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The conceptual bases of implementation of the controlling
system of marketing communication management
in pharmaceutical organizations

Aim. To substantiate the conceptual bases and scientific and methodological approaches of implementing the control-
ling system of marketing communication management in pharmaceutical organizations.

Materials and methods. The theoretical basis of the research was the fundamental provisions of the control-
ling concept in the marketing management system of market entities taking into account the branch specificity, the research
works of leading national and foreign scientists on the specified issue. The research objectives predetermine the use
of such methods as the content analysis of professional and economic scientific publications, logical analysis and
generalization, structural analysis, etc.

Results and discussion. The marketing communication management controlling system is a part of the general
management system of a pharmaceutical enterprise contributing to implementation of the strategic, tactical and opera-
tional goals of the organization. The authors studied the expediency of the marketing communication management
controlling system of a pharmaceutical enterprise and proved the practical significance of its components. The marketing
communication management controlling system offered under present conditions of the organization management
allows integrating, coordinating and directing the marketing communication activity of pharmaceutical enterprises in
order to effectively promote medicines not only at the domestic market, but also the foreign markets.

Conclusions. The introduction of the marketing communication management controlling system allows reducing
the expenditures of pharmaceutical enterprises for promoting medicines due to effective management of all instru-
ments and resources, the expediency of investing into specific advertising campaigns; providing the competitiveness
of the trademark and forming a high level of the target audience loyalty; maintaining and expanding its market share.
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KoHuenTyanbHi 3acagn BNpoBagXeHHA CUCTEMU KOHTPONIHry yrnpaBiHHA
MapKeTUHroBUMU KOMYHiKauiamMu cpbapmMaueBTUMHMUX opraHisauin

MeToto poboTK € 0BrPyHTYBaHHS KOHLENTyanbHUX 3acaz Ta HayKOBO-METOAMYHMX MiAXOAiIB 4O BNPOBaLKEHHS
CUCTEMM KOHTPOMIHIY ynpaBniHHSA MapKeTUHrOBMMU KOMYHiKaLisMy dpapMaLeBTUYHUX opraHisauin.

MaTtepianu Ta metoau. TeoOpeTUYHOK OCHOBOK AOCHIMKEHHA Oynun pyHOaMeHTarnbHI NONOXEHHS KOHLenuii
KOHTPONMIHrY B CUCTEMi MapKETVHIOBOIO YNpaBmniHHA Cy0’€KTIB PUHKY 3 ypaxyBaHHAM 0COBNMBOCTEN rany3eBoi creundikm,
npadi NPOBiAHMX BITYN3HSAHUX Ta 3apyOiXKHMX HAYKOBLB i3 3a3Ha4YeHOro nuTaHHA. [ns peanisauii 3aBgaHb JOCTiAXEH-
Hs1 3aCTOCOBaHi METOAN KOHTEHT-aHani3y HaykoBux nybnikauit haxoBoro Ta eKOHOMIYHOrO CrPsiMyBaHHS, NOTiYHOIO
aHanisy Ta y3aralnibHeHHs, CTPYKTYPHOrO aHani3y TOLLO.

Pe3ynbraTty Ta ix o6roBopeHHsi. Cctema KOHTPONiHTY ynpaBniHHA MapKeTUHIOBMMUW KOMYHiKaUisgMu € ckrago-
BOI CUCTEMM 3araribHOro MeHe)XMeHTY hapmaLeBTUYHOrO NiANPUEMCTBA, CNpusie peanidadii cTpaTeriyHmx, TakTny-
HUX Ta OnepaTuBHMX Linewn opraxisauii. Po3rnsiHyTo A0OUINbHICTb CTBOPEHHSA CUCTEMM KOHTPOMIHTY YNpaBniHHA Mapke-
TUHIOBUMW KOMYHiKauisMy hbapMaLeBTUYHOTO MiANPUEMCTBA Ta 06rPYHTOBAHO NPAKTUYHY 3HAYMMICTb ii CKNagoBuX.
3anponoHoBaHa cucTemMa KOHTPORMIHIY ynpaBniHHA MapKeTUHIOBUMW KOMYHIKaLisiMX Yy Cy4acHUX yMOBaXx yrpaBriHHS
opraHisauisiMu 0O3BONUTL IHTErpyBaTh, KOOPAUHYBATHK | CNPSMOBYBaTU MapKETUHIOBY KOMYHIKAaTUBHY LisnbHICTb dhapma-
LEBTMYHMX NIANPUEMCTB 3 METOK ePEKTUBHOIO NPOCYBaHHS NiKapCbKNX 3aC0OB6iB He TiMbKW Ha BiTYM3HAHOMY, a i Ha
3apybiKHMX pUHKaX.

