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ABSTRACT

Background: One of the most important factors in developing competition ability in Iranian

: pharmaceutical companies is principled and systematic planning in the marketing area.

Article info: : Investigating all marketing variables is outside the scope of this article. Thus, the main purpose
Received: 15 Apr 2017 of this research was to extent the pharmaceutical companies’ applicable knowledge about

Revised: 22 Aug 2017 promotion strategies; which is one of the most attractive subjects of marketing science.

Accepted: 10 Nov 2017 Methods: To achieve deepen extensive and comprehensive understanding of the dimensions
and components of the pharmaceutical companies’ promotion strategy, a general framework
was first developed by the literature review. Then, the required data was collected by conducting
qualitative field research as well as through interviewing with the sales and marketing managers of
pharmaceutical companies. The acquired data were analyzed using content analysis method. This
process continued until the theoretical saturation was achieved.

Results: The data analysis results suggested that the promotion strategy of Iranian pharmaceutical
companies has 6 main components, including advertising, sales promotion, public relations
and publicity, personal sales, events and experiences, and Word of Mouth Marketing (WOM).
Moreover, the methods and tools of these components have different attributes that distinguish
the promotion strategies of pharmaceuticals firms from other industries.

Conclusion: Examining the promotion strategies of pharmaceutical companies from a close

Keywords: :  and operational perspective suggested that innovative practices and creative ways for market
Promotion, Marketing strategy, penetration and forerun. Some of the promotion strategies, including direct and interactive
Practice management services, marketing were not common among Iranian pharmaceutical companies; however, many of the
Drug industry : others were prevalent in different and innovative ways.
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1. Introduction

he most commonly used definition for

marketing mix with the goal of properly

joining the target market is to supply the

right product at the right place, price, and

time [1-3]. To achieve this objective, a suit-
able and effective promotion mix plays a vital role in
implementing corporate marketing strategies [4]. It is
the responsibility of the marketing department to ef-
fectively communicate with customers and the target
community in an enterprise. Moreover, its specific tool
is integrated marketing communication models in the
mixed form of promotion [5].

Promotion is a set of actions taken by an organization
to communicate with its intended sectors in the target
market and influence them to maintain a better posi-
tion for its products and services [6]. In other words,
promotion is to establish direct or indirect contact
with individuals, groups or organizations to inform and
encourage them to purchase the company’s products
and services [7]. Basically, there are three general ob-
jectives in implementing promotional strategies; infor-
mation provision, customer incentives, and customer
retention [8].

An important task of marketing management is to
determine the most effective promotion mix. Promo-
tional methods differ in terms of influence. Each pro-
motion method has its unique features that determine
their selection [9]. Companies need to carefully com-
bine communication tools to create a balanced mix of
promotional elements that achieves communication
and marketing goals [10].

According to some marketing scholars, marketing
communications is very broad concept, including all
the elements of the marketing mix of products [11-
13]. In contrast, others argued that marketing commu-
nications are far beyond the framework of promotion
strategies [14-16]. Thus, to measure the effectiveness
of communication tools and plan properly, we need to
determine a specific range of communication domains
in developing marketing communication strategies.
Therefore, these researchers consider the promotional
mix strategy for products to be synonymous with mar-
keting communication strategies.

Marketing communications are used to indicate how
and why; by whom; when and where a product is
used. Additionally, they explain the emphasis of com-
pany and its name. They also provide incentives for

Journal of Pharmacoeconomics
& Pharmaceutical Management

JPPii

consumers to test or use them. Although advertising
is always the main element of a marketing communi-
cations plan, it does not entirely consist of creating a
brand value and not even the most important part.

