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Abstract

A method for the evaluation of the market potential of OTC (over the counter) drugs was developed. The elements of the marketing mix (product, price, distribution and promotion) received a score, depending on the importance of these elements for the marketing of the drug. The method was tested on oral antiseptics conditioned in the form of sucking tablets, but it can be applied to any drug. Without replacing the sales monitorisation, the method is important because it allows the analysis of the mechanism implied in the market behavior of a product.

Rezumat

S-a pus la punct o metodă de evaluare a potenţialului de piaţă al medicamentelor OTC (medicamente care se eliberează fără prescripţie medicală). Elementele mixului de marketing (produs, preţ, distribuţie şi promovare) primesc puncte, în funcţie de importanţa pe care aceste elemente o au în vânzarea medicamentului. Metoda a fost testată pe antiseptice orale condiţionate sub formă de comprimate pentru supt, dar poate fi aplicată  la orice medicament. Fără a înlocui monitorizarea vânzărilor, metoda este importantă pentru că permite analiza mecanismului care are ca rezultat comportarea pe piaţă a unui produs.
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INTRODUCTION
Pharmaceutical companies try to influence their customers by using the so-called “marketing mix” consisting of: product, price, distribution and promotion [1]. The decisions related to these elements of the marketing mix, i.e. the choice of the drug to be launched on the market, the setting of the price, the distribution and promotion, may lead to the success or the failure of the drug concerned. The analysis of the marketing mix may indicate the market potential of the drug, anticipating the results of sales or the market rates of the product.

To the authors’ knowledge, there is no tool for the objective evaluation of the market potential of a product, which may anticipate its sales. This is the reason why an original method for the development of this instrument is proposed, by quantificating the elements the marketing mix, which allow a correct anticipation of the market potential, i.e. of the sales of that product. In addition, the method allows an overall visualization of the marketing mix, indicating the non-performant elements.
MATERIALS AND METHOD
The research had as a model the therapeutic group of oral antiseptics [2-17]. In Romania, these products belong to the category of OTC drugs, which are released without prescription in pharmacies, and can be promoted through the media. The most significant products on the drug market, regarding the sales, were chosen for the study.

The working method was elaborated. Thus, for each element of the marketing mix, the authors established a score in order to quantify the importance of that element for the market rate of the drug:

· for the product: score 30,

· for price: score 25,

· for distribution: score 20,

· for promotion: score 25,

total score 100, if the marketing elements reach the maximum value.

THE PRODUCT has been rated as follows:

a) Action (maximum score = 5):

· one action (e.g. antimicrobian effect) – score 2

· two actions (antimicrobian + antiinflammatory) – score 3

· three actions (antimicrobian + antiinflammatory + anesthetic) – score 5

b) Components of the range (maximum score = 3):

· one product – score 1

· two products – score 2

· several products – score 3

c) Variations (cumulative score = 2):

· with sugar – score 1

· without sugar – score 1

d) Addressability (cumulative score = 3):

· adults and children older than 6 years – score 2

· without contraindications for pregnant women – score 1

e) Availability on the market (maximum score = 3):

· up to 3 years – score 1

· between 3 and 5 years – score 2

· more than 5 years – score 3

f) Size of the box (maximum score = 3):

· box with an exposure surface area smaller than 50 sq.cm. – score 1

· box with an exposure surface area between 50-80 sq.cm. – score 2

· box with an exposure surface area larger than 80 sq.cm. – score 3

g) Provision for a complete treatment (maximum score = 2):

· the box is not sufficient for a complete treatment – score 0

· the box is sufficient for a complete treatment – score 2

h) Design of the box (cumulative score = 3):

· unattractive colour – score 1

· attractive colour – score 2

· interesting, highly attractive colour – score 3

i) Visibility of the brand (maximum score = 3):

· size of letters up to 5 mm – score 1

· size of letters between 6 and 10 mm – score 2

· size of letters larger than 10 mm – score 3

j) Prospect (maximum cumulative score = 3):

· acceptable size of the prospect (larger than 150 sq.cm. – score 1)

· scientific information – score 1

· scientific information adequate for the patient – score 1

THE PRICE of the drug was quantified as follows:

a) Price for a 5 days treatment (maximum score = 15):

the maximum score is given for the lowest price, after which the scores decrease with the increase of price

b) Discounts & bonuses for the pharmacies (maximum score = 10): for the highest bonus the maximum score is given, then the scores decrease with the decrease of price.