BucHoBku. 3anpoBag)KeHHS CUCTEMMW KOHTPOMIHTY YNpaBniHHA MapKeTMHIOBMMMN KOMYHiKaLiSMM JO3BONNUTbL 3HU-
31TW BUTpaTh hapmaueBTUYHMX NIANPUEMCTB Ha NMPOCYBaHHSA MikapCbKknx 3acobiB 3a paxyHOK eheKTVBHOrO ynpas-
NiHHS BCiMa iHCTpyMEeHTaMu1 Ta pecypcamu, AOLUINbHOCTI BKNaAEHHS KOLUTIB Y KOHKPETHI peknaMHi KaMmnaHii, a Takox
3a6e3ne4nTy KOHKYPEHTOCNPOMOXHICTb TOProBOi Mapku Ta chopMyBaTU BUCOKMI PiBEHb NOSINBLHOCTI LinbOBOI ayau-
Topii 4o Hel Ta 30eperTv i po3LIMPUTX CBOK YaCTKY PUHKY.

Knroyoei crioga: KOHMpOIriiHe; MapKkemuHa208i KOMyHikauii; gbapmauesmudyHi opaaHidauii
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KoHuenTyanbHble OCHOBbI BHEAPEHUA CUCTEMbI KOHTPONSIMHIA YNpaBreHus
MapKeTUHrOBbIMM KOMMYHUKaLMAMU papMaLeBTUYECKMX OpraHu3aumm

Uenbtlo paboThl siBnsieTcss 060CHOBaHME KOHLIENTyarbHbIX OCHOB U HAyYHO-METOANYECKNX NOAXOA0B BHEAPEHUS
CUCTEMbI KOHTPOMMMHIa ynpaBneHns MapKeTUHIOBbIMU KOMMYHUKaUUAMU papMaLeBTUYECKMX OpraHn3auni.

MaTepuanbl u MeToabl. TeOpETMYECKO OCHOBOW UCCNeAoBaHNs Obiny hyHAaMeHTanbHbIE NONOXEHNS KOHLIEMN-
LMW KOHTPOIIMHIa B CUCTEME MapKETUHIOBOIO YrpaBreHnsi CyObeKToB pbiHKa C Y4€TOM 0COBEHHOCTEN oTpacneBom
crneundukn, Tpyabl BEAYLLMX OTEYECTBEHHbIX U 3apyOeXXHbIX y4eHbIX N0 yKadaHHOMY Bonpocy. [4nsa peanusauum 3agad
ncernenoBaHnst NPUMEHEHbI METOAbI KOHTEHT-aHanM3a Hay4HbIX MyOonukaumin NpodeccnoHanbHOro 1 S3KOHOMUYECKOTO
HanpaeneHus, NorMyeckoro aHanuaa n o606LLeHNs, CTPYKTYPHOro aHanuaa v ap.

Pe3ynbTaTbl U ux obcyxaeHune. Cnucrema KOHTPOMMMHra yrnpasneHnss MapKeTUHIOBbIMU KOMMYHUKaLUUAMU S1B-
NSIETCA COCTABHOW YacTblo CUCTEMbI 0BLLErO MEHEMKMEHTa hapMaLeBTUYECKOrO NPEANpUATUS U CNOCcOOCTBYET pea-
Nn3aunm cTpaTermyecknx, TaKTUYECKMX 1 onepaTmBHbIX Lienen opraHusauun. PaccmotpeHa Lenecoobpas3HoCTb CO3-
OaHUs CUCTEMbl KOHTPOIIUHIA yNpaBreHus MapKeTUHIOBBIMM KOMMYHMKaUMAMN ddapMaLeBTUHECKOro NpeanpusTust
1 060CHOBaHa MpakTnyeckasa 3Ha4YMMOCTb ee CocTaBnsoWmX. [NpeanoxeHHasa cucteMa KOHTPOMMHIa yrnpasneHus
MapPKETUHIOBBIMW KOMMYHMKALMAMUN B COBPEMEHHbIX YCITOBUSIX YNpPaBneHUs opraHM3aunsammn no3BonT MHTErpupo-
BaTb, KOOPOVUHMPOBATbL U HaNPaBnATb MAPKETUHIOBYIO KOMMYHUKATUBHYIO AEATENbHOCTb dapMaLeBTUYECKUX Npea-
NPUATUIA C Lenblo 3dEKTUBHOTO NPOABWKEHNS NIEKAPCTBEHHBLIX CPEACTB HE TOMBbKO HA OTEYECTBEHHOM, HO U Ha 3apybex-
HbIX pbIHKaX.