Marketing communications mix involves 7 important
communication methods, as follows [16]: 1. Advertis-
ing: Any form of impersonal promotion and the pro-
motion of ideas, products or services with a specific
financial sponsor for which payment is made; 2. Sales
promotion: Short-term incentives to encourage testing
or purchasing products or services; 3. Events and expe-
riences: Company sponsored activities and programs
designed to create brand-related interactions; 4. Public
relations and publicity: Programs that promote or sup-
port the company or the perception about the prod-
ucts; 5. Direct marketing and interactive marketing:
Direct marketing involves the use of mail, phone, fax,
e-mail, or the Internet to directly reach the custom-
ers or prospects or ask for an answer or dialogue with
them. Interactive marketing involves online activities
and programs to engage customers and prospects and
create adverts, improve their mentality, or sell them
directly or indirectly; 6. Word-of-Mouth (WOM) mar-
keting: Interpersonal oral, written or electronic com-
munications related to the advantages or experiences
of the purchase or use of products or services; and 7.
Personal sales: Interacting with prospects to deliver
products, answer questions and receive orders.

Pharma is an important commodity in modern econ-
omies because of its impact on human health. The
pharmaceutical industry is currently considered as one
of the world’s most important and largest industries.
Owning such an industry is a critical criterion for de-
veloping countries. Iran’s pharmaceutical industry is
among the oldest active industries in the country. Its
inception has been exclusively led by the government.
Despite its 70-year history, the private companies
present in this industry are <30%. Thus, the lack of real
competition between domestic pharmaceutical com-
panies, as well as unwillingness to compete in the in-
ternational arena, have caused a long-standing weak-
ness in the marketing sector of Iranian pharmaceutical
companies. Therefore, we conducted a detailed study
on the promotion strategies and tools of pharmaceuti-
cal companies. Moreover, we identified their dimen-
sions and components to take effective measures to
improve the quality of the decisions of marketing and
sales managers of these companies.

Ebrahimi M, et al. Promotion Strategy Components of the Pharmaceutical Products. JPPM. 2017; 3(3-4):25-34.



http://jppm.tums.ac.ir/index.php/jppm

Journal of Pharmacoeconomics
& Pharmaceutical Management

JPPii

2. Methods

The current study aimed to identify the dimensions
and components of the pharmaceutical promotion
strategies. As a result, in the first stage, we extracted
these components from the literature. We reviewed
recent research on promotional strategies, as well as
the pharmaceutical industry. Then, we identified the
early framework of key and common elements in the
topic of promotion strategies. This was a qualitative
research, because the collected field data were quali-
tative and obtained only through interviews. In terms
of overall direction, it was an applied developmental
research; according to definition, an investigation in-
tended to apply its findings to solve specific problems
within the organization is called applied research [17].

In this research, the obtained results were supposed
be used by real and legal individuals, including the
senior managers of pharmaceutical manufacturers in
Iran to assist them in selecting the right promotional
mix strategies for their products. This was a descrip-
tive research; it aimed to describe the dimensions
and various components of promotion strategies of
pharmaceutical products. The statistical population
of this research included all senior managers, depu-
ties, and experts in the field of marketing and sales in
Iranian companies producing human medicines (they
were producing the studied product at the time of our
study).

The statistical population of this research consisted
of about 100 pharmaceutical companies. Therefore,
for the qualitative stage of research, the number of
companies to be studied was selected to meet the
theoretical saturation, to improve the reliability of the
findings. As a result, the samples were selected by tar-
geted and convenience methods; due to the adoption
of a qualitative approach, the sample size was initially
unclear and the sampling process was continued to
achieve theoretical saturation.

The data were obtained through semi-structured
face-to-face interviews. The items on the interview
were derived from the original framework based on
the literature review. The internal validity of the items
was examined using an interpretive validity approach.
In the interpretive validity approach, the “participant
feedback” and “the use of some of the interviewees’
definitive statements in the final report” strategies
were used. In the participant feedback strategy, the
interpretations and obtained results were presented
to the participants by the researcher to clear the mis-
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understandings [18]. To assess the external validity or
the reliability of the measuring tool, the Scott coeffi-
cient as an observer agreement validity measure was
used. The values obtained by the Scott coefficient for
all variables were >0.7 and acceptable.