THE DISTRIBUTION SYSTEM of the drugs was evaluated as follows:

a) Distribution through one distributor – score 10

b) Distribution through several distributors with national coverage – score 20

PROMOTION was rated as follows:

a) Promotion in pharmacies (maximum score = 5):

· absence of promotion – 0

· promotion by medical representatives dealing with the entire portfolio of the company, both for doctors and pharmacists – score 1

· promotion by a special team for pharmacies, along with other drugs of the company – score 3

· promotion by a special product team – score 5

b) Promotion of the recommendation of the product by seasonal competitions such as “Mysterious customer” (maximum score = 3):

· no competitions are organized – score 0

· periodic competitions are organized – score 3

c) Direct promotion through the “face to face” system for doctors, as well as by symposia (maximum cumulative score = 3):

· absence of promotion – score 0

· promotion in medical offices – score 1

· promotion by small presentations in medical centers and pharmacies, at shift exchange – score 1

· presentation at symposia for doctors and pharmacists – score 1

d) Media advertising (maximum cumulative score =10):

· absence of promotion through the media – score 0

· promotion in patient magazines – score 1

· promotion in specialized journals – score 1

· promotion through the radio – score 2

· promotion through television – score 5

· promotion through Internet – score 1

e) Merchandising in pharmacies (maximum cumulative score = 4):

· absence of merchandising activity – score 0

· presence of seasonal merchandising campaigns – score 1

· permanent merchandising campaigns – score 1

· merchandising by posters and brochures – score 1

· merchandising by stands or special brand signaling devices, decoration of the pharmacy’s shop window – score 1

RESULTS AND DISCUSSION
According to the Cegedim statistics, the most important sucking tablets from the group of oral antiseptics on the Romanian drug market are those in Table I [3].

Table I

Evolution of the sales of some oral antiseptics under the form of sucking tablets on the Romanian drug market in the period 2001-2006 [3]
	
	TOTAL SALES (USD) / YEAR

	RANGE
	BRAND NAME
	2001
	2002
	2003
	2004
	2005
	2006

	1
	STREPSILS ®
	1.280.238
	1.187.138
	1.292.062
	984.094
	1.341.962
	2.095.503

	2
	FARINGOSEPT®
	540.748
	797.692
	1.789.218
	2.090.364
	2.188.339
	2.090.437

	3
	TANTUM VERDE ®
	21.302
	66.963
	401.627
	401.627
	762.933
	1.484.518

	4
	HEXORALETTEN®
	101.043
	127.859
	136.899
	211.432
	282.649
	604.561

	5
	SEPTOLETE®
	0
	34.964
	228.972
	222.612
	285.063
	386.581

	6
	NEO-ANGIN ®
	0
	0
	48.526
	388.009
	270.029
	337.501

	7
	GO-SEPT®
	0
	0
	0
	37.950
	215.180
	305.184

	8
	FENOSEPT®
	293.155
	262.933
	178.956
	404.880
	413.003
	298.579


Analyzing the marketing mix applied to the products included in the study, the authors attributed the following scores for the product, price, distribution and promotion (Tables II-V):

Table II

Scores given to oral antiseptics depending on the quality of the product
	#
	Brand name
	Action
	Components of the range
	Variations
	Addressability
	Availability on the market
	Provision  for a complete treatment
	Size of the box
	Design of the box
	Visibility of the brand