BbiBoabl. BHegpeHve cucTeMbl KOHTPONNMHIA yNpaBneHns MapKeTUHIOBBIMU KOMMYHMKALMAMW MO3BOMUT CHU-
3UTb pacxodbl hapMaLeBTUYECKUX NPEANPUATUIA Ha NPOABWKEHME NEKAPCTBEHHbLIX CPEeACTB 3a cHeT ahheKTUBHOIO
yrnpaBneHns BCEMU MHCTPYMEHTaM1 U pecypcamMu, LenecoobpasHOCTU BIIOXKEHUS CPEACTB B KOHKPETHbIE peKlaMHbIe
KamnaHuu; obecneunTb KOHKYPEHTOCNOCOBHOCTL TOProBOM Mapku 1 cOOPMUPOBATL BbICOKWI YPOBEHb NOANBHOCTU
LeneBov ayauTopun K HEN, a TakKe COXPaHUTb 1 PacLUMPUTL CBOK A0 PbiHKA.

Knroyeenle crioea: KOHMPOIIUHe, MapKemuH208ble KOMMYHUKayuu, chapMayesmuyeckue opaaHu3ayuu

Modern tendencies of economic transformations, higher
environmental instability specify the necessity of bet-
ter management mechanism of pharmaceutical enterpri-
ses requiring theoretical, scientific and methodological
substantiation.

Under conditions of significant competition at the mar-
ket of medicines wider modern marketing communica-
tion instruments and higher information flows, changes in
consumer behavior and needs, the success of the pharma-
ceutical enterprise activity are largely determined by
the readiness degree of the top management in organi-
zations to take into account the probability of emergen-
ce of crisis situations. These conditions lead to imple-
menting the concept of the marketing management cont-
rolling of pharmaceutical enterprises.

Theoretical and methodological, scientific and ap-
plied principles of controlling definite areas of activity
of pharmaceutical organizations were studied by a rather
small number of scientists in pharmacy, among them
O. V. Posylkina, Yu. S. Bratishko, N. M. Musiyenko,
0. V. Kozyreva, O. V. Dorovskyi and others should be
mentioned. In particular, the paper [1] proves the need
to implement the social control in pharmaceutical enter-
prises and outlines its goals, objectives and functions.
The authors built a hierarchy of levels of the social res-
ponsibility of the pharmaceutical business and social cont-
rol, and characterized the controlling stages of the so-
cial responsibility activity of a pharmaceutical enterprise.
The scientists [2] substantiated the methodical princip-
les of implementing a system for controlling pharma-
ceutical inventory management within wholesale pharma-
ceutical enterprises taking into account the requirements
of the ISO international standards and the appropriate

GxP pharmaceutical practices. Using the regression ana-
lysis method the authors [3] substantiated scientifically
the appropriate amount of management costs for the cont-
rolling system implementation at pharmaceutical enterprises.

However, the results of the analysis of achievements
and developments of the domestic pharmacy researchers
indicate that there are no scientific and methodological
studies concerning creation of the controlling system of
marketing communication management in pharmaceu-
tical organizations. This determined the topicality of our
research, its theoretical and practical significance.

The aim of the work is to substantiate the concep-
tual bases and scientific and methodological approaches
of implementing the controlling system of marketing com-
munication management in pharmaceutical organizations.

Materials and methods

The theoretical basis of the research was the funda-
mental provisions of the controlling concept in the mar-
keting management system of market entities taking into
account the branch specificity, the research works of lea-
ding national and foreign scientists on the specified is-
sue. The research objectives predetermine the use of such
methods as the content analysis of professional and eco-
nomic scientific publications, logical analysis and gene-
ralization, structural analysis, etc.

Results and discussion

The controlling concept as an enterprise system ma-
nagement allows to ensure the successful functioning
of the organization in the long-term prospects [4, 5]:

 adaptation of the enterprise strategic aims to the cons-
tantly changing environment;

» coordinating operational plans with the organization
development strategic plan;
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 coordinating and integrating operational plans with
the business processes;

 creating a system for ensuring all levels of the en-
terprise management in a timely manner and with
complete information;

* creating a system for monitoring the implementa-
tion of plans, adjusting their content and timing;

* the enterprise management organizational structure
adaptation to increase its flexibility and the ability
to respond quickly to the demands of a dynamically
changing environment.

According to the authors [6] controlling is regarded as
an element of the organization crisis management which
can prevent or mitigate the crisis situations in the pro-
duction and economic activity, maintain the organiza-
tion survival functioning during the crisis and withdraw
it from the crisis situation with the minimal expenses
(Fig. 1).

