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• Evolution of the Marketing Concept 

• Holistic Marketing 

• Applications of Holistic Marketing in the pharmaceutical industries 

Agenda 



Evolution of the marketing concept 

• The marketing concept has evolved through distinct eras, reflecting 
changes in business practices and consumer behavior. 

•  Initially, focus was on production efficiency, then shifted to 
aggressive sales tactics, followed by understanding and meeting 
customer needs, and finally, emphasizing long-term relationships and 
leveraging digital technologies. 
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• It is based on the development, design, and implementation of marketing 
programs, processes, and activities that recognize their breadth and 
interdependencies.

• Holistic marketing acknowledges that everything matters in marketing—and 
that a broad, integrated perspective is often necessary.
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The Holistic Marketing Concept
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The Holistic Marketing Concept



Internal Marketing: 

• is the task of hiring, training, and motivating able 
employees who want to serve customers well.
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The Holistic Marketing Concept
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• Sales team Training : five elements are included in a company’s standard 
sales training process: 

(1) Planning 
(2) Establishing trust
(3) Qualifying needs
(4) Providing customized and visible
solutions
(5) Building partnerships

Role of Product Managers in 
Internal Marketing 
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• Sales team Training :
(1) Planning:
• What information will help the salespeople in the 

work?
• They need to know who is most likely to buy the 

product (selling points)
• The product manager should profile the “ideal” 

customer for the product 

Role of Product Managers in 
Internal Marketing 
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Sales team Training :
(2) Establishing Trust:
• How will the product manager help establish 

trust with the customer?
• If a new product is being introduced, the 

product manager has to demonstrate that the 
promotional materials are already in place, that 
the product has been tried and proven, and that 
customer orders can indeed be filled

Role of Product Managers in 
Internal Marketing 
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Sales team Training :
(3) Qualifying Needs:
• What information about the customers must the salespeople obtain to 

qualify needs? 
• Customer satisfaction results from the best match between product 

benefits and customer needs
• Therefore, the product manager must provide customer-friendly questions 

that enable sales to assess the fit before closing the sales call

Role of Product Managers in 
Internal Marketing 
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Sales team Training :
(4) Customizing Solutions:
• How can sales use the answers from the preceding questions to develop 

customized and visible solutions for the doctor or pharmacists? 
• This requires the product manager to look for creative ways to 

demonstrate a product’s competitive edge.

Role of Product Managers in 
Internal Marketing 
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Sales team Training :
(5) Building Partnerships:
• What assurance is there that this product will increase the partnership 

already established between the customer and the medical rep.?
• Customer partnerships require careful and timely follow-up to questions 

and problems

Role of Product Managers in 
Internal Marketing 
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The Holistic Marketing Concept



Integrated Marketing: 

• occurs when the marketer 
devises marketing activities and 
assembles marketing programs 
to create, communicate, and 
deliver value for consumers such 
that “the whole is greater than 
the sum of its parts.”
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The Holistic Marketing Concept
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❑Marketing Communications:
1. An internal advertising department
2. An external ad agency
• a product manager needs a general understanding of promotional 

alternatives to be able to evaluate copy and media recommendations 
effectively.

Role of Product Managers in 
Integrated Marketing
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❑Marketing Communications:
• Typically, product managers will determine what positioning they want for 

their products, and the communication of that positioning will be left to 
the functional specialists.

• Product managers need to describe the target market they are trying to 
reach as precisely as possible so that the advertising groups can use that 
information to select the appropriate media and media vehicles.

Role of Product Managers in 
Integrated Marketing
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❑Marketing Communications:
➢ If a product manager can choose between an in-house and an external 

agency, which one should be selected?

• An external agency can be preferable for the product manager who needs 
an outside viewpoint, faces resource constraints internally making it 
difficult to meet deadlines, and/or wants to take advantage of an agency’s 
potential for mass media buying.

Role of Product Managers in 
Integrated Marketing
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❑Marketing Communications:
➢ If a product manager can choose between an in-house and an external 

agency, which one should be selected?

• An internal department, if the product manager needs to capitalize on the 
expertise resulting from knowledge of a very specialized market, has the 
necessary skill in-house, and wants more control over the total process

Role of Product Managers in 
Integrated Marketing



23

❑Marketing Communications:
➢ There are several questions involved in agency selection:
(1) What types of promotion, in addition to advertising, might need to be 
done?
(2) Does the agency understand the target and have the appropriate talent to 
speak the language?
(3) Should a large or small agency be hired?
(4) Will the agency be expected to help with general marketing, Internet 
marketing, research, and/or strategic planning?

Role of Product Managers in 
Integrated Marketing
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The Holistic Marketing Concept



Relationship Marketing: 

• It aims to build mutually satisfying long-term relationships with key 
constituents to earn and retain their business.
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The Holistic Marketing Concept



Relationship Marketing: 

• Four key constituents for relationship marketing are 

1) Customers (physicians, pharmacies)  

2) Employees (M.Rs, D.Ms and SMs)

3) Marketing partners (Advertising agencies, suppliers, distributors)

4) Members of the financial community (shareholders, investors, analysts).
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The Holistic Marketing Concept
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• A primary role of product managers is to get all functions to focus on the 
market—the final customers.

• They must interact directly with various functions in the organization, 
including sales, operations, finance, and top management. 