Content analysis was used to analyze the data. We
examined the text of the interviews and focus on the
objective and obvious messages contained in the texts.
Thus, the content analysis of the present research was
descriptive and quantitative [19]. Deductive content
analysis was selected for analyzing responses [20].
The text analysis unit of the interviews in the content
analysis section was a sentence or phrase from the
study participants’ responses presented in one of the
research categories.

Considering the dimensions and components dis-
cussed in the literature review section, 8 categories
(advertising, promotion, personal sales, public rela-
tions, direct marketing, interactive marketing, events
and experiences, and WOM marketing), and 77 con-
cepts (newspaper, TV, magazines, free samples, etc.)
were identifies.

An initial exploration into the promotion strategies
in pharmaceutical companies revealed that a phar-
maceutical company with several different product
types may not offer all its products using a single
promotional strategy and may have designed specific
promotional strategies for each product or group of
products. Therefore, it was decided to focus on iden-
tifying promotion strategies for a product or a group
of products supplied with a specific combination of
these strategies, rather than focusing on the promo-
tion strategies of a firm.

In addition, the product life cycle theory introduced
by Leavitt (1965) describes the amount of sales and
product profit from production through its final sale
in the 4 stages of introduction, growth, maturity and
decline. Moreover, the promotion strategies of a
pharmaceutical product differ in respect of each of
the 4 stages of the product life cycle; this is similar to
other marketing strategies that vary across the stages
[16, 21]. Therefore, we extended applicability of the
research data by focusing on one stage of the product
life cycle that can be applied to many companies, as
the growth period.

On the other hand, due to the inherent differences
in promotional strategies for patented drugs, com-
pared to competitive drugs, we focused on a single
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drug group, namely, competitive drugs (and not ex-
clusive drugs). Therefore, the analysis unit of this
research was those companies that produce com-
petitive drugs which were being in the growth stage.
Prior to interviewing with pharmaceutical companies,
the researcher first provide an adequate explanation
about this matter, then selected the product and initi-
ated the interview.

3. Results

A brief overview of various concepts, dimensions,
and marketing communication strategies are explained
in the following. Additionally, we present the theoreti-
cal framework of research in promotion strategies sec-
tion. Marketing communications are tools that compa-
nies use to directly or indirectly convey, persuade, and
remind consumers about their products and services.
They represent the voice and the brand of the com-
pany and are considered appropriate to establish a
two-way dialogue with consumers.

The initial framework of this research in the field of
promotion strategies (or marketing communications)
was developed according to the above mentioned de-
tails. The researcher’s approach was to use a maximum
range in the estimation of the main components of
promotion strategies and to achieve a comprehensive
framework. The prior research studies have considered
the 4 components of advertising, personal sales, sales
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promotion, and public relations as the main elements
of promotion strategies. The current study which is
based on the new findings in marketing science, the
use of the recent categorization of leading marketing
researchers, Keller and Kotler, who considered more
comprehensive components was considered to obtain
more accurate and reliable results. Therefore, promo-
tion strategies were presented in 7 distinct categories
[17]. Table 1 lists the basic promotion strategies frame-
work based on the literature.

Jain and Saxena identified a series of categorized
promotional strategies for Indian pharmaceutical
companies [27]. The studied drugs were purely pre-
scriptive and divided into the two categories of life-
style drugs and generic drugs. Then, they identified
promotional strategies suitable for the three main
goals of marketing promotions for both groups. Table
2 presents their findings.