Nowadays, there are problems in introducing the cont-
rolling system in marketing activity management of do-
mestic enterprises, among them there is the lack of expe-
rience in reaching the effect after controlling system imple-
mentation; difficulties in attracting qualified marketing
experts; the insufficient level of economic knowledge
and practical experience of marketing specialists; skep-
ticism of the top management concerning introduction
of the marketing management controlling system as its
results are not immediately visible [7].

Controlling combines all management functions, inte-
grates and coordinates them in order to achieve the ul-
timate goals of the organization. The main purpose of
controlling is to improve the enterprise development ma-
nagement system [8].

Marketing communication management controlling
is a complex system for managing the marketing commu-
nication activities of a pharmaceutical enterprise aimed
at coordinating all marketing communication instruments
and their interaction with the organization’s management
system to provide information and analytical support for
the processes of making managerial decisions within
the framework of drug promotion.

The marketing communication management control-
ling system is aimed at providing the optimal balance of
the efforts spent on promotion of drugs and the results
obtained. Controlling should provide the establishment
of trust and constructive relations between the organi-
zation and the potential target audience; promote higher
level of brand awareness, a positive reputation of the phar-

Enterprise
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functioning
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|
|
|
|
|
|
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Fig. 1. The role of controlling in the crisis management system [6]

maceutical enterprise; assist in adopting of effective and
efficient management decisions in the field of marketing
communications.

The marketing communication management control-
ling system is a part of the general management system of
the pharmaceutical enterprise and contributes to imple-
mentation of the strategic, tactical and operational goals
of the organization.

The main spheres of controlling are the management
activity coordination in order to achieve the enterprise
objectives; the information and consulting support for
making managerial decisions; creation of the enterprise
management information system; provision of the mana-
gement process rationality [6].

The marketing communication management control-
ling system of pharmaceutical enterprises includes stra-
tegic, operational and tactical controls (Fig. 2).

The main objective of the marketing communica-
tion strategic controlling is to create the marketing com-
munication management system of the pharmaceutical
enterprise activity, which would increase the economic,
social effectiveness of the organization through affec-
tional drive and loyalty of the potential target audience
to the enterprise brand and its medicines, provide crea-
tion of competitive advantages for the long-term period
at the expense of internal reserves.

The functions of marketing communication strate-
gic controlling are assigned to the top management of
the pharmaceutical enterprise.

The tactical controlling of marketing communica-
tions is aimed to achieve short-term goals in the marketing
communication activities of pharmaceutical enterprises.
Within the framework of the tactical controlling func-
tions we can solve the priority tasks of promoting quality,
accessible and competitive medicines.

The persons who are in charge of the marketing com-
munication tactical controlling are the unit managers of
the pharmaceutical enterprise involved into the system
of drug promotion with proper competences in the field
of controlling and marketing.

The operational controlling is aimed to achieve the cur-
rent goals of pharmaceutical enterprises and involves va-
riety of indicators determining the communication and
cost-effective efficiency of marketing communications.

The great importance in the controlling system is
attached to coordination of all elements of marketing
communications in the drug promotion system. The main
coordination task is to assess the level of timely adjust-
ment of marketing communication activities of the pharma-
ceutical enterprise and develop of corrective measures.

Coordination should be carried out at all levels of
management; it is the result of each level of the marketing
communication controlling system of the organization
activities [9].

When developing the scientific and methodological
support for controlling its conceptual content should be
considered. While implementing the organization’s ac-
tivity coordination controlling assists in analyzing and
identifying problems at the enterprise, chooses special
methods for their solution or prevention [11].
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The marketing communication management controlling system of a pharmaceutical enterprise

Marketing communication
strategic controlling

Marketing communication
tactical controlling

Marketing communication
operational controlling

—r

in the drug promotion

Coordination of all marketing
communication elements

Aimed at forecasting, preventing
negative and crisis situations
in the marketing communication
activity in long-term prospects

Aimed to achieve short-term
objectives in the marketing
communication activity,
is based on the managerial
analysis and records data,
marketing information

Aimed to achieve the current
objectives, determine
communication
and economic efficiency
of marketing communications

activity adjustment

marketing communication
applications in prospect

 Assessing the timeliness level
of the marketing communication

« Adjusting measures development
» Assessing measures to improve

Analysis of substitution of marketing
communication activity strategic aims
Analysis of coordination of the objectives of
the marketing communication activities with
the enterprise strategic aims

