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Abstract- The pharmaceutical industry is undergoing a significant transformation in product 

promotion with the increasing adoption of digital marketing strategies. This study evaluates the 

impact of these strategies on engagement, efficiency, decision-making, and sales performance using 

secondary data from peer-reviewed literature, industry reports, and company insights from Pfizer 

and Sun Pharma. A comparative and analytical approach, supported by Marketing Mix Modeling, 

was used to assess the effectiveness of digital and traditional channels. The findings indicate that 

digital tools such as webinars, e-detailing, and email campaigns expand communication reach, 

enable personalized interactions, and contribute to improved product visibility and sales outcomes 

through data-driven targeting. However, traditional methods, particularly face-to-face engagement, 

remain important for building trust and influencing prescribing behavior. The study concludes that 

a hybrid marketing approach integrating digital and conventional strategies delivers optimal results 

in pharmaceutical promotion and sales performance. It also emphasizes the need for regulatory 

compliance, ethical communication, and data privacy in digital practices. 
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I. INTRODUCTION TO DIGITAL 

MARKETING 
 

Digital marketing refers to the promotion of 

products, services, and brands through digital 

technologies, including the internet, mobile 

devices, and online communication platforms. It 

has transformed traditional marketing by 

enabling interactive, two-way communication 

between organizations and their target audiences, 

rather than a one-directional flow of 

information(1). Techniques such as search engine 

optimization, social media marketing, email 

campaigns, and content marketing allow 

organizations to deliver personalized and 

targeted messages based on user behavior and 

preferences. 

 

The evolution of digital marketing can be traced 

back to the 1990s with the emergence of the 

internet, which gradually changed how 

individuals access information and interact with 

organizations. Initially, digital promotion was 

limited to basic online advertisements and email 

communication(2). Over time, it has evolved into 

an integrated and data-driven system 

incorporating search engines, social media 

platforms, and advanced analytics tools(3). This 

shift has enabled companies to enhance 

customer engagement, monitor campaign 

performance, and optimize marketing strategies 

in real time. The evolution of digital marketing is 

shown in Figure 1. 
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Figure 1: Evolution of Digital Marketing 

In recent years, the pharmaceutical industry has 

undergone a significant shift in its approach to 

product promotion due to rapid technological 

advancements and changing communication 

landscapes. Traditional methods of information 

dissemination are being supplemented by more 

innovative and efficient approaches that enable 

wider reach and improved interaction (3). These 

evolving strategies have enhanced the ability of 

organizations to communicate scientific 

information, improve accessibility, and support 

informed decision-making(4). However, this 

transition also presents challenges related to 

regulatory compliance, ethical considerations, 

and data protection. Therefore, evaluating the 

effectiveness and limitations of these modern 

promotional approaches is essential for 

optimizing pharmaceutical marketing in a 

dynamic healthcare environment. 

 

II. MATERIALS AND METHODS 
 

This study adopts a qualitative, analytical, and 

secondary data-based research design to 

evaluate the impact of digital marketing 

strategies on pharmaceutical product promotion.  

Data were collected from credible secondary 

sources, including peer-reviewed journals, 

industry reports, and official company documents 

such as annual reports of Pfizer Inc. and Sun 

Pharmaceutical Industries Ltd. A systematic 

literature review was performed to identify key 

themes related to digital marketing tools, 

pharmaceutical marketing practices, and 

regulatory considerations. A comparative case 

study approach was employed to analyze the 

adoption and implementation of digital 

marketing strategies in global and Indian 

pharmaceutical companies. Marketing Mix 

Modeling (MMM) was used as a conceptual 

framework to understand the relative 

contribution of digital and traditional marketing 

channels in terms of engagement, efficiency, and 

promotional outcomes. Data analysis focused on 

identifying patterns in communication strategies, 

cost-effectiveness, customer engagement, and 

sales impact. The study ensures reliability by 

utilizing validated and publicly accessible data 

sources, while objectivity was maintained through 

a structured and comparative analytical approach. 

As the study is based entirely on secondary data, 

no ethical approval or informed consent was 

required. 

