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TheoreTical and meThodological approaches To 
developmenT of The “road map” for promoTing a new 
medicine producT To The pharmaceuTical markeT

The aim of the article is to develop theoretical and methodological approaches to composing 
the “road map” to promote a new medicine product (МР) to the market. The methodological basis 
of the research is the statements of the Ministry of Health of Ukraine, analytical companies of the 
pharmaceutical market, scientific publications and reports. During the research we used the following 
methods, namely: marketing, system-based and analytical, modeling, logical analysis and generaliza-
tion, structural grouping, “road mapping”.

Results and discussion. The article indicates that “road maps” are one of the most effective tools 
for solving problems to enhance innovative potential and for improving the process of making stra-
tegic decisions to promote a new MP to the market, which are successfully applied by a number of 
foreign high-tech companies. We have developed the model of the “road map” for promoting a new 
MP to the pharmaceutical market, as well as detailed implementation of its stages.

Conclusions. The model of the “road map” was developed to promote a new MP to the market, the 
implementation of which will ensure pharmaceutical enterprises to effectively market the product, by 
taking strategic decisions on defining the communicative and economic efficiency of the promotion 
process. We have proposed the methods of risk modeling while implementing the “road map” model 
for promoting MP to the market.

Key words: medicine product; pharmaceutical market; “road map”; model; promotion, marketing 
communications
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ТеореТичні Та меТодичні підходи до розробки «дорожньої карТи» 
просування нового лікарського засобу на фармацевТичний ринок 
Метою роботи є розробка теоретичних та методичних підходів до складання «дорожньої 

карти» просування нового лікарського засобу (ЛЗ) на ринок. Методологічну основу дослідження 
склали звіти МОЗ України, аналітичних компаній фармацевтичного ринку, наукові публікації 
та доповіді. У процесі дослідження використовувалися такі методи: маркетингові, системно-
аналітичні, моделювання, логічного аналізу та узагальнення, структурного групування, до-
рожнього картування.

Результати та їх обговорення. У статті зазначено, що одним з найбільш ефективних ін-
струментів вирішення завдань з активізації інноваційного потенціалу та вдосконалення про-
цесу прийняття стратегічних рішень з просування на ринок нового ЛЗ є «дорожні карти» 
(road maps), які успішно застосовуються рядом зарубіжних високотехнологічних компаній. 
Розроблено модель «дорожньої карти» просування нового лікарського засобу на фармацев-
тичний ринок та деталізована практична реалізація її етапів.

Висновки. Розроблено модель «дорожньої карти» просування нового лікарського засобу 
на ринок, практична реалізація якої дозволить фармацевтичним підприємствам ефективно 
просувати товар на ринок, поетапно приймаючи стратегічні рішення з визначенням комуні-
кативної та економічної ефективності процесу просування. Запропоновані методи моделюван-
ня ризику при практичній реалізації моделі «дорожньої карти» просування лікарських засо-
бів на ринок.

Ключові слова: лікарський засіб; фармацевтичний ринок; «дорожня карта»; модель; просу-
вання; маркетингові комунікації
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ТеореТические и меТодические подходы к разрабоТке 
«дорожной карТы» продвижения нового лекарсТвенного 
средсТва на фармацевТический рынок
Целью работы является разработка теоретических и методических подходов к состав-

лению «дорожной карты» продвижения нового лекарственного средства (ЛС) на рынок. 
Методологическую основу исследования составили отчеты МЗ Украины, аналитических ком-
паний фармацевтического рынка, научные публикации и доклады. В процессе исследования 
использовались следующие методы: маркетинговые, системно-аналитические, моделирова-
ния, логического анализа и обобщения, структурной группировки, дорожного картирования.

Результаты и их обсуждение. В статье указано, что одним из наиболее эффективных ин-
струментов решения задач по активизации инновационного потенциала и совершенствова-
ния процесса принятия стратегических решений по продвижению на рынок нового ЛС яв-
ляются «дорожные карты» (road maps), которые успешно применяются рядом зарубежных 
высокотехнологических компаний. Разработана модель «дорожной карты» продвижения но-
вого лекарственного средства на фармацевтический рынок и детализированная практическая 
реализация ее этапов.

