Methods used in the evaluation:

The Pharmaceutical Research and Development Committee (PRDC), chaired by the Director
General of CSIR, was established by this Department in 1999 with the goals of enhancing the
pharmaceutical industry's R&D capacities and determining the assistance needed by Indian
pharmaceutical companies to conduct domestic R&D.

A LARGER PART IN PHARMA MARKETING FOR PHARMACY INTERMEDIARIES:

Background information is met by the work. This is a contentious topic. Managing maximum
distribution is another issue facing the pharmaceutical sector. Communication is the answer.
Pharmaceutical companies will be the first to focus on data management and data integrity as
even small enterprises transition to digital in the future. Businesses are run with the assistance of
middlemen, particularly in the over-the-counter (OTC) market. These goods will have a robust
sales pipeline because they don't need a prescription. However, it needs more than just a
business plan to achieve such outcomes. It necessitates efficient program management in light of
a shifting competitive landscape and organizational environment.The nature and direction of the
product or service's actual use, sales and distribution through middlemen, pricing, production,
and business communications should all be examined.
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Figure :4 pharmacist in public health.
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Conclusion:

1.

Compared to traditional marketing for non-pharmaceutical enterprises, pharmaceutical
marketing offers distinct opportunities and problems. Globalization, heightened rivalry, and the
quest for worldwide market supremacy are some of these obstacles, all of which call for
particular approaches within the fundamental marketing components of People, Physical
Evidence, Product, Price, Place, Promotion, and Process.The pharmaceutical industry does, of
course, present both opportunities and challenges. This clearly differs from the typical business
procedures used by non-pharmaceutical organizations. answer. Naturally, green management
becomes the cherry on top for clients in the pharmaceutical sector as business efficiency rises.
Although the potential market for over-the-counter (OTC) items is comparable to that of the
commercial market, rescue pharmaceutical solutions have distinct layers, and ultimately,
consumers will be persuaded that patients require this treatment.

Refrence :

1.

10.

11.

12.

13.

14.
15.

Pharmaceutical marketing in India: a macroscopic perspective, Dey, Rai, and Chandra (1999).
Conference of the South Western Marketing Association, Houston, TX.

Ahmed, R.R. (2014). Physician prescribing behavior and pharmaceutical marketing mix approach.
Pharma Innovation, 3(7, Part A), p. 8.

Kiranshanker, K., Sreedhar, D., Manthan, J., Ankush, C., Ligade, V.S., Muragundi, P.M., and Udupa,
N. (2015). An investigation into the expectations of physicians in the state of Karnataka regarding
medical representatives. 7(8), pp. 75—82, International Journal of Current Research and Review.
Groves, K.E., 2006. The impact of advertising for pharmaceuticals, practice traits, and medical
According to the PCI Syllabus, Bhambere, D.S., Ahirrao, S.P., Kankate, R.S., and Laddha, U.D.,
Pharma Marketing Management.

J.L. Brown, 2017. Direct-to-consumer pharmaceutical marketing exposure for physicians may lead
to prescribing bias. pp. e247—e248 in The American Journal of Medicine, 130(6).

The Marketing Mix Revisited: Toward 21st Century Marketing, Constantinides, E. (2006). 22(3), pp.
407-438, Journal of Marketing Management.

Prior authorization and the formulary exception procedure are two of the Academy of Managed
Care Pharmacy's ideas in managed care pharmacy, according to Fallik, B. (2005). Managed Care
Pharmacy Journal, 11(4), pp. 358-358.

Danner, S., and A. (2007). Marketing masterclass: Is the pharmaceutical business headed in the
right direction? Salesforce efficacy. 114-125 in Medical Marketing, 7(2).

In 2021, Madhusudhana, K. In the era of digital marketing, the function of information and
marketing tactics for Indian pharmaceutical companies. 6(3), 170-172, EPRA International Journal
of Research and Development (IJRD).

Suleiman, A. K., and A. N. (2021). The impact of pharmaceutical marketing tactics on doctor's
prescriptions. Pharmacy Practice Archives, 12(1).

Reimagined: marketing for the twenty-first century. The Journal of Marketing Management
Stradley Ronon, Dunne D. (4 October 2010), retrieved May 22, 2017

Khazzaka M. 2019. The impact of pharmaceutical marketing tactics on Lebanon's doctors'
prescription practices: samples, gifts, and ethics. doi: 10.1186/s12913-019-4759-8 BMC Health
Services Research, 19:1-1

Pharmaceutical marketing in the modern era, Rao SK. 2002. Marketing Health Services, 22(1):6.
Ahmed RR, Ahmed J, and Khoso I. (2014). Pharmaceutical marketing pricing methods. Part A of
The Pharma Innovation, 3(7, 13).

[JCRT2503761 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] g605


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

16.

17.

18.

19.

20.

Pettijohn CE, Parker RS. 2005. A comparative study of the opinions of pharmaceutical
representatives and physicians regarding pharmaceutical drug marketing techniques and tactics.
Quarterly for Health Marketing, 22(4):27-43.

Pharmaceutical marketing and product promotion: a paradigm shift in the Indian pharmaceutical
industry (IP1), Nandy M., and Pal B. (2015). A Journal of Management Sciences, Adhyayan,
5(02):27-40.

Nandy M, Pal B. 2015. A paradigm shift in the Indian pharmaceutical industry (IPI):
pharmaceutical marketing and product promotion. 5(02):27—-40 in Adhyayan: A Journal of
Management Sciences.

Interlink Marketing Consulting Pvt. Ltd.'s 2015 Growth Agenda for the Indian Pharmaceutical
Industry:1-22.

Nirali Prakashan, Pune, 2010: 1.1-2.8, 3.1-4.3,12.1-12.31, 21.1-21.11; ltkar SC, Pharmaceutical
Management for Pharmaceutical Industry Professionals and Students of Pharmaceutical Sciences,
4th edn.

21. Kesic D., Global Pharmaceutical Industry Strategic Analysis, Management, 14(1), 2009: 59-76

[JCRT2503761 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] g606


http://www.ijcrt.org/