	Prospect
	TOTAL SCORE

	1
	STREPSILS®
	5/5
	3/3
	2/2
	3/3
	3/3
	2/2
	3/3
	2/3
	2/3
	2/3
	27/30

	2
	SEPTOLETE®
	5/5
	3/3
	2/2
	3/3
	2/3
	2/2
	3/3
	3/3
	2/3
	3/3
	28/30

	3
	TANTUM VERDE®
	5/5
	2/3
	1/2
	2/3
	3/3
	2/2
	1/3
	2/3
	1/3
	3/3
	22/30

	4
	FARINGOSEPT®
	2/5
	2/3
	1/2
	3/3
	3/3
	0/2
	2/3
	2/3
	3/3
	2/3
	20/30

	5
	NEO-ANGIN®
	5/5
	2/3
	2/2
	2/3
	2/3
	2/2
	3/3
	2/3
	2/3
	2/3
	24/30

	6
	HEXORALETTEN®
	3/5
	1/3
	1/2
	2/3
	3/3
	2/2
	3/3
	2/3
	2/3
	3/3
	22/30

	7
	GO-SEPT®
	3/5
	1/3
	1/2
	3/3
	1/3
	2/2
	2/3
	1/3
	3/3
	2/3
	19/30

	8
	FENOSEPT
	2/5
	1/3
	1/2
	2/3
	3/3
	2/2
	2/3
	1/3
	2/3
	1/3
	17/30


Table III

Scores given to oral antiseptics depending on price
	RANGE
	Brand name
	Price for a 5 days treatment (LEI)
	Price score
	Discounts & bonuses for pharmacy
	TOTAL SCORE

	1
	GO-SEPT®
	4.12
	15/15
	10/10
	25/25

	2
	FENOSEPT®
	4.40
	14/15
	
	14/25

	3
	SEPTOLETE®
	7.50
	13/15
	
	13/25

	4
	FARINGOSEPT®
	11.00
	12/15
	
	12/25

	5
	HEXORALETTEN®
	11.25
	11/15
	5/10
	16/25

	6
	TANTUM VERDE®
	13.35
	1015
	10/10
	20/25

	7
	NEOANGIN®
	15.00
	9/15
	
	9/25

	8
	STREPSILS®
	18.75
	8/15
	10/10
	18/25


Table IV

Scores given to oral antiseptics depending on distribution
	RANGE
	Brand name
	Score

	1
	STREPSILS®
	20/20

	2
	FENOSEPT®
	20/20

	3
	SEPTOLETE®
	20/20

	4
	FARINGOSEPT®
	20/20

	5
	HEXORALETTEN®
	20/20

	6
	TANTUM VERDE®
	20/20

	7
	NEO-ANGIN®
	10/20

	8
	GO-SEPT®
	10/20


Table V

Scores given to oral antiseptics depending on promotion
	RANGE
	Brand Name
	Promotion in pharmacies
	„Mysterious customer”
	Face to face promotion activities for doctors
	Media advertising
	Merchandising
	TOTAL SCORE

	1
	STREPSILS®
	5/5
	3/3
	1/3
	7/10
	4/4
	20/25

	2
	HEXORA-LETTEN®
	3/5
	3/3
	1/3
	5/10
	3/ 4
	15/25

	3
	FARINGOSEPT®
	1/5
	0/3
	1/3
	9/10
	3/ 4
	14/25

	4
	TANTUM VERDE ®
	1/5
	0/3
	1/3
	9/10
	2/4
	13/25

	5
	SEPTOLETE®
	1/5
	0/3
	1/3
	6/10
	3/ 4
	11/25

	6
	GO-SEPT®
	5/5
	0/3
	0/3
	0/10
	0/4
	5/25

	7
	NEO-ANGIN®
	0/5
	0/3
	0/3
	2/10
	2/4
	4/25

	8
	FENOSEPT®
	0/5
	0/3
	0/3
	0/10
	0/4
	0/25


The final classification is shown in Table VI.

Table VI

Final classification of oral antiseptics depending on the elements of the marketing mix
	
RANGE
	Brand Name
	Product
	Price
	Distribution
	Promotion activities
	TOTAL SCORE

( MARKET POTENTIAL)

	1
	STREPSILS®
	27/30
	18/25
	20/20
	20/25
	85/100

	2
	TANTUM VERDE®
	22/30
	20/25
	20/20
	13/25
	75/100

	3
	HEXORALETTEN®
	22/30
	16/25
	20/20
	15/25
	73/100

	4
	SEPTOLETE®
	28/30
	13/25
	20/20
	11/25
	72/100

	5
	FARINGOSEPT®
	20/30
	12/25
	20/20
	14/25
	66/100

	6
	GO-SEPT®
	19/30
	25/25
	10/20
	5/25
	59/100

	7
	FENOSEPT®
	17/30
	14/25
	20/20
	0/25
	51/100

	8
	NEO-ANGIN®
	24/30
	9/25
	10/20
	4/25
	47/100


Comparing the results of the sales of oral antiseptics in 2006 (Table I) and the results of the total score (Table VI) we can notice that Strepsils possesses the first place in both tables. The Boots Company, which launched Strepsils, has a great experience in the field of OTCs and used every element of the marketing mix in order to promote its product on the market. In 2006, the sales for Strepsils were higher than those for Faringosept. Strepsils scores are high for all the elements of the marketing mix: product, price, distribution and promotion.

The second place in terms of sales is taken by Faringosept, produced by the Terapia company (Table I), which is rated fifth in the final classification (Table VI). Even if the sales of Faringosept are still relatively good, the score given to the marketing mix shows important regarding product, price and promotion. Faringosept has been present on the Romanian market for more than 50 years. It is well known by patients, which is why the manufacturer didn’t make many efforts to modernize and promote the product. If the sales of 2006 are compared to those of 2005, a decrease is noticed, which indicates the fact that Faringosept has some market problems. The fifth place occupied by Faringosept is an alarm signal that the manufacturer should take into account. If the manufacturer does not change the inadequate aspects mentioned, it is possible that the sales of Faringosept may further decrease.

The third place in terms of sales and the second place in the final marketing classification is occupied by Tantum Verde. The product has demonstrated real qualities, which is shown by the two-fold increase in sales in 2006. If the development of the product range is continued, with the improvement of the product and of promotion strategy, the drug has good chances to exceed the market rating of Faringosept.

The fourth place in sales and the third place in the final classification of the marketing mix is occupied by Hexoraletten. Compared to 2005, the sales of the product doubled in 2006, so the marketing policy adopted for the product is good.

A special case is the product Septolete. It occupies the fifth place in sales, while in the final score of the marketing mix it occupies the fourth place. The product is very good (it obtained the highest score), has an adequate marketing mix, but appeared on the Romanian market only in 2002, and a product needs several years to draw the attention of those interested: patients, doctors, pharmacists. An explanation for the low sales is also the insufficient promotion of the product. In the future, it might become the main competitor of Strepsils.

Among the other drugs, Neo-Angin occupies the sixth place in sales and the last place in the marketing mix. Neo-Angin is a good product, but has a low score for the other elements of the marketing mix: price, distribution and promotion.

Go-Sept occupies the seventh place in sales and the sixth place in the marketing mix. The drug was launched later and is not yet very well known.

Fenosept occupies the last place in sales and the seventh place in the final classification. It is highly possible that Fenosept will be withdrawn from the market by the manufacturer and this is why the promotion of this product is absent.

The extremely high degree of overlapping of the results of the sales and the final classification of the marketing mix suggests the fact that the method proposed for the evaluation of the market potential of the drugs, by the quantification of the marketing mix, has great chances to become an instrument for the research of the drug market. The method allows not only an anticipation of the drug sales, but also the visualization of the causes responsible for the increase or the decrease of sales.

CONCLUSIONS
A method for the evaluation of the market potential of OTC drugs was elaborated by quantifying the main elements of the marketing mix: product, price, distribution and promotion.

Even if the method cannot replace the monitoring of sales on the drug market, the quantification of the marketing mix allows an insight in the depth of the mechanism that underlies sales and helps predict the evolution of a drug on the market.
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