Выводы. Разработано модель «дорожной карты» продвижения нового лекарственного 
средства на рынок, практическая реализация которой позволит фармацевтическим предпри-
ятиям эффективно продвигать товар на рынок, поэтапно принимая стратегические решения 
по определению коммуникативной и экономической эффективности процесса продвижения. 
Предложены методы моделирования риска при практической реализации модели «дорожной 
карты» продвижения лекарственных средств на рынок.

Ключевые слова: лекарственное средство; фармацевтический рынок; «дорожная карта»; 
модель; продвижение; маркетинговые коммуникации

STATEMENT OF THE PROBLEM
The health care of people is a priority for the  

pharmaceutical sector of healthcare, whose innova-
tive development is a key to realization of its socio-
economic function. This idea was confirmed in the 
strategy of development of high-tech industries of  
Ukraine until 2025 (agro-industrial complex, phar-
maceutical industry and medical services) [1]. 

In 2017, 759 enterprises were engaged in inno-
vation activity in industry, with 53.8 % enterprises 
manufacturing basic pharmaceutical products and 
chemicals, which generally launched only 7.8 % of 
innovative products [2].

In such conditions, a priority is given to in-
tensifying innovation and investment processes at 
all stages of the life cycle of the medicine product 
(MP), as well as to improving the process of mak-
ing strategic decisions on the development and 
introduction of an innovative MP to the market. 
“Road maps” are one of the most effective tools 
for solving these problems, which are successfully 
used by a number of foreign high-tech companies 
in almost all industries [3-6].

ANALYSIS OF RECENT RESEARCH  
AND PUBLICATIONS

Over the past ten years, a number of scientific 
studies have been carried out on the aspects of ar-
rangement and management of innovation process-
es in pharmacy [7-9]; substantiation of cost effec-
tiveness and commercial expediency to introduce 

a new medicine and financing development of new 
MP as long-term investment projects [10, 11]; de-
termining the role of the innovation factor in the 
economic growth of pharmaceutical enterprises and 
the theoretical foundations and methodological sub-
stantiation of  a complex analysis and modeling of 
expediency and effectiveness of development of 
new MP [12, 13] and the main functional blocks 
of the organizational and technological process of 
development of a new medicine [14].

IDENTIFICATION OF ASPECTS OF THE 
PROBLEM UNSOLVED PREVIOUSLY
Thus, today occasional were scientific studies 

on promoting a new MP to the market with the 
development of its “road map” in terms of market-
ing communications, which requires a concretized 
general concept of the “road map” and its structural 
components.

OBJECTIVE STATEMENT OF THE ARTICLE
The aim of the article is to develop of theoreti-

cal and methodological approaches to composing 
the “road map” for promoting a new MP to the 
market.

The methodological basis of the research is the 
statements of the Ministry of Health of Ukraine, 
analytical companies of the pharmaceutical mar-
ket, scientific publications and reports. During the 
research we used the following methods, namely: 
marketing, system-based and analytical, modeling, 
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logical analysis and generalization, structural group-
ing, road mapping.

PRESENTATION OF THE MAIN  
MATERIAL OF THE RESEARCH

Generics amount to 91 % of MPs in the phar- 
maceutical market of Ukraine, with innovative drugs 
represented insufficiently. Thus, their share in the 
monetary equivalent is about 9 %, and almost all of 
them are imported ones [15].

Today in various countries of the world there 
are more than 5,000 new prospective MP being de-
veloped, with most of them still at the non-clinical 
study stage.

In these conditions, focus is placed on the in-
tensified innovative and investment component of 
the product life cycle and the process of making 
strategic decisions on the development and mar-
keting of innovative MPs.