Lifestyle drugs are prescribed for lifestyle diseases,
such as diabetes, blood pressure, asthma, obesity, and
so on. These diseases are usually not cured and pa-
tients need to take drugs for a long time or sometimes
for the entire life. General drugs have been termed as
those not included in the lifestyle category used for
curing common diseases. These diseases are usually
curable and patients need to take drugs for only a lim-
ited period of time. Examples of normal diseases are

Table 1. The primary framework of promotion strategy in this research

Components Elements References
Advertising Newspapers, television, direct mail, radio, magazines, Outdoor advertising, [5, 14, 16, 22-24]
yellow Pages, newsletters, brochures, telephone, Internet
Samples, coupons, cash refund offers (rebates), price packs (cents-off

el s deals), premiums (gn‘ts)., frequency programs, prizes (contests, sweep- [5, 14, 16, 22-24]

stakes, games), cooperation awards, free trials, product warranties, tie-in

promotions, cross-promotions, POP displays and demonstrations
Direct and interactive Direct mail, catalog marketing, telemarketing, interactive TV, kiosks, web
. . . . [5, 16, 23-25]
marketing sites, mobile devices

public relations and An_nual reports, publl_catlons, press k.ItS, |den.t|ty medlg, company maga-

L zine, speeches, seminars, community relations, charitable donations, [5, 14, 16, 22-24]
publicity -
lobbying
Personal selling Sales p'resen'Fat']ons, 'sales meeppgs, incentive programs, de]lverlng, order [5, 14, 16, 22-24]
taking, missionaring, technician, demand creating, solution vendor
. Annual celebrations, art exhibitions, auctions, evenings, chance games,
Events and experiences . L . - > [5, 16]
fashion shows, parties in unusual places, trips, collective walking
WOM marketing Social networks, Niche social networks (online communities and forums), (5, 16]

emotional marketing, viral marketing, opinion leaders, blogs

JPPin
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Table 2. Promotional mix strategy framework in Jain and Saxena research

Promotion Strategy Objectives

Promotional .
Lifestyle Drugs General Drugs
Strategy
Primary tool: Symposia, conference Primary tool: Academic Meetings (Departmental),
Support tools: personal selling, direct mail, brochures, co- symposia
Aware promotion, e-mails, and press release Support tools: Co-promotion, e-mails, direct mails,
WOM publicity
Primary tool: Personal selling Primary tool: Personal selling
Support tools: Scientific and clinical reports, clinical trials, Support tools: Gifts, small sponsorships, promo-
Persuade free samples, gifts, sponsorship to doctors tional trials, trade promotion, Continuing Medical
Education (CME)
Primary tool: Updates on the drugs, newsletters, personal Primary tool: Brochures, leaflets, direct mail
selling Support tools: Samples, journal advertising, co-
Remind Support tools: E-mails, organizing events/ camps, sym- promotion, e-mails, personal selling

posia, promotional trials, patient support/ education

programs

cough and cold, malaria, general infection, acute pain,
and so on [26].

These researchers also assessed the importance and
priority of the promotion strategies of these two phar-
maceutical groups from the perspective of senior man-
agers of pharmaceutical companies. Then, they divided

JPPin

them into two categories of traditional and innovative
promotion strategies. Traditional promotion strate-
gies, based on their priority and importance in use by
companies, were as follows: personal selling; symposia
and doctor meetings; sponsorships to doctors; trade
promotion; newsletter, brochures, flyers; gifts; orga-
nizing camps; sponsorships of events / conferences;

Table 3. Pharmaceutical promotion strategies in Sattar and Magsood research

Category Promotion Strategies

1. Detailing aid: Product literature, folders, brochures or display cards, which are meant to help the
salesperson during the discussion with the doctors

2. Leave behind material: Folders, brochures, leaflets, prescription pads, and stickers to act as a re-
minder
In-clinic promotions 3. Samples: Samples of medicines

4. Gift/ giveaways: Give out expansive gifts to physicians to establish a relationship, to oblige them,
and to ensure support on products

5. Direct mailers: Sending reminders to physicians by non-personal means
1. Clinical trials: Only those companies that are sure about their quality standards adopt this technique
2. Seminars/ symposia/ round table discussion

3. Sponsorships: The medical practitioners throughout the country have their representative bodies,
which are either general medical bodies who have their quarterly, bi-annual or annual conferences,
where latest research findings are discussed and papers are presented.