 

III. OVERVIEW OF 

PHARMACEUTICAL 

MARKETING 
 

Pharmaceutical marketing involves the 

promotion and distribution of medicinal products, 

including prescription drugs, over-the-counter 

medicines, vaccines, and medical devices. It 

serves as a critical link between pharmaceutical 

companies and key stakeholders such as 

healthcare professionals, patients, caregivers, 

hospitals, and regulatory authorities. Unlike 

conventional marketing, pharmaceutical 

marketing operates within a highly regulated 

environment due to its direct impact on human 

health and safety(5,6). 

 

The primary objective of pharmaceutical 

marketing is to provide accurate, evidence-based 

information regarding the safety, efficacy, and 

appropriate use of medicinal products. In 

addition to promoting products, it plays an 

important role in disease awareness, patient 

education, and supporting healthcare 

professionals in clinical decision-making. A 
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distinctive feature of this field is that patients 

typically do not directly choose medications; 

instead, prescribing decisions are made by 

healthcare professionals, making them a key 

target audience(6). 

 

Pharmaceutical marketing strategies are 

commonly structured around the marketing mix; 

the pharmaceutical marketing mix is illustrated in 

Figure 2. The product component includes 

branded and generic drugs, biologics, and 

vaccines. Pricing is influenced by research and 

development costs, regulatory frameworks, and 

reimbursement policies. Distribution ensures 

availability through hospitals, pharmacies, and 

healthcare systems. Promotion traditionally 

includes medical representative visits, scientific 

conferences, journal advertising, continuing 

medical education programs, and, increasingly, 

digital platforms(7). 

 

 
Figure 2: Pharmaceutical Marketing Mix 

 

Despite challenges such as strict regulatory 

requirements and intense competition, 

pharmaceutical marketing remains essential in 

ensuring that safe and effective medicines reach 

the appropriate patients. Ethical practices, 

transparency, and scientific accuracy are 

fundamental to maintaining trust and credibility 

in this sector(7). 

 

IV. DIGITAL MARKETING TOOLS 

USED IN PHARMACEUTICAL 

INDUSTRY 
 

The healthcare industry is changing very fast, and 

more people are using digital platforms. So 

pharmaceutical companies are using marketing 

tools as a big part of their plans. Pharmaceutical 

marketing is different because of rules and the 

important role of healthcare professionals(8). 

Digital marketing tools help with methods by 

making communication more targeted and 

efficient while following the rules. Various digital 

tools used are presented in Figure 3. These tools 

help with communication and sharing important 

medical information(8). They are different from 

marketing because they allow real-time 

interaction and performance tracking using data. 

This makes it very important for pharmaceutical 

companies to stay competitive (8). 

 
Figure 3: Digital Marketing Tools in 

Pharmaceutical Industry 

 

• Search Engine Optimization and Search 

Engine Marketing 

Search Engine Optimization helps pharmaceutical 

websites show up on search engines. Using 

keywords and accurate scientific content 

companies make it easier for healthcare 

professionals and patients to find reliable 

information. This is often used for disease 

awareness campaigns (8) . 

 

Search Engine Marketing includes paid 

advertisements that appear on search engines. It 

is used to promote content like awareness 

campaigns. This helps companies reach people 

who are actively searching for information (9) . 
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• E-Detailing and Virtual Engagement 

Platforms 

E-detailing is a version of traditional medical 

representative visits. It uses presentations and 

virtual meetings to explain product information 

to healthcare professionals. This method saves 

time. Removes geographical barriers. Virtual tools 

like video conferencing became very important 

during the COVID-19 pandemic. They allow 

companies to stay connected with doctors and 

share updates. These platforms also provide data 

to help improve marketing strategies (8,9) . 

 

• Social Media Marketing 

Social media platforms like LinkedIn and Twitter 

are used for sharing health information and 

awareness campaigns. While direct promotion of 

prescription drugs is restricted companies use 

these platforms to educate and engage 

audiences (10). Social media also allows two-way 

communication helping companies respond to 

queries and build trust. However, companies 

must follow guidelines. 

 

• Webinars and Online Educational 

Programs 

Webinars are used for conducting education and 

product launches. They are cost-effective. This 

can reach a large audience. Interactive features 

like live Q&A make webinars more engaging. 

They also help build credibility by focusing on 

knowledge sharing (10). 

 

• Customer Relationship Management 

Systems 

Customer Relationship Management systems 

help manage relationships with healthcare 

professionals. They track interactions. Allow 

personalized communication. By combining data 

from emails and webinars these systems improve 

targeting and long-term engagement (2) . 

