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An Exploratory Study of Product and Brand Positioning Typologies 
with Respect to Pharmaceutical Companies

Parul Verma1

Pharmaceutical Companies are adopting various positioning strategies. The current research paper is based on 
conceptual understanding of various positioning typologies with respect to pharmaceutical companies. The basis 

positioning typologies. This research paper presents initial work done for the doctoral study. Exploratory study is done 

companies are mainly focusing on condition positioning as a brand positioning typology. The changing scenario with 
respect to pharmaceutical companies is rarely studied with implications to its end consumer that is its patients. The 
above understanding will help marketers to design the marketing activity in such a pattern that suits the requirement 

which it needs to be taken. The results also help pharmaceutical companies to contribute towards better health and 
improve the positioning strategy.
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1. INTRODUCTION

India is one of the fastest-growing 
pharmaceutical markets in the world, and 

is also the third-largest market in the world in 
terms of volume and fourteenth in terms of 
value. India accounts for 8 percent of global 

two countries that featured among the top ten 
pharmaceutical markets worldwide. However, 

expected to rank among the top ten global 
pharmaceutical markets, with China and India 
emerging as the largest gainers. The other 

and Young,  Progression Building pharma 

has attained a prominent position in the global 

little over 35 per cent of the Indian population 
has access to modern healthcare, which provides 
a huge population with unmet healthcare needs. 
These people are not looking for high end niche 
products but require the basic products, thus 

1



Amity Management Review  Copyright 2016 by ABS,
2016, Vol. 5, No. 2 Amity University Rajasthan (ISSN: 2230-7230)

16

the government expenditure on healthcare 

product, which will result in higher spending on 
medicines and building hospital infrastructure.

modeled itself on the fast moving consumer 

to products that will differentiate it from other 
products and that will register it in the mind 

competitors. Brand will also generate consumer 

marketing and selling.

Establishing the pharmaceutical brand 
position the advantageous location that a 

challenging component of marketing campaign 

to pharmaceutical brand, positioning involves 

the concept of customer driven positioning. 

The next step is providing to believe i.e. reference 

positioning statement has been established 
author recommends a similar process called as 
information architecture.

impressive annual sales growth rates in excess of 

The concept of positioning seeks to place a 
certain position in the minds of perspective 

of competitors and to create promotions that 
communicate the desired positions (Boone and 

bring attention to a product and to differentiate 

products.

all other marketing theoretic, stating that 
positioning is not what is done to product, 

prospect, a piece of merchandise, service, a 

the act of designing the companies offer so, of 
at it occupies distinct and valued position in the 
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consumers relative to competition products. The 
purpose of positioning is to create a unique and 
favorable image in the minds of target customers 

conclusion to the sequence of activities that 

Product positioning refers to the decision 
and activities intended to create and maintain 

the position of a product is customer’s perception 
of the product’s attribute relative to the attributes 

take place at various levels. Competition with 
products analogous qualities, competition in 
the same product group, competition with other 

consumer demand. In addition, competition in 
the same demand level is possible.

techniques like scales of graphic evaluation, 

positioning map provides a valuable means 

consumer’s perception of competing products 
and the product their positioning. Positioning 
map develops understanding of how the relative 
strength and weaknesses of different product are 

the similarities and dissimilarities between 
competing products. It assists the process of 
re-positioning of existing products and the 
positioning of new products.

Positioning map is an important tool in 
development and tracking of promotional 

and opportunities in the market and allows 

monitoring of effects of past marketing 

of studies have been conducted on selection of 
positioning strategies. Positioning strategies 
is the choice of target market segments which 

positioning strategies are product features, 

qualities, competitors, product users, product 
class, applications forms positioning strategies 

under positioning, over positioning, confused 

positioning statements. Positioning statements is 

vital role in helping to guide and co-ordinate the 

pharmaceutical companies are adapting to 

convenience of the product, pharmaceutical 

products. Various formats are available which 
are being studied in New product development 

in formulation,  component combination etc. in 
the following chart.

This differentiation of product helps 

for the product. The position of the product is 
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relative to attributes of competitive products. 
Product positioning is an inseparable and most 
important part of STP model. If these two steps 

successful product positioning is doomed to fail.

1.5 International vs Indian Scenario

Comparative international and Indian 
scenario has been discussed in a graph format. 

distributors, media promotion and patient 
group. The arrow indicates movement of groups 

valid point noted here is doctors are existing and 

Indian scenario.

Pharmaceutical branding deserves serious 
attention from Scholars and practitioners. 

Indian scenario. Branding strategies are studied 
in detail for the pharmaceutical companies. 

prescribe.

To understand the positioning of major 

partial part of dissertation is being discussed in 

data sources on the topic of interest is done. 

preventing in waste of resources in reinventing 
the wheel. It has also helped in facilitating 
creative integration of the information gathered 
from structured and unstructured interviews 
found in earlier studies. This has given a good 
basic framework to proceed further with the 

for developing a comprehensive theoretical 

inclusion of important variables, considering 

Graph 1: International vs Indian Scenario
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or design, or a combination of these, intended 

seller or group of sellers and to differentiate them 

goods or services as distinct from those of 
the other sellers. The legal term for brand is 

which served as the platform for the statements 

provides satisfaction. The attributes that make 

emotional, tangible or invisible.