• The extent of interaction will vary by company and the experience level of 
the product manager.

Role of Product Managers in 
Relationship Marketing 
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Product Manager Contact with 
Selected Groups 

Role of Product Managers in 
Relationship Marketing 
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Primary Role Influencers

Role of Product Managers in 
Relationship Marketing 
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❑ Sales:
• The product manager plays a major role in helping MRs, DMs and SMs  

accomplish the objectives of the company

Role of Product Managers in 
Relationship Marketing 



× A coordinative product manager 
is likely to be heavily committed 
to sales support and “putting out 
fires.”

× An authoritarian product 
manager use office authority to 
“force” sales and can severely 
damage the trust and respect 
required for a cooperative effort.
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Role of Product Managers in 
Relationship Marketing 
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❑ Sales:
• Gathering Market Feedback from the Sales 

Force 
• Communicating with Salespeople at least by 

phone (25–30 % daily time)

Role of Product Managers in 
Relationship Marketing 



33

❑ Operations and Research and Development (R&D):
• New-Product Development:
The role of the product manager will be to represent the voice of the 
customer, balancing corporate return on investment (ROI), customer 
satisfaction, and manufactured cost.

Role of Product Managers in 
Relationship Marketing 



34

❑ Operations and Research and Development (R&D):
• Strategic Interactions: 
The product manager will present market problems and/or competitive moves 
that might trigger ideas for new products and highlight discussion on future 
capacity needs.

Role of Product Managers in 
Relationship Marketing 
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❑ Customers:
• Brand managers usually reach customers through focus groups and other 

research techniques.
• The critical point in meeting with customers is to be open to both shortfalls 

in existing products and long-term future needs. 
• As difficult as it is, product managers must visualize innovations that 

anticipate and satisfy unmet needs.

Role of Product Managers in 
Relationship Marketing 
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• Be prepared to represent the voice of the customer in meetings with 
operations and R & D and to demonstrate at least a minimum 
understanding of operational techniques and standards.

• Don’t be afraid to question and critique the work of your internal or 
external advertising agency.

• Allocate a significant portion of the time you spend with customers 
gathering information on future product needs and applications.

Role of Product Managers in 
Relationship Marketing 
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The Holistic Marketing Concept



Performance Marketing: 

• requires understanding the financial 
and nonfinancial (market share, 
customer loss rate, customer 
satisfaction, product quality) returns 
to business and society from 
marketing activities and programs.

38

The Holistic Marketing Concept



• Performance Marketing vs Digital Marketing: 

• Performance marketing focuses on driving 
measurable results, such as leads or sales, 
while digital marketing encompasses a broader 
range of activities, including branding and 
awareness. 

• One of the key differences between 
performance marketing and digital marketing 
is the way success is measured

Role of Product Managers in 
Performance Marketing



• Targeted Campaigns:

• Instead of broad advertising, performance 
marketing relies on identifying specific 
audience segments (e.g., by specialty, disease 
state, or demographics) and tailoring messages 
to their needs and interests. 

Key Aspects of Performance 
Marketing in Pharma:



• Data-Driven Approach:

• Performance marketing heavily relies on analytics and data to track 
campaign performance, optimize ad spend, and understand what 
resonates with the target audience. 

Key Aspects of Performance 
Marketing in Pharma:



• Measurable Results:

• Metrics like website clicks, lead generation, 
conversions, and prescription growth are 
tracked to assess the effectiveness of 
marketing efforts and make adjustments. 

Key Aspects of Performance 
Marketing in Pharma:



• Omnichannel Engagement:

• Pharma companies use a mix of digital 
channels (e.g., search engine marketing, social 
media, email marketing, video marketing) to 
reach audiences across various touchpoints. 

Key Aspects of Performance 
Marketing in Pharma:



• Personalized Content:

• Tailoring content to individual preferences and 
medical needs is crucial for engaging patients 
and HCPs. 

Key Aspects of Performance 
Marketing in Pharma:



• Patient-Centric Approach:

• Marketing efforts are increasingly focused 
on addressing patient concerns and 
providing valuable information to 
empower them in managing their health. 

Key Aspects of Performance 
Marketing in Pharma:



• Compliance and Regulations:

• Pharma marketing must adhere to strict 
regulations and guidelines, ensuring all 
promotional activities are accurate, ethical, 
and compliant. 

Key Aspects of Performance 
Marketing in Pharma:



• Increased Reach and Engagement:

• Targeted campaigns and personalized content 
can reach a wider audience and drive more 
meaningful engagement. 

Benefits of Performance 
Marketing in Pharma:



• Improved Return on Investment (ROI):

• Data-driven insights and measurable results 
allow for optimized ad spend and better ROI. 

Benefits of Performance 
Marketing in Pharma:



• Enhanced Brand Awareness:

• Consistent and engaging content across 
multiple channels can build brand recognition 
and trust. 

Benefits of Performance 
Marketing in Pharma:



• Improved Patient Outcomes:

• Providing valuable information and 
empowering patients can lead to better health 
outcomes. 

Benefits of Performance 
Marketing in Pharma:



• Compliance and Transparency:

• Performance marketing can be designed to 
meet strict regulatory requirements, ensuring 
transparency and ethical practices. 

Benefits of Performance 
Marketing in Pharma:
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