4. Film shows: A modern audio-visual technique that progressive companies are adopting and prefer

Out-of-clinic promotions it to seminars and other forms of direct communication

5. Advertisements: Numerous medical newspapers/ journals to communicate with the physicians
through advertisements

6. Public relations: Pharmaceutical companies voicing their messages at public forums and through
newspapers to increase awareness amongst the masses about their product

7. Other activities: Free medical camps/ corporate marketing/ hospital/ ward improvement pro-

grams/ e-marketing
JPPin
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Table 4. Initial encoding of sales promotion category
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Concept Frequency of Agreement % of Agreement Code

Samples 111111/ 87.5 PSPX1

Coupons 0 PSPX2

Cash refund offers (rebates) 0 PSPX3
Price packs (cents-off deals) 1111111/ 100 PSPX4
Premiums (gifts) 1111117 87.5 PSPX5
Frequency programs /// 37.5 PSPX6
Prizes (contests, sweepstakes, games) 0 PSPX7
Cooperation awards™ 111111/ 87.5 PSPX8

Free trials 0 PSPX9
Product warranties 0 PSPX10

Tie-in Promotions / 12.5 PSPX11
Cross-Promotions 111/ 50 PSPX12
POP displays 0 PSPX13
Sales awards™ 111111/ 87.5 PSPX14
Delayed payment period 1111/ 62.5 PSPX15
Prescription prizes for physicians // 25 PSPX16

drug samples; WOM publicity; press releases; journal
advertising; direct mail, and mass media advertising.
Innovative promotion strategies were also prioritized
as scientific and clinical reports; promotional trials;
clinical trials; patient care services; co-promotion; In-
ternet promotion; e-detailing, and telemarketing [26].

Sattar and Magsood classified the promotion strat-
egies of pharmaceutical products into two general
categories of in-clinic promotion and out-of-clinic
promotion (Table 3). In-clinic promotion strategies
are used by pharmaceutical companies through their
sales representatives visiting physicians in their of-
fices and persuading and encouraging them to pre-
scribe the drug. Out-of-clinic promotion strategies are
offered outside of physicians’ office to directly or indi-
rectly influence on their decisions about prescribing
a drug. Table 3 indicates the different types of these
two strategy groups [27].

Aditya Khajuria and Vijay Khajuria in their research
entitled “The Effect of Pharmaceutical Marketing Com-

JPPin

munication Strategies on Physicians’ Prescription” pre-
sented a list of functional promotion strategies with
references for each. These strategies include the cost
of product, brochures and booklets, seminars, directo-
ries having medicine details (along with manufacturer
name), publications, the reputation of company, pack-
aging inserts, exhibits in conferences, sampling, cata-
log, sponsoring medical fraternity events, peer group/
senior doctor reference, audiovisual material, product
launch parties, mailing, gifts, print, and broadcast ads
(TV/newspaper). The order of strategies is based on
the results that these researchers obtained in their
survey on the extent to which these strategies influ-
ence the prescription of medication by physicians [28].

As noted above, none of these studies conducted a
field and original research to identify the specific di-
mensions and components of the promotion strate-
gies for competitive pharmaceutical products in Iran.
Furthermore, The Iranian pharmaceutical market has
different socio-cultural and legal requirements, in
comparison with other countries. The prohibition of

Ebrahimi M, et al. Promotion Strategy Components of the Pharmaceutical Products. JPPM. 2017; 3(3-4):25-34.
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Table 5. The final framework of the pharmaceutical companies’ promotion strategy