One of the most effective tools for solving these 
problems is “road maps”. The first “road maps” 
were [3]:
•	 corporate, developed by Motorola and Philips 

in the early 1990’s;
•	 sectorial, launched in 1992 in the field of semi-

conductor industry of the USA, and are being 
developed up to the present day;

•	 international, operating since 1997 and funded 
by international consortia and national indus-
trial associations of the USA, Europe, Japan, 
Korea, Taiwan, etc.
In the American terminology, the “road map”, 

in one of the figurative meanings, is a “plan for mov-
ing further; plan for the future, visual representa-
tion of the scenario of development, etc.” [16].

Today, the range of “road map” application is 
wide and covers not only business, but also other 
types of management activities, including state ma- 
nagement. Thus, at the national level, the Cabinet 
of Ministers of Ukraine published the “road maps” 
with respect to [17-20]:
•	 Sustainable Development Strategy Ukraine – 

2020;
•	 access to MP and vaccines for 2019-2023 – 

Comprehensive Support for Access to Medicine 
Products and Vaccines;

•	 the memorandum on the intentions of coope-
ration to implement a transparent and effec-
tive electronic healthcare system in Ukraine;

•	 Health 2020 strategies – a new European poli-
cy and strategy in the interests of public health.
Success of the identified “road maps” as a mar-

keting strategy depends on the effective implementa-
tion of their provisions into the practical activities 
of the relevant industries (in this case, healthcare), 
sectors (medical and pharmaceutical) and, direct-
ly, enterprises of the branch and structural subdi-
visions.

In order to specify the above idea, our task is  
to model the effective marketing strategy of pro- 
moting a new MP to the pharmaceutical market, 
the application of which enables, firstly, to optimize 
the selection and implementation of marketing re- 
search at the analytical stage; secondly, to use the most 
effective and least costly methods of promotion by 
means of separate marketing communication tools  
at the stage of promoting MP to the market and, 
thirdly, to minimize the cost of MP for the end user. 
To perform this task, we have developed a model 
of the “road map” for promoting MP to the phar-
maceutical market, which consists of four succes-
sive stages (Fig.).

We are going to detail each stage of the model. 
The first stage, which consists of two components –  
a comprehensive study of the pharmaceutical mar-
ket and incidence of the disease of a certain noso- 
logy – involves a substantiated information array 
on the following issues, namely:

•	 the market situation (volume and growth rate  
of the market, the ratio of innovative MP and gene- 
rics in the market, prescribed and non-prescribed 
MPs, available channels of promotion, their efficien-
cy, financial solvency of consumers, its tendencies);

•	 incidence of the disease, cured with the MP 
which is being promoted to the market. This array of 
information can be generated by a complex analy-
sis of various sources, namely: statements of the 
WHO, the Ministry of Health of Ukraine and ana-
lytical companies of the pharmaceutical market, 
scientific publications and reports at congresses, 
symposiums, conferences, etc.

Thus, according to the results of the first stage 
of the model, a strategic decision can be made re-
garding the demand of the MP in the pharmaceu-
tical market.

The second stage involves a comprehensive mar- 
keting research directly as a market characteristic 
of this MP, as well as its relevant environmental 
factors. This stage is a key to further implement the 
model stages, since it decides on the feasibility of 
promoting a new MP to the market, thus, the com-
plex of studies of this stage should include:

•	 customer-based analysis (of distributors and  
pharmacy networks);

•	 segmentation of the market, which enables 
to identify prospective consumers as a target group 
focused on the consumption of the MP;

•	 positioning of the MP which we propose to 
perform according to such characteristics as effi-
ciency and safety of the product, its composition, 
pharmaceutical form, dosage, price, manufacturer 
and even packaging and its design. In other words, 
all those characteristics which position the MP as 
more competitive than its analogues in the market;

•	 analysis of the internal and external competi-
tive environment of the MP, which involves complex  
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studies of the assortment line of MP, which are 
positioned in the market as products to cure the 
disease of the same nosology as the new MP;

•	 forming the optimal retail price of a new MP 
is the key issue of this stage, since today solvency 
of consumer demand for pharmaceutical products 
is quite low and tends to further decrease. In or-
der to realize the social function of medicines as a 
commodity, the pharmaceutical market can apply 
the following pricing methods [21, 22], namely:

 – Peter van Westendorp’s method (PSM (Price Sen-
sitivity Meter)) as a method which is clearly 
focused on demand and its flexibility;

 – BPTO method (Brand-Price Trade-Off), which  
is applied to identify the following elements of 
the competitive and price position of the test 
product, in this case, the sensitivity of the mar-
ket to the altered price of the MP, promoted to  

the market and the price level, which will be 
more competitive than the analogous products;

 – conjoint analysis as a method which takes into 
account the benefits of consumers and allows to  
determine the impact of individual product cha- 
racteristics on the decision to purchase the MP;

 – determining the market capacity for the MP, 
which enables to develop an effective promo-
tion strategy, calculate the optimum amount of  
its production and, in general, ensures a high 
economic effect to all participants of promot-
ing the MP to the market.
According to the results of the second stage of 

the model, a strategic decision is made regarding 
the expediency of promoting the MP to the market.

Component 3.1 of the third stage of the model –  
Promotion modeling provides for the development 
of an optimal marketing plan to promote the MP  

Fig. The “road map” model of promoting a new MP to the pharmaceutical market 
Source: original development
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to the market with the involvement of the most effec- 
tive marketing communications for the MP. We recom- 
mend that the effectiveness of the selected promotion 
methods and tools of marketing communications be 
determined by the expert evaluation method when 
experts are represented by three groups: doctors 
(ranking therapeutic efficacy), pharmaceutical work-
ers and consumers (identifying prospective and real 
demand), marketers of marketing and sales depart-
ments of the pharmaceutical manufacturer (making 
their proposals on volumes of production).

Component 3.2 of the model – Formation of 
the budget of promotion also requires an expert as-
sessment of the promotion methods and tools of 
marketing communications with a possible range 
from 1 (maximum financial effect) to 0 (the mini-
mum efficiency of the promotion method).

Implementing the indicated components of the 
third stage of the model enables to make a strategic 
decision on the implementation of a complex of 
marketing communications for the promotion of 
the MP to the pharmaceutical market.

At the fourth stage – Evaluation of the effective-
ness of the promotion of new medicine products to 
the market, we suggest determining the criteria for 
communicative and economic efficiency. In order 
to implement this stage of the “road map” model 
for promoting the MP to the market, a pharmaceu-
tical enterprise should thoroughly and consistently 
analyze all the previous stages of the “road map” 
of the process of promoting the MP to the market.  
Since the effects of communicative measures are 
varied and difficult to measure, we suggest using  
such indicators as communicative effectiveness which 
determines the impact of a marketing message on 
the target audience and enables to quantitatively 
measure such criteria as spontaneous knowledge 
of the MP as a percentage of consumers, being aware 
of this trade mark without its previous mention and  
knowledge of the MP as a representative of a certain 
pharmacotherapeutic group. Successful marketing 
communications, as a rule, results in purchasing 
the MP, transforming communicative efficiency into 
economic one.

Economic efficiency is determined by the in-
creased profit after implementing all stages of the 
model, and can be calculated quantitatively (in mo- 
netary terms) as the ratio of actual sales to the cost 
of the promotion.

Thus, assessment of the effectiveness of promot-
ing a new MP to the market is a result of the commu-
nicative and economic effects. In the pharmaceutical 
sector, the complex character of determining the ef-
fect of measures to promote a new MP is due to the 
specific characteristics of this process, namely:

•	 promotion is one of the factors affecting the 
final marketing results. An important role is played  
by other elements of the marking complex, macro-
factors and others;

•	 the behavior of a particular consumer of phar- 
maceutical products is individual, and it may be dif-
ferent when the same factors influence the target 
audience.

Thus, according to the results of the final stage 
of the model, a strategic decision is taken regard-
ing the marketing strategy for promoting the MP 
to the market at the next stages of its life cycle.

