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ABSTRACT 

This study, effective marketing of pharmaceutical product in Nigeria; a 

case study of SmithKline Beecham Nigeria Plc. was designed to find out 

ways of effective marketing pharmaceutical related products in Nigeria. 

Data for this study were collected by the survey method. The method made 

use of both primary and secondary sources of information. Key personnel 

of the company under study were interviewed while questionnaires were 

administered to key channel members. 

The study revealed the existence of a range of product areas such as, 

Anti-infective, Gastrointestinal, Vaccines, Analgesics, Nutritional 

Healthdrinks and Oral Health care products. The best selling brands were 

identified as Ampiclox, Amoxil, Augmentin, Engerix B, Zentel and Halfan. 

These are also referred to as ethical products. Others classified broadly as 

consumer healthcare products are Panadol, Phensic, Cafenol, Ribena and 

Lucozade. 

The company experiences problems in the areas of Human Resources, 

Marketing Technical, Consumer and Pharmaceutical Sales Departments. 

To this end, various recommendations were put forward to overcome the 

challenges identified. Implementing them will enhance Smithkline 

Beecham's effectiveness in marketing its pharmaceutical brands. 
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orders or getting commitments from them. One thing worthy of note is that 

selling pharmaceutical products is quite different from selling other products 

or services. In the pharmaceutical industry, the word "detailing" (presenting 

products in detail) rather than "selling" takes a center stage. In fact, the 

uniqueness of pharmaceutical selling is seen in the above semantic 

differential. 

At this point, one may ask the obvious. What makes selling 

pharmaceutical different? The answer is simple but important. To start 

with, pharmaceutical selling involves products which can mean the 

difference between good and bad health, and in some cases between 

life and death to patients. Pharmaceutical selling demands a high 

degree of professionalism and knowledge from the pharmaceutical sales 

representatives. Such professionalism and knowledge are not required 

for selling other products. Pharmaceutical sales representatives face 

extraordinary competition. There are virtually dozens of pharmaceutical 

companies in Nigeria. Most of them have representatives operating in 

any given territory and many of those representatives will be detailing 

products in direct competition to others. This requires that the sales 

representatives must be equipped with the right knowledge, skills and 

attitude necessary for effective marketing of their products. 

This study will therefore identify areas of knowledge, skills, attitude that 

can provide for effective marketing in the pharmaceutical industry. The 

study also seeks to isolate other related practices that can contribute to 

effective and efficient selling of pharmaceuticals. 
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emphasis on relationship building. 

On the other hand, medical personnel are known to be very busy 

people. Between attending to their patients, their self development 

activities, other sales representatives and their personal lives, medical 

personnel usually have tight schedules - schedules which can be thrown 

into constant chaos by patient emergency. What this means is that the 

pharmaceutical sales representative is usually working under tight time 

constraints and has to be prepared to adjust to the medical personnel's 

schedule. 

1.3 OBJECTIVE OF THE STUDY 

Generally, it is the objective of this study to identify the essential skills, 

knowledge, attitude and other related practices desirable for effective 

marketing of pharmaceutical products. Specifically, the research intends 

to identify: 

1. Effective methods of getting commitment or order. 

2. Ways of creating positive first impression. 

3. Ways of organising training and developing an effective sale force. 

How the sales representative's time can be effectively utilised. 

5. Effective ways of answering objections. How to achieve good 

commitment 

7. Methods of staying with the dynamic nature of the environment. 

8. Ways of sharpening personal selling and marketing skills of 
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7. Marketing can lead to career opportunities. It is an important skill 

for students who intend to go into product management, financial 

planning, international business. 

8. An understanding of marketing makes one a wise consumer. 

Should one find oneself working for a governmental agency or as 

a consumer advocate he/she will be a better regulator. 

2.4 THE MARKETING CONCEPTS 

Professor Larry Rosenberg believes that "the marketing concepts of an 

organisation is a matter of consumer orientation"6. The organisation 

determines the needs and wants of target markets and adapts itself to 

delivering the desired satisfaction more effectively and efficiently than its 

competitors. The word effectively and efficiently have to do with 

profitability and objectives which will keep the organisation in business 

to continue serving. 