Category Concept
Direct mail, magazines, outdoor advertising, yellow pages, newsletters, brochures, telephone, internet, send-
ing a company representative to pharmacies (pharma Rep), sending distributing companies’ sales representa-
Advertising tives to pharmacies, sending sales representatives to physicians (Med Rep), participation in the publication of

scientific books, provision of simple scientific pamphlets at physicians’ clinics to promote public awareness,

environmental advertising in specialized seminars, environmental advertising in pharmacies, video broadcast

Sales promotion

in specialized conferences

Samples, Price packs (cents-off deals), premiums (gifts), frequency programs, cooperation awards, tie-in pro-
motions, cross-promotions, sales awards, delayed payment period, prescription prizes for physicians

Annual reports, press kits, identity media, company magazine, speeches, seminars, charitable donations,

Direct and interactive
marketing

lobbying, holding workshops for distributing companies’ sales reps, holding workshops for physicians, holding
stands or specialized workshops during major scientific seminars or conferences organized by major scientific
institutions or government agencies, scientific visits of students from the manufacturing plant, maintaining

communication with scientific associations

Public relations and
Publicity

Personal selling

Events and
experiences

Sales presentations, sales meetings, incentive programs, delivering, order taking, missionaring, technician

Annual celebrations, scientific competitions in exhibitions with prizes, holding Iftar banquet in Ramadan

Social networks, niche social networks(online communities and forums), emotional marketing, Key Opinion

Leaders (KOL)

Direct to Consumer Advertisement (DTCA), the ban
on the importation of many different drugs and the
high share of pharmaceutical companies’ subsidies
from the state budget, which has kept the prices of
many drugs down, are examples that require studying
the distinction between human medicines in Iran and
other countries.

The process of analyzing research data began with
the start of the first interview. First, the coding method
for categories and concepts was developed. The data
analysis then continued according to the coding meth-
od until achieving theoretical saturation. The coding
instruction was as follows: first, each of the concepts
extracted from the literature review was assigned an
initial code. Upon the completion of each interview,
each new concept identified under each category was
added in a different color to the total number of codes
available for that category.

Any code with no positive comments to be con-
firmed were deleted after reaching the theoretical
saturation. If all the concepts under a category were
not approved by the interviews, the category was also
removed from the final framework of the promotion
strategy. The codes similar in meaning were com-
bined in consultation with the advisor of project and
research committee [20].

JPPil

Therefore, all the recognized concepts in the analy-
sis process are displayed in Table 4 with no change.
For each code, the frequency of agreeing comments
and their percentage were measured. New concepts
recognized through interviews were placed after the
previous concepts and the indicators that could have
been combined due to similarity are indicated by an
asterisk (*) and a common superscript (e.g. “Coopera-
tion Awards™” and “Sales Awards’”). As per Table 4,
codes with no agreement on their inclusion in the pro-
posed framework of a category have no value in their
corresponding frequency and percentage boxes and
can be eliminated. Table 4 only presents a part of the
content analysis for the second category of promo-
tion strategies. The final analysis of data indicated that
in various categories, some items were deleted, new
items were added, and some items were combined.
The simultaneous process of data collection and data
analysis continued until the theoretical saturation was
achieved.

By continuing to analyze the data from the 14 inter-
view, no new content was identified within the frame-
work of research components, and no change was
made in the previously obtained results, suggesting
that the theoretical saturation was obtained. However,
to achieve certainty about the validity of the obtained
results, 5 more interviews were conducted. A total of
19 persons from 8 pharmaceutical companies were in-
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terviewed. The final outcome from data analysis was
a variable framework of the strategy for promoting
pharmaceutical products developed with 6 categories
or main components and 53 concepts for final identi-
fication. Table 5 lists the final results of data analysis.