 

• Mobile Applications and Digital Health 

Tools 

Mobile apps provide access to medical 

information and patient support tools. They 

improve engagement and brand loyalty. Digital 

health tools like reminders help patients follow 

treatments indirectly supporting marketing goals 

(11) . 

 

Digital marketing tools have changed how 

pharmaceutical companies communicate. Tools, 

like Search Engine Optimization and social media 

make marketing more interactive and targeted. 

They also support regulatory compliance (9–11) . 

Overall, these tools strengthen marketing. 

 

V.  CASE STUDY – DIGITAL 

MARKETING 

TRANSFORMATION IN 

PHARMACEUTICAL 

COMPANIES 
 

Pfizer Inc- Rationale for Selection 

Pfizer Inc. was selected due to its well-

documented and strategic adoption of digital 

transformation across commercial and scientific 

operations. The company’s annual reviews 

highlight sustained investments in digital 

technologies, artificial intelligence (AI), and data-

driven systems to enhance engagement, 

innovation, and operational efficiency(12). 

 

Drivers of Digital Transformation 

Pfizer’s transition toward digital marketing was 

influenced by multiple structural and strategic 

factors. Changing stakeholder expectations 

required more flexible and on-demand access to 

scientific information, while traditional 

promotional models involving large sales forces 

and physical events resulted in high operational 

costs. Additionally, increasing regulatory scrutiny 

necessitated standardized and compliant 

communication systems(12). 

The COVID-19 pandemic acted as a major 

acceleration factor, significantly restricting 

physical interactions with healthcare 

professionals and compelling rapid adoption of 

digital engagement platforms(12). 
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Transformation Strategy 

Pfizer’s digital transformation was implemented 

through a phased and analytics-driven approach: 

• Digital Enablement: Transition from physical 

detailing to e-detailing, virtual meetings, and 

digital content dissemination(12,13) 

• Omnichannel Integration: Synchronization of 

email campaigns, CRM systems, webinars, 

and engagement analytics to create unified 

communication strategies(12,13) 

• Advanced Analytics: Use of AI and predictive 

models to personalize content delivery based 

on healthcare professional behavior(12,13) 

• Platform Development: Creation of digital 

ecosystems such as professional portals and 

disease-awareness platforms(12,13) 

 

This structured approach enabled Pfizer to move 

from product-centric promotion to a more 

integrated, stakeholder-focused engagement 

model. 

 

Impact on Performance 

Evidence from annual reports indicates that 

digital transformation contributed to: 

• Improved engagement: Increased 

frequency and quality of interactions with 

healthcare professionals(12,13). 

• Enhanced efficiency: Reduction in cost 

per engagement and improved 

scalability of promotional 

activities(12,13) 

• Revenue support: Strong revenue growth 

during the digital expansion phase, 

supported by rapid dissemination of 

product information(12,13) 

The shift toward automation and digital 

processes is demonstrated in Figure 4. 

Importantly, digital tools complemented rather 

than replaced traditional sales efforts, enhancing 

overall marketing effectiveness. 

 
Figure 4: Level of automation in marketing 

processes at Pfizer Inc., 

Critical Analysis 

Pfizer’s experience demonstrates that digital 

marketing in the pharmaceutical industry 

functions as a strategic enabler rather than a 

standalone tool. Its success is attributed to 

integration across functions, strong data analytics 

capabilities, and alignment with regulatory and 

medical frameworks(12,13). The case highlights 

that sustainable digital transformation requires 

organizational commitment, technological 

investment, and a hybrid engagement approach. 

 

Sun Pharmaceutical Industries Ltd- Rationale 

for Selection 

Sun Pharmaceutical Industries Ltd. was selected 

as a representative of the Indian pharmaceutical 

sector due to its market leadership, strong 

presence in branded generics and specialty 

medicines, and gradual adoption of digital 

marketing practices, as evidenced in its annual 

reports(14–16). 

 

Traditional Marketing Model 

Historically, Sun Pharma relied on a conventional 

pharmaceutical marketing approach 

characterized by: 

• Extensive medical representative (MR) 

field force 

• Face-to-face physician engagement 

• Printed promotional materials 
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• Physical conferences and continuing 

medical education (CME) 

programs(14,15) 

While effective in building physician relationships, 

this model involved high operational costs and 

limited scalability. 