Research and monitoring the impact of the
environmental factors on the enterprise
marketing communication activity
Determination and structural analysis of
strengths and weaknesses of the marketing
communication elements applied
Determination of the advantages of the
marketing communication applications and
possibilities

Determination of differences between the
planned and actual efficiency of the
marketing communication application

« Studying organizational contacts
between the enterprise units engaged
into the drug promotion

« Determining the dependence between

the differences in drug promotion using

different marketing communication
elements found in the strategic
controlling and final results

Monitoring the target audience attitude

to the pharmaceutical enterprise brand

and its products

« Analysis of the marketing

communication instrumental portfolio

applied in the drug product promotion

Assessing the self-presentation of the

pharmaceutical enterprise marketing

communication instruments

Assessing the communication and
economic efficiency of marketing
communication elements
Assessing the general shift in the
target audience attitude to the
enterprise brand and its products
regarding marketing
communication applications

Inner efficiency assessment
Control over the marketing
communication impact on
economic indices of the
pharmaceutical enterprise business
activity

Assessing the level of the
marketing communication impact
on the audience, the degree of its

compared with the previous periods and
competitors
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Source: adapted and supplemented
by the author based on the materials
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Fig. 2. The marketing communication management controlling system of a pharmaceutical enterprise

The feasibility of the marketing communication mana-
gement controlling system at pharmaceutical enterprises
can be explained by the following reasons: the rapid en-
vironment variability; transformation and adaptation of
foreign organization management mechanisms to the do-
mestic realities requiring constant coordination in the ma-
nagement process; informational overload.

The introduction of the marketing communication
management controlling system allow reducing expen-
ditures of pharmaceutical enterprises for promotion of
medicines due to effective management of all instruments
and resources, investments in specific advertising cam-
paigns, providing the competitiveness of the trademark
and forming a high level of loyalty in the target audi-
ence, as well as maintaining and expanding the market
share. The controlling system is aimed at effective stra-
tegic and operational planning, forecasting and control
of marketing communication activities, which allow pre-
dicting and solving possible problems of pharmaceuti-
cal companies over the long term.

Under the modern conditions of organization mana-
gement the marketing communication management cont-
rolling system offered will allow integrating, coordina-
ting and directing the marketing communication activi-
ties of pharmaceutical enterprises to effectively promote

medicines not only at the domestic market, but also at
foreign markets.

In order to ensure the complex of marketing com-
munication activities the pharmaceutical companies are
advised to carry out the strategic, tactical, operational
controlling and coordination of all elements of marketing
communications [9].

The strategic controlling of marketing communica-
tions of pharmaceutical enterprises begins with the ana-
lysis of the validity of the strategic objectives of the mar-
keting communication activities and is carried out over
the previous, current and future periods. Further, it is
advisable to analyze the consistency of the objectives of
the marketing communication activities with the phar-
maceutical enterprise strategic goals. The scientists [9]
proposed to determine the overall assessment of the en-
terprise marketing communication strategic aims based
on the example of such element as public relations using
the following formula:

OASA=)C

n=1

(1)

where: OASA — is the overall assessment of the strate-
gic aim of public relations; C,,— is the criterion effect
coefficient.
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The criterion effect coefficient is assessed by the
formula:

W, R,

Ko™, ©
where: K, — is the n-criterion effect coefficient; W, —
is the n-criterion weight; P, — is the assessment of the 7-cri-
terion application degree, points; P, — is the assess-
ment of the maximum application degree by the crite-
rion; 7 — is the number of criteria.

As the criteria for assessing public relations strate-
gic aims the authors [9] recommended to take the fol-
lowing ones: consistency with the enterprise strategic
goals, the degree of promotion of the overall strategy,
flexibility, possibility of implementation, the degree of
structuring, the level of compliance with the enterprise
capabilities, etc. These criteria can be applied to other
elements of marketing communications.

The research and monitoring of the impact of the en-
vironmental factors on the marketing communication ac-
tivities of pharmaceutical enterprises are subject to their
variability, mobility and complexity. Promoting medi-
cines as a socially significant product requires the ob-
ligatory observance of a definite legal regulation and ap-
plication of individual elements of marketing communi-
cations. As the external environment is particularly mo-
bile around pharmaceutical enterprises, the marketing
communication strategic controlling is of particular im-
portance. Considering the complexity of the organiza-
tion functioning in a highly mobile environment the phar-
maceutical enterprises or their organization units should
rely on a variety of information [12] to take effective
managerial decisions on marketing communications in
the drug promotion system.