4, Discussion

In this research, unlike the prior research we exam-
ined in the previous section, the investigated items
exceeded the advertising and sales promotion. In pre-
vious research studies, only limited factors such as ad-
vertising strategies, personal selling, sales promotion,
and public relations were assessed. However, in this
study, items such as the WOM marketing strategies,
events, and direct and interactive marketing strategies
were also addressed. Furthermore, a comprehensive
look at the scope of audience marketing was the other
distinctive feature of this study. In contrast to previous
research, we considered a wide range of marketing
audiences. These groups included distribution compa-
nies, pharmacies, physicians, pharmaceuticals profes-
sors, patients, and the general population.

Based on the achieved results, in the advertising cat-
egory, the 4 concepts of newspaper, TV, direct mail,
radio, and outdoor advertising were excluded as there
were no relevant agreeing comments from managers
of pharmaceutical companies. In contrast, 8 new con-
cepts (sending a company representative to pharma-
cies (Pharma Rep), sending distributing companies’
sales representatives to pharmacies, sending sales
representatives to physicians (Med Rep), participation
in the publication of scientific books, the provision of
simple scientific pamphlets at physicians’ offices to
promote public awareness, environmental advertising
in specialized seminars, environmental advertising in
pharmacies, and video broadcast in specialized confer-
ences) were added.

In the category of sales promotion, 6 items (coupons,
refunds, prizes [competitions, lotteries, games], free
trails, warranties, and Point-of-Purchase [POP] displays)
were deleted, and 3 new items (sales awards, delayed
payment period and prescription prizes for physicians)
were added. In the category of public relations, two
concepts of publications and community relations
were deleted and five new concepts of holding work-
shops for distributing companies’ sales representa-
tives, holding workshops for physicians, holding stands
or specialized workshops in major scientific seminars or
conferences organized by major scientific institutions
or government agencies, scientific visits of students
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from the manufacturing plant and maintaining com-
munication with scientific associations were added to
the existing framework. In the personal sales category,
the 2 concepts of demand creating and solution vendor
were removed; while no new item was added.

In the events and experiences category, the 8 con-
cepts of art exhibitions, auctions, evenings, chance
games, fashion shows, parties in unusual places, trips,
and collective walking were removed, and the two
new concepts of scientific competitions in exhibitions
with prizes and holding Iftar banquet in Ramadan were
added to the framework. In the WOM marketing cat-
egory, the two concepts of viral marketing and blogs
were removed, while no new concept was added. The
direct and interactive marketing category was com-
pletely excluded as no agreeing views were found on
their subset concepts.

5. Conclusion

The present study aimed to identify the components
of pharmaceutical marketing promotion strategies in
Iranian pharmaceutical companies. An initial frame-
work of the dimensions and components of the pro-
motional strategies used by the general industries
was first developed by the literature review. This ba-
sic framework described the promotion strategy in 7
dimensions or categories and 77 components or con-
cepts. The main dimensions and components of the
promotion strategy of a competitive pharmaceutical
product were identified in 6 main categories and 53
concepts or components.

The first category is advertising, consisting of 15
components. The second category is sales promotion,
which consists of 10 components. The third category
is public relations, consisting of 12 components. The
fourth category is personal sales, consisting of 7 com-
ponents. The fifth category is events and experiences,
which consists of three components. Finally, the sixth
category is the WOM marketing that consists of 4 com-
ponents. The direct and interactive marketing category
was not among the strategies to promote Iranian phar-
maceutical products due to lack of legal platforms.

The first subset of promotional strategies was adver-
tising that included 15 components. The second sub-
set was sales promotion, which included 10 compo-
nents. The third was public relations, which included
12 components. The fourth subset was the personal
selling with 7 components. The fifth one was the case
of events and experiences that included three compo-

Ebrahimi M, et al. Promotion Strategy Components of the Pharmaceutical Products. JPPM. 2017; 3(3-4):25-34.
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nents. Finally, the sixth subset of Hebat’s mouth-to-
mouth marketing included 4 components. The direct
and interactive marketing category was not among the
strategies to promote Iranian pharmaceutical products

due to lack of legal platforms.
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