 

Drivers of Digital Adoption 

Sun Pharma’s transition toward digital marketing 

was driven by: 

• Changing HCP behavior: Increasing 

preference for digital, on-demand 

medical information(14,15) 

• Cost pressures: Need to improve 

efficiency and optimize promotional 

expenditure(14,15) 

• Competitive dynamics: Adoption of 

digital tools by peer companies(14,15) 

• Pandemic disruption: Restricted physical 

access during the COVID-19 

pandemic(14–16) 

 

Transformation Approach 

Unlike Pfizer’s rapid digital acceleration, Sun 

Pharma followed a gradual and hybrid approach: 

• Digitization of field force: Use of tablet-

based detailing and digital visual 

aids(14,15) 

• Hybrid engagement: Integration of 

physical visits with email and virtual 

communication(14,15) 

• Virtual education: Expansion of webinars 

and online CME programs(14–16) 

• Data integration: Use of CRM systems 

and engagement metrics to improve 

targeting(15,16) 

This phased strategy enabled smooth adoption 

without disrupting established physician 

relationships. 

 

Impact on Performance 

Digital adoption contributed to: 

• Improved engagement frequency 

through multichannel 

communication(14,15) 

• Enhanced sales efficiency by reducing 

dependence on physical visits(14,15) 

• Better resource utilization and 

optimization of promotional 

budgets(14–16) 

The geographic revenue distribution is illustrated 

in Figure 5. The company maintained steady 

revenue growth while improving operational 

efficiency, indicating the effectiveness of hybrid 

marketing strategies. 

 
Figure 5: Geographic revenue distribution of 

Sun Pharmaceutical Industries Ltd. 

 

Critical Analysis 

Sun Pharma’s case highlights that digital 

marketing is most effective when integrated with 

traditional methods. Unlike global companies 

adopting digital-first strategies, Indian firms often 

rely on evolutionary transformation, balancing 

technological adoption with relationship-based 

marketing(14–16). The findings emphasize the 

importance of localization, cost efficiency, and 

gradual implementation. 

 

Comparative Insight 

The comparison between Pfizer Inc. and Sun 

Pharmaceutical Industries Ltd. reveals that: 

• Global firms adopt digital-first, analytics-

driven models 

• Indian firms prefer hybrid and gradual 

approaches 
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• Digital marketing enhances engagement 

and efficiency, while traditional methods 

remain essential for trust-building 

 

VI. ANALYSIS AND DISCUSSION 

 
This section analyzes the impact of digital 

marketing on pharmaceutical product promotion 

using insights derived from company reports of 

Pfizer Inc. and Sun Pharmaceutical Industries Ltd., 

along with relevant industry evidence. The 

effectiveness of digital strategies is further 

interpreted using the framework of Marketing 

Mix Modeling (MMM)(17), which is widely 

recognized for evaluating the contribution of 

multiple marketing channels to overall 

performance(18). The impact of digital marketing 

in the pharmaceutical industry is summarized in 

Table1. 

 

Table 1: Impact of Digital Marketing in the 

Pharmaceutical Industry 

Aspect Key 

Elements 

Description 

Transformati

on of 

Marketing 

Model 

Shift from 

traditional to 

digital; 

global vs 

Indian 

adoption 

Pharmaceutic

al marketing is 

transitioning 

from a sales-

force-driven 

model to an 

integrated 

digital 

framework. 

Global 

companies 

such as Pfizer 

Inc. have 

adopted 

digital-first 

strategies, 

whereas Sun 

Pharmaceutic

al Industries 

Ltd. follows a 

hybrid 

approach 

combining 

digital tools 

with 

conventional 

field force 

engagement(

10). 

Enhanced 

Engagement 

Continuous 

communicati

on; on-

demand 

access; 

virtual 

platforms 

Digital 

platforms 

enable 

continuous 

scientific 

communicatio

n and improve 

accessibility of 

information. 

Social media 

and digital 

engagement 

strategies also 

facilitate 

patient-

centric 

communicatio

n, although 

regulatory 

restrictions 

must be 

carefully 

managed(8). 

Efficiency 

and 

Scalability 

Reusable 

content; 

wider reach; 

cost 

optimization 

Digital 

marketing 

enables 

scalable 

communicatio

n with 

reduced 

marginal cost 

and improved 

targeting 

efficiency. 