It should be emphasized that every stage of the 
“road map” model for promoting the MP to the 
market has certain economic risks, for the accurate 
assessment of which one should use a quantitative 
analysis of their measurement. The most common 
methods of risk assessment are as follows:

•	 risk assessment when determining the dis-
count rate. Thus, the works [11, 14] suggest that the  
capability of a particular investment project is con- 
firmed by calculations of the main economic indi- 
cators, namely: discounted pay-back period (DPB),  
net present value (NPV) of cash flow, internal rate of  
return (IRR), return on investment (ROI). Thus, for  
example, the economic effect can be adjusted, pro-
vided that the recommended interest rate is taken 
into account, including the remuneration for the 
risk by its category and market situation. The theo-
ry and practice of innovation projects involves the 
following categories and risk situations: the first ca- 
tegory is deep penetration into the market (inte- 
rest rate of 10 %); development and promotion of 
a new product is the second category (15 %); third 
and fourth categories are expansion of the market 
boundaries and diversification of production and  
sales (25 % and 30 % respectively). That is, the higher 
the level of risk, the more the targeted profit to 
compensate for this risk [23];

•	 the scenario method. During the analysis of 
the possible development of events in the market, 
there are several scenarios, namely: optimistic, pes- 
simistic, and nominal. Then, one should determine 
the expert method or calculate the probabilities 
(by the statistical method) of the selected scena- 
rios of the development of events and the possible 
effects of each scenario separately, depending on the 
possible combinations of impact factors. The expec- 
ted effect value is also calculated as an average one 
by the probable scenarios;

•	 comparison of costs and results. To assess the 
risk of implementing the “road map” model, one 
should compare its expected results and possible 
losses in the implementation of the risk situation 
(not achieving planned sales, lowering the solven-
cy of consumer demand, interference of competi-
tors, etc.). The results of the evaluation are used to 
make decisions on the feasibility of implementing 
the model, based on the following indicators of the 
ratio (K) of the probable loss potential (VV) to the 
amount of funds spent to promote the MP to the 
market (VР): acceptable – K ≤ 0.25; permissible – 
K ≤ 0,50; critical – K ≤ 0,75; critical – K > 0,75.
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We should note that risk modeling enables to 
conduct a multi-factor analysis, predict possible 
outcomes of strategic decisions at each stage of the 
model, evaluate the impact of individual risk fac-
tors on its overall size, and choose the best solution 
for implementing the “road map” model for pro-
moting the MP to the market as a whole.

It should be noted that the process of compos-
ing “road maps” for promoting a new MP has not 
been fully unified yet. Each pharmaceutical enter- 
prise applies a creative approach in accordance with  
its own level of innovation and investment poten-
tial and strategic goals.

CONCLUSIONS AND PROSPECTS  
FOR FURTHER RESEARCH

1. We have determined the significance of the “road  
maps” as one of the main tools for shaping a  
strategy which gives a clear idea of the sce-
nario to develop a new product and fulfills a 
strategic function of the withdrawal and pro-
motion of a new MP to the market.

2. We have described the range of the “road map” 
application, which covers not only the business 
sphere, but also other types of management 
activities, including public administration.

3. We have also devised the “road map” model for 
promoting a new MP to the market, which con- 
sists of four stages, the practical implementa-
tion of which enables a pharmaceutical enter-
prise to effectively promote the product to the 
market, gradually making strategic decisions to  
determine the communicative and economic 
efficiency of the entire process of promotion.

4. We have suggested the methods of risk mode- 
ling in implementing the “road map” model pro- 
moting a new MP to the market, which enable 
conducting a multi-factor analysis, predict pos-
sible results of making strategic decisions at each 
stage of the model.
In terms of scientific and practical importance, 

further studies may be devoted to the development 
of universal indicators for evaluating the effective-
ness of “road maps”.

The suggested version of the “road map” model  
can be a working document, which should be tak-
en into consideration in order to optimize the pro-
cess of promoting the pharmaceutical products to 
the market, in particular, selection and application 
of separate tools of marketing communications.
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