However, today there are still problems in the legal
regulation of specific elements of marketing communi-
cations, among them there are some aspects of the work
of medical (pharmaceutical) representatives; the mecha-
nism of sponsorship and lobbying as the means of pub-
lic relations; Internet communications and digital strate-
gies for the product promotion.

To determine the impact of environmental factors
on the marketing communication activities of pharma-
ceutical enterprises it is advisable to apply the PEST ana-
lysis method. The essence of this method is to identify
and assess the impact of environmental factors on the re-
sults of the current and future activities of a pharma-
ceutical enterprise. The aim of the PEST analysis is to
monitor changes in the environment in four directions
(P — Political and legal, E — Economic, S — Sociocul-
tural, T — Technological forces), as well as to identify
trends, events, beyond control of pharmaceutical enter-
prises, but having an influence on making strategic de-
cisions in the system of the drug promotion to the market.

It is also reasonable to use a model of the quantita-
tive assessment of the impact of the marketing environ-
ment factors on the pharmaceutical enterprise activities
suggested by the scientists of the National University of
Pharmacy [13].

The structural analysis involves identifying strong
and weak points of the elements of marketing communi-
cations used by pharmaceutical enterprises to promote
medicines to the pharmaceutical market. In this regard,
the SWOT analysis can be used to reveal strong and weak
elements of marketing communications, which require
great attention and efforts of pharmaceutical enterprises,
identify the benefits of the application and opportunities
of individual marketing communications, and choose an
appropriate strategy for promoting medicines.

To determine strong and weak points, advantages and
opportunities of marketing communications the pharmaceu-
tical enterprises can use the paper [ 14], which characterizes
the main stages of development of strategies for a pharma-
ceutical organization on the basis of the SWOT-analysis.

The final direction of strategic controlling is to de-
termine the difference between the planned and actual
effectiveness of the marketing communications compa-
red to the previous periods and competitors. The effec-
tiveness of marketing communications is controlled by
comparing the target and actual, both economic and com-
munication indicators and specifying the reasons for any
differences. The basis of this comparison is data for the pre-
vious periods, as well as data of competitive enterprises.

Thus, in the paper [15] the author suggested the me-
thod for calculating the PR-rating of pharmaceutical enter-
prises in the mass media using a “publicity” factor com-
pared to competitors. In order to compare the effective-
ness of using marketing communications with competi-
tors it is also advisable to apply the semantic differen-
tial method based on the quantitative evaluation scale
of different polarity.

The tactical controlling of the pharmaceutical enter-
prise marketing communications is based on the data
from the managerial analysis and accounting, as well as
the marketing primary and secondary information.

At the initial stage it is necessary to conduct the study
of the organizational relationships between the units of
a pharmaceutical enterprise involved in the market pro-
motion of medicines and to determine the effectiveness
of the organizational structure of the company’s mana-
gement. It will also be appropriate to determine the de-
gree of rationality of distribution of functional respon-
sibilities between the business units of the enterprise.

The effectiveness of the organizational structure is de-
termined by the method, which is well-known in the theory
of management, for analyzing hierarchy and function-
ality [9].

The degree of rationality of distribution of functio-
nal responsibilities between the units of the pharmaceu-
tical enterprise involved in the market promotion of me-
dicines is calculated using the coefficient of the function
duplication by the formula:

C
_ fu 3)
K — 7~
¢ th
where: K, — is the coefficient of the function duplica-
tion; C;, — is the number of functions assigned to seve-
ral units; C,;— is the total number of functions.
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The coefficient reflects the level of the function dupli-
cation in the organizational structure of the company ma-
nagement. The closer is this coefficient to 1, the safer
is the situation in the management structure since it eli-
minates the necessity to perform the same function by
several units, and it prevents the inefficient use of resour-
ces. If K, > 1, there is a duplication of functions; K, <1,
there is a failure to perform a number of functions; K, =1,
there is no duplication among the functions performed [16].

An important component of the marketing commu-
nication activity of the pharmaceutical enterprise is mana-
gement of the target audience behavior. Clarifying the at-
titude of the target audience to the trademark of the com-
pany and its products allows experts to take effective
managerial decisions concerning the market promotion
of medicines and develop effective consumer behavior
patterns. Therefore, monitoring of the attitude of the po-
tential target audience plays a special part in the tacti-
cal controlling of marketing communications. In fact,
the coordination of not only the controlling system, but
also the entire marketing activity of the pharmaceutical
enterprise depends on the effectiveness of consumers of
medicines.

We have suggested the method for assessing the at-
titude of the target audience to the trademark of pharma-
ceutical enterprises and their medicines based on the use
of multifactor models described in papers [17, 18, 19].