The above definition while recognising marketing as one processing 

activity of business also identifies it as the first and last in the pipeline, 

or satisfaction system. At last, marketing directs the flow of goods and 

services from producers to ultimate consumers. In its first position, it 

discovers the opportunities that exist to satisfy the needs and wants of 

customers. This is the heart of the marketing concept a business 

philosophy on attitude of management which maintain that the focal 

point of the entire firm is the consumer. 
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The adage "the consumer is the king" is the embodiment of this 

approach to carrying out business. This sudden realization by successful 

companies today that they are in existence to serve their consumers 

rather than their self-interest, has led to slogans like "we do it all for you" 

and "you are the boss". 

From what has been stated so far one can rightly say that the marketing 

concept perceives consumption as a democratic process in which 

consumers have the right to cast their money votes. As such, those who 

guard and complain about marketing and advertising in particular, 

should appreciate marketers. One may deceive the electorate with 

spurious campaign promises but had better not seek their attention 

again. Unless a business comes up with policies and practices which 

they approve, it will have to give way to the competitors. 

A lot has been said and written about the marketing concept while a 

great number of practitioners acclaim it as a "curve all" others have 

been quick and questioning its workability. 

Risley accepts that "the marketing concept has become popular, but that 

its implications are not always understood. Another author, Tavisk, 

holds that view that the marketing concept appears attractive in theory, 

but very difficult to implement. According to him, "one cannot therefore 

seek instant salvation from it because of the difficulty of managing the 

theory to practice". 
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This ongoing problem with the marketing concept has assumed an 

immense dimension that there has been a plea for the revision of the 

concept. R. Curovieveld and R. D. Medford in their book, IT IS TIME 

TO REVIEW THE MARKETING CONCEPT suggest "that emphasis on 

the somewhat unique "consumer satisfaction" be replaced by the 

consumer best interest"7. According to them this will leave the supplier 

with some scope to make his own interpretation. It is not surprising that 

these negative views are expressed. The fact that the philosophy is 

relatively new may contribute to its slow adoption rate. Another reason 

may be seen in the fact that, the marketing concept calls for a re­

orientation, a complete change from previous ways of doing business. 

It is only logical that such a drastic change will generate conflict. 

2.4. MAKING THE CONCEPT WORK 

In spite of the criticism and difficulties inherent in the implementation of 

the marketing concept, Rosenberg believes that "where there is a will to 

use the marketing concept, there will be a way to implement it"8. He 

therefore provides the following universal principles:-

1. CUSTOMER ORIENTATION - This orientation must be top down. 

That is, it has to start with the head of the organisation. This 

executive must have a thorough understanding of the concepts 

and its implication to the organisation. In fact he has to adopt a 

marketing frame of mind. This commitment to the marketing 
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Communicate effectively with customers 

Have sensitivity for customers 

Prepare their employees to be future customers 

Use time effectively to the advantage of the customers 

Ensure effective distribution of products through distribution 

channels 

Listen and heed complaints and 

provide customer service and education as well as customer 

oriented facilities. 

Ensure regular and consistent trade and consumer promotion to 

engender good off-take of products through the distribution 

channels. 

It is generally believed that for any business to survive, it has to seek 

out and maintain its customers. The process calls for concern for both 

the customer and the business. It requires knowledge of the customers, 

their needs and wants and the desire to be honest and open in filling 

those needs and wants. 

2.6 EFFECTIVE MARKETING ORIENTATION 

The application of the marketing concept is characterised by the 

acceptance and use of the following elements:-

1. The company accepts change as the prime characteristic of 

modern marketing and monitors the environments of the firm in a 

continuing effort to discover new areas of marketing opportunity. 
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This involve a system orientation. 

2. The company appreciates and understands the consumer's 

strategic position as a determinant of the firm's survival and 

growth. The entire marketing system is designed to serve 

consumer needs in companies operating under the marketing 

concept. 

3. Marketing managers see short and long range planning of 

company activities on a continuing basis and the development of 

consistent strategies and tactics resulting in an integrated system 

of marketing action as the key task. 

4. Marketing and business research is utilized to arrive at more fact 

founded decisions than could be made by intuitive approaches. 

Research, including a system of commercial intelligence is 

becoming indispensable in modern marketing planning and action. 