The brand helps customers to make choices 

that the product or services provided to the 

to assist customers to make purchase decisions 

i.e. “Brand is values that provide the important 

product. It is a product’s essence, its meaning 

time and space, too often Brands are examined 
through their component parts: brand name, 
logo, design or packaging, its central concept 

manufacturer which is differentiated 

focuses on differentiation of the product.

“Brand is the value added on a product’, 

product, suggesting that brands and added 

“Brand is the combination of all of the 

view.

product group, or organisation, as it is 
formed in terms of consumers’ perceptions 
evolving from tangible and non-tangible 

user perceives relevant unique added values 

is a main aspect.

approach close to the references related with 
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design, mark and so on.

Branding has persisted for centuries as 

another manufacturer’s products and services. 
It occurs when the consumer has a high level 
of brand awareness and strong favorable and 
often unique association with that brand. 

itself on the fast moving consumer goods 

the core principles and strategies for branding 

other product, the differences in regulations of 
marketing and selling drugs has challenged the 

Pharmaceutical companies must embrace 
marketing and branding strategies to a great 

towards d reduces. . Therefore, it is important 
to discuss the presence of generic drugs on the 

decisions.

In particular, generic drugs in the competition, 

companies to understand the difference in 
consumer’s perceptions and purchase intentions 
between branded and generic drugs, as this 
understanding can help the pharmaceutical 

of drug when launching a more likelihood of 

consumers purchasing a branded drug, the more 

making an investment in the branding process. 

between generic and branded drugs in terms of 

drugs and trust of people in doctor prescribed 
drugs.

Important factors studied were attributes 
like price, name, and doctor’s prescription, 
past experience, advertisement and promotion. 

factor given more importance for prescription 
versus non-prescription medicines was that of 

making.

Current strategies in the pharmaceuticals 

of brand names, the basic naming strategies are 
the same, but the focus on them is different. 

continue, and this will effect changes in the 

under an attack from numerous interested 

true that, in other product categories, brands can 

It is recommended that brand names be linked 

to product names. There is strong need to create 
strong brand names with clear brand names with 
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and their patients.

adopt a three-step process when developing 

and manage it.

literature, Elements of Ethical Brand Positioning, 

brand positioning can be then blended with the 
ethical elements.

mind recall, brand recognition, brand retention 
generation of faith and bond with the brand. It 

associated with the brand. Elements of brand 

consumer value satisfaction, ethical issues of 

logo name and people’s acceptance of the brand, 

responsive and reliable. Brand image is 
associated thoughts with the brand, associated 

advertisement, generation of emotional bond, no 
unreasonable cross brand comparison, gender 

sensitive advertisement, no fear appeal, sensitive 
for the children, no subliminal advertising, no 
surrogate advertising, no propagation of false 

association.

depth with respect to pharmaceutical companies. 

respect to medicines has to be focused for further 
understanding.

2.2.1 Brand Architecture

simple beginnings- new products could be 

name itself, or be created as an independent 
brand of its own. Proliferation of brands and 
the mergers of consumer’s goods companies in 

of the brand portfolio and the scope, roles and 
interrelationships of the portfolio brands. The 

in the portfolio and relevant differentiated and 

decisions through the use of rules concerning 

of indicating the origin of the brand and the 
strength of product differentiation do categories 
the brand strategies.
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This model is based on articulating the brand 

attributes of the brand are communicated here. It 

services, the tangible attributes have been thus 

brands can be ‘humanised’ through ‘traits’ and 
so reveals the brand’s character and attitude in a 

a person would it be. Culture is that facet of the 
prism, which gives a peak into the values that 

internal congruence of the customer with the 
brand.

Third and fourth perspectives are internal and 

perspective lie in the minds of the customers 
control the internal perspectives. The sender 

are concerned with the receiver. Culture and 
relationship link the sender and the recipient and 
in this sense act as common denominator between 

brand with a form of external expression and are 

image are connected with the internal aspects of 
a brand and its ‘soul’.Pharmaceutical equivalents 
that can be placed alongside their consumer 

opportunities to move out of the product attribute 

2.2.2 Brand Function Hierarchy

The stages were Orientation and Charisma, 

and differentiation. Gill moss has explained 

example.

pharmaceutical where in the emphasis is lead on 

propositions can be put forward which further 
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them using statistical technique.

the product.

Trust is a measurable variable and is 

different positioning strategies in terms of 
output expected.

4. DISCUSSIONS

This paper has proposed propositions 
describing relationship between positioning 

construct brand positioning, brand trust, brand 

important gap in the existing research, which 

empirical studies to examine empirical support 

some implications for practice. Pharmaceutical 

of positioning and outcome of trust. The paper, 
however, has some limitations. It focuses on 

segment would have taken and positioning with 
respect to that could have been explored. This 

each of the therapeutic segment.
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