At the next stage of the tactical controlling all basic
and synthetic elements of marketing communications of
pharmaceutical enterprises used in the market promo-
tion of medicines are analyzed. And at the final stage
the positions of each element of the marketing commu-
nications of the pharmaceutical enterprise are determined.

The researchers [9] suggest determining the posi-
tions of public relations as one of the main elements of
marketing communications according to the following
criteria: differentiation of the impact and a relative share
of instruments in a group of competitive enterprises.
The authors consider appropriate to include in positioning
of the instrumental portfolio the marking value of the re-
lative share and differentiated influence of such instru-
ments of enterprises as a press release, interviews, pub-
lic statements, review articles, press conferences, wel-
come days, sponsorship, exhibitions, etc.

The communication and economic efficiency of ele-
ments of marketing communications of a pharmaceuti-
cal enterprise — the first direction of the operational cont-
rolling is estimated using definite indicators (methods).

According to the references [10, 20, 21, 22] the vast
majority of methods for determining the communication
effectiveness of marketing communications are based
on determining the size of the consumer audience, as
well as on studying particular indicators.

To determine the communication effectiveness of mar-
keting communications the authors [10, 20, 21, 22] sug-
gest such indicators (methods) as a complex of reviews;
total ratings; the frequency coverage of the audience;
the effective audience coverage; the frequency of dis-
play and analysis of awareness, memorization, recogni-

tion, benefits, intentions, attitudes; cost efficiency as a
value of planning (cost per thousand reviews, expenses
for rating, Materingham method, the correspondence bet-
ween the content of the means of marketing communi-
cations and goods, etc.); the mood created by means of
advertising; methods of the evaluative research of the com-
munication efficiency in the field of public relations by
P. Rossi and G. Freeman; F. Franch formula; R. Han-
ning’s formula; Gray’s method; MEDIAC and ADMOD
economic and mathematical models, Agostini model.

All these methods can be transformed to determine
the communication effectiveness of all elements of mar-
keting communications with the obligatory considera-
tion of their specific features [10].

In particular, scholars [9] suggested a system of in-
dicators for assessing the communication effectiveness
of public relations instruments, including the degree of
the mass media response; the degree of relative effec-
tiveness of the event; the degree of positive (negative)
elements of the published material; the degree of prior-
ity ranking of the material distribution in the media, etc.

Methods for estimating the economic efficiency of
marketing communications are based on determining the de-
pendence of economic indicators of the activity of a phar-
maceutical enterprise on various elements of marketing
communications. In many methods the criteria for the eco-
nomic efficiency are the increased sales and share of goods
at the market depending on the investment in marketing
communications.

The most common methods for determining the eco-
nomic efficiency of marketing communications are im-
posing the effect of the use of a combination of marketing
communications on the increased sales of goods; eco-
nomic and statistical methods of modeling the reaction of
the market to marketing communications; the standard
model of relations [10].

It is advisable to use the integrated approach to as-
sessing the effectiveness of marketing communications,
i.e. simultaneously using methods of the communica-
tion and economic evaluation of efficiency.

The economic efficiency of marketing communica-
tions of the pharmaceutical organization in the social
media was assessed using the method of the correlation
analysis. The results obtained were substantiated in pa-
pers [23, 24].

Examples of evaluating the communication and eco-
nomic efficiency of drug advertising in mass media are
presented in the work [25].

To assess the economic efficiency of stimulating the sa-
les of pharmaceutical products we suggest to use the fol-
lowing indicators: additional sales of medicines under
the influence of measures to stimulate sales; the econo-
mical effect of sales promotion; profitability of sales pro-
motion. The basic data for analyzing the economic ef-
ficiency of sales promotion measures are statistical and
accounting reports of the pharmaceutical enterprise on
the increased sales. The economic expediency of measu-
res to stimulate the sales of medicines using the indica-
tors suggested is grounded in works [26, 27].
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We presented the method for assessing the effecti-
veness of electronic communications in the marketing
communication activity of pharmaceutical enterprises in
papers [26, 28, 29].

The next direction of the operational controlling is
assessment of the internal efficiency of marketing com-
munications, which means assessing the level of indi-
rect investments in marketing communications instru-
ments and their support, as well as the efforts spent. It is
appropriate to perform the assessment of the internal ef-
ficiency comparing it with the competitors [9].

Then, researchers monitor the impact of marketing
communications on the economic performance of the phar-
maceutical enterprise. The above indicators may be useful.

When analyzing the effectiveness of marketing com-
munications an integral condition is to determine the effec-
tiveness of the marketing communication itself. The de-
gree of its impact on the volume of trade is difficult to
determine through sales or profits of the enterprise. This can
be done mostly when using marketing communication
measures at the point of sale of the product [10]. For examp-
le, in pharmacy institutions it is possible to estimate the le-
vel of influence of such elements of marketing commu-
nications as merchandising, promotion of medicines with
the help of medical (pharmaceutical) representatives on
the market, and it will be reflected in the volume of the phar-
maceutical turnover of the pharmaceutical enterprise and
degree of the audience coverage.

The assessment of the level of impact of marketing
communications on the audience is measured by non-eco-
nomic indicators, namely identification, recall, memo-
rization of the trademark of the pharmaceutical company
and its medicines; the degree of awareness, which is de-
fined as the difference between the period preceding the cam-
paign and the period of the analysis of the target audi-
ence. In the latter case, the effectiveness is measured
by the extent to which communication activities fulfill
their information function [10].

The final stage of the marketing communication cont-
rolling of the pharmaceutical enterprise is the generali-
zation of strategic, tactical, operational controls and the sys-
tem of coordination of all elements in the market pro-
motion of medicines.

Thus, it can be stated that without a scientifically subs-
tantiated methodological and instrumental basis the suc-
cessful operation of the controlling system of a com-
pany is impossible [8].

The methods of strategic and operational analysis
are of a practical value in the controlling system, namely
ABC-analysis; SWOT-analysis; portfolio analysis; GAP-ana-
lysis; marginal analysis; break-even analysis; they can
be used for controlling various elements of marketing
communications of pharmaceutical enterprises.

For example, in our paper [30] we conducted the port-
folio analysis by BCG, according to which four groups of
medicines were distinguished, namely: “difficult child-
ren/question marks”, “stars”, “cash cows”, “dogs”. For each
group of medicines in a particular square of the BCG
matrix there are priority strategies for development and
market promotion.

The use of the BCG matrix allows top managers to
make motivated managerial decisions regarding the ap-
plication of particular strategies and relevant marketing
communication elements for the business portfolio of
the pharmaceutical enterprise.

“Difficult children” are medicines, which are at the ini-
tial stage of PLC and require significant funds for mar-
keting communications to support them. Particular at-
tention should be paid to informational advertising and
other elements of marketing communications aimed at
informing the potential target audience about the con-
sumer properties of medicines and their benefits. An im-
portant element for the effective promotion of these me-
dicines is such element of marketing communications
as service policy.

“Stars” are medicines, which are at the stage of
the growth in PLC, they are leaders at the pharmaceuti-
cal market and require significant funds for marketing
communications to support their growth. Information ad-
vertising develops into aggressive one. For these medi-
cines it is advisable to develop and implement means of
stimulating the sales of goods to consumers in the mar-
keting communications activities of pharmaceutical en-
terprises.

“Cash cows” are medicines, which are at the stage
of maturity in PLC and bring high profits; they are used
to finance other products. When promoting these medi-
cines it is necessary to use both price and non-price me-
thods of sales promotion, direct the revival of the atten-
tion of specialists to medicines through medical (phar-
maceutical) representatives, the use of innovative mar-
keting communication tools and digital technologies.

“Dogs” are medicines, which are at the stage of re-
cession in PLC and which position is least attractive,
therefore, they require little marketing communication
costs since it is expedient to gradually withdraw them
from the portfolio of the pharmaceutical enterprise.

When introducing the controlling system for the mar-
keting of communication at a pharmaceutical enterprise
it is advisable to use a break-even-oriented management
as a criterion [31].

The break-even method can be used to determine
the marketing communication budget of a pharmaceu-
tical enterprise. Thus, the author [22] suggests the break-
even method to determine the amount of the advertising
budget. By means of the break-even method the pharma-
ceutical market participants can determine how much
sales should increase in order not to decrease profits, as
well as calculate the elasticity of demand for advertising.
To do this, it is necessary to compare the planned sales
levels with advertising and the planned volume of sales
without advertising. Knowing all this, the pharmaceuti-
cal market agents can decide how much the market share
of the advertising budget proposed is really expanding ta-
king into account the overall market condition and the com-
petitive strength of the market.

Development and substantiation of the methodolo-
gical approach to the GAP-analysis application as a tool
for the strategic analysis of market gaps in the drug pro-
motion system are described in a separate paper.
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Thus, to provide the complex marketing communi-
cations of pharmaceutical enterprises it is necessary to
perform the strategic, tactical, operational controlling and
coordination of all elements of marketing communica-
tions in the system of the market promotion of medicines.

The scientific and methodological approach sugges-