5. Intra and inter departmental implication of marketing decisions and 

actions of various organisational units are recognised and the 

integration of all marketing effort is sought. 

6. There is strong competition in the market. The marketers who 

creatively caters for customers needs and wants is likely to own a 

differential advantage over less insightful competitors and thereby 

enhances the changes of survival and success. 
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7. Consumer Awareness - Consumers are now more knowledgeable 

of their right and position. More magazines and newspapers 

provide channels for the consumer to express his feelings about 

certain products and also advise him on the quality value and 

effect of competition products and services. The growing 

consumer awareness to seek redress from unscrupulous 

marketers and the increasing consumer sovereignty add more 

claim to realism. 

8. Proper understanding of the concept by firms makes the 

application feasible. To effectively implement the concept, a firm 

should always think of the needs of consumers or the target 

market and develop or modify existing products or services to suit 

both the consumers and societal needs. Also, the firm should 

constantly be abreast of The changes in its external environment 

and the opportunities or threats posed by such changes. 

9. The company constantly defines and redefines these elements 

and inter-relationships within its frame of references in order to 

systematize the discovering and implementation of marketing 

opportunity. 

10. The economy is developed to the extent that the majority of 

consumers have an access to the basic material needs of life and 

enjoy a high standard of living. Consumers have become more 

choosy and consequently have become harder to convince. Even 
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4. Lack of suitable personnel - The old breed of marketing 

managers find it difficult to adopt the market orientation. On the 

other hand, the search for new marketing personnel has proved 

difficult. 

2.9 FUNCTIONS OF MARKETING 

Marketing functions can be classified into three categories:-

1. Merchandising Activities:- Merchandising consists of activities 

by producers and middlemen necessary to determine and meet 

market need in termj of products and to stimulate market 

demand. These include:-

(a) Buying and Assembling - Buying is the procurement of 

items for eventual resale to the ultimate consumer or 

industrial users. Buying may be done directly or through 

middlemen. 

Assembling is closely related to buying as what may be 

bought from different sources must be assembled together. 

This involves buying together either different quantities of 

a wide variety of items for resale by a single establishment 

eg. departmental stores or a large quantity of similar items 

for resale in a particular region. 
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(b) Product Planning and Development - The product must 

possess those characteristics which are close to buyers 

needs, wants and desires. This requires frequent product 

adaptation. For successful marketing, product differentiation 

(showing the difference between your product and those of 

the market) and the product development(making necessary 

changes in the existing product or bringing out an entirely 

new product) are helpful. This process is endless in most 

industries. 

(c) Standardizing and Grading - These activities involve 

establishment of certain basic characteristics or qualities or 

measures or limits to goods purchased or sold. Standard is 

used in providing certain basic qualities to the goods for 

their use. In cases like food, drugs, fruits and grains the 

standard may be applied in terms of packaging ie. 100kg, 

10kg etc. In other words the product should conform to the 

application of physical standards. 

Grading is the act of separating or inspecting the goods 

according to the established specification. The 

specifications may include size, weight or quality. 

(d) Selling - Here involves identifying prospective customers, 

stimulating demand and providing information and services 
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age or open a product properly". Mode of transportation affects 

packaging requirements. Also packaging affects the type of 

material handling equipment. 

A manufacturer decides on the channel through which he will push 

his products based on the physical distribution facilities and 

services offered by such channels. One manufacturer may select 

merchant wholesalers who provide storage facilities while another 

may prefer to use a combination of manufacturers' agents and 

public warehouse. The agents can solicit orders, provide 

aggressive selling and do the necessary promotion work, while the 

orders can be physically distributed through and from public 

warehouses. Also a manufacturer through the use of adequate 

physical distribution facilities may decide to by-pass wholesalers 

and sell straight to retailers or industrial users. 

Mainly the cost of physical distribution facilities will influence a 

manufacturer's decision on where to locate his branches in what 

cities. Transportation factors also influences the location of 

regional distribution facilities. Management may narrow its choice 

to the east, West and the North. 

Looking at both the cost of physical distribution and speed with 

which orders can reach the customers are two-key issues to 

consider and they both involve transportation and warehousing 

facilities. 
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