Industry 

analyses 

indicate that 

digital sales 

models can 



Arpita Lad, 2026, 14:2 
ISSN (Online): 2348-4098 
ISSN (Print): 2395-4752 

International Journal of Science,  
Engineering and Technology 

An Open Access Journal 

 

8 
 

drive above-

market 

growth 

through 

optimized 

engagement 

strategies(19). 

Data-Driven 

Decision 

Making 

CRM 

systems; 

engagement 

tracking; 

analytics 

Digital tools 

provide real-

time insights 

into 

stakeholder 

behavior, 

enabling 

precise 

targeting and 

performance 

evaluation. 

This supports 

a shift toward 

analytics-

driven 

marketing 

and evidence-

based 

decision-

making(18). 

MMM-Based 

Interpretatio

n 

Digital vs 

traditional 

channels 

Marketing 

Mix Modeling 

(MMM) 

demonstrates 

that digital 

channels 

enhance 

engagement 

frequency and 

measurability, 

while 

traditional 

channels 

contribute to 

trust and 

relationship-

building. A 

hybrid 

strategy 

provides 

optimal 

outcomes(17,

18). 

The findings indicate that digital marketing has 

significantly transformed pharmaceutical 

promotion by improving communication 

efficiency, expanding reach, and enabling data-

driven decision-making. The increasing use of 

analytics and digital platforms has enabled 

companies to optimize marketing strategies and 

improve return on investment, as supported by 

industry reports(18,19). 

 

However, digital transformation in the 

pharmaceutical sector is accompanied by 

important regulatory and ethical considerations. 

Studies highlight that digital health 

communication, including digital therapeutics 

and online engagement, must adhere to strict 

regulatory frameworks and post-marketing 

surveillance requirements(20). Additionally, social 

media-driven engagement introduces challenges 

related to misinformation, compliance, and 

patient data privacy(21). 

 

The comparative analysis between Pfizer Inc. and 

Sun Pharmaceutical Industries Ltd. further 

demonstrates that digital adoption varies across 

markets. While Pfizer reflects a digital-first, 

analytics-driven model, Sun Pharma adopts a 

hybrid approach, balancing digital tools with 

traditional relationship-based strategies. 

 

From an MMM perspective, the integration of 

digital and traditional channels yields the most 

effective outcomes. Digital platforms improve 

engagement frequency and measurability, 

whereas conventional methods strengthen 

credibility and long-term professional 

relationships. Therefore, an omnichannel strategy 

that integrates both approaches is essential for 

sustainable pharmaceutical marketing. 
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VII. CHALLENGES & REGULATORY 

ASPECTS IN DIGITAL 

PHARMACEUTICAL 

MARKETING 

 
Digital marketing has transformed how 

pharmaceutical companies connect with 

healthcare professionals, patients, and 

institutions by enabling faster communication 

and wider reach. However, since pharmaceutical 

products directly impact human health, 

marketing activities are strictly governed by legal, 

ethical, and regulatory frameworks, making 

digital marketing more complex and 

sensitive(20,21). 

 

Pharmaceutical marketing operates within a 

highly regulated environment to ensure that all 

information is accurate, balanced, and non-

misleading. Regulatory authorities such as the U.S. 

Food and Drug Administration, European 

Medicines Agency, and in India, the Drugs and 

Magic Remedies (Objectionable Advertisements) 

Act, National Medical Commission guidelines, 

and UCPMP closely monitor promotional 

practices. Digital platforms further increase 

complexity, as information spreads rapidly and 

becomes difficult to control once shared(19,20). 

 

Compliance Challenges in Digital 

Communication: Maintaining compliance is 

challenging due to multi-platform 

communication and real-time updates. Key issues 

include frequent content updates, user-

generated content (comments, shares, feedback), 

and coordination across websites, emails, and 

social media. All content must remain 

scientifically accurate, balanced, and properly 

reviewed, even if this delays 

communication(19,20). 

 

Ethical Considerations: Ethics plays a crucial role 

in pharmaceutical marketing. Major concerns 

include over-promotion influencing prescribing 

behavior, lack of transparency in sponsored 

content, and the risk of misleading information 

affecting patient safety. Therefore, companies 

must focus on education, transparency, and 

responsible communication practices(20,22). 

 

Data Privacy and Security: Digital marketing 

relies heavily on data collected from websites, 

CRM systems, email campaigns, social media, and 

webinars. This creates risks such as data misuse, 

lack of informed consent, and cybersecurity 

threats, making strong data protection practices 

essential(20,22). 

 

Platform and Organizational Challenges: 

Additional challenges include algorithm-driven 

content visibility, spread of misinformation, 

advertising restrictions, limited digital expertise 

within organizations, and difficulty in measuring 

return on investment (ROI)(22). 

 

Overall, digital marketing offers significant 

opportunities in pharmaceutical communication; 

however, it also presents critical regulatory, 

ethical, and operational challenges. Companies 

must maintain a balance between innovation, 

compliance, and ethics to ensure that 

communication remains safe, accurate, and 

patient-centered. 

 

VIII. FUTURE SCOPE 
 

The pharmaceutical industry is undergoing a 

major transformation as digital technologies and 

data-driven approaches become increasingly 

prominent. Looking ahead, pharmaceutical 

marketing will be significantly shaped by tools 

such as Marketing Mix Modeling (MMM), 

Artificial Intelligence (AI), and advanced 

analytics(23). These innovations are expected to 

enhance marketing effectiveness, improve 

decision-making, and strengthen connections 

with healthcare professionals and patients. 

 

One of the key developments is the shift toward 

data-driven marketing. Instead of relying 

primarily on experience or assumptions, 
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companies are increasingly using real-time data 

such as healthcare professional engagement, 

campaign performance, and patient insights. This 

enables more personalized communication, 

improves return on investment (ROI), and ensures 

efficient allocation of resources(24). In the future, 

data analytics will not only support decisions but 

will play a central role in driving them. 

Marketing Mix Modeling (MMM) will continue to 

be an essential tool for evaluating the 

effectiveness of various marketing channels, 

including digital platforms, sales force activities, 

and educational programs. It allows companies to 

identify high-performing channels, optimize 

marketing spend, and make evidence-based 

strategic decisions. 

 

Artificial Intelligence (AI) is expected to further 

transform pharmaceutical marketing by enabling 

advanced personalization, predictive analytics, 

and improved engagement. AI can help forecast 

demand trends, analyze prescribing behavior, and 

enhance communication through tools such as 

chatbots and automated content delivery 

systems. 

 

Another important trend is the growth of 

omnichannel marketing and integrated digital 

ecosystems(25). Companies are increasingly 

combining CRM systems, automation tools, and 

analytics platforms to ensure consistent and 

seamless communication across channels such as 

webinars, mobile applications, and digital 

platforms. Additionally, there is a growing 

emphasis on a patient-centric approach, focusing 

on improving patient education, adherence, and 

overall healthcare outcomes(26). 

 

IX. CONCLUSION 
 

The present study highlights the growing 

importance of digital marketing in transforming 

pharmaceutical product promotion. With 

advancements in technology and changing 

stakeholder expectations, pharmaceutical 

companies are increasingly adopting digital tools 

to enhance communication, improve 

engagement, and support data-driven decision-

making. Platforms such as e-detailing, webinars, 

and customer relationship management systems 

have enabled continuous and targeted 

interaction with healthcare professionals, thereby 

increasing the efficiency and reach of marketing 

strategies. The comparative analysis of Pfizer Inc. 

and Sun Pharmaceutical Industries Ltd. 

demonstrates that while global companies are 

moving toward digital-first models, Indian 

pharmaceutical firms are adopting a hybrid 

approach that combines digital tools with 

traditional field force engagement. This indicates 

that digital marketing complements rather than 

replaces conventional methods, especially in 

relationship-driven markets. However, the study 

also identifies critical challenges related to 

regulatory compliance, ethical considerations, 

and data privacy, which must be carefully 

managed to ensure safe and responsible 

communication. Strict adherence to regulatory 

frameworks is essential to maintain transparency, 

accuracy, and trust in pharmaceutical promotion. 

Overall, digital marketing has significantly 

enhanced the effectiveness and measurability of 

pharmaceutical marketing. The integration of 

digital and traditional strategies through an 

omnichannel approach offers the most 

sustainable and impactful outcomes. As the 

industry continues to evolve, companies that 

effectively balance innovation with compliance 

and patient-centricity will achieve long-term 

success in pharmaceutical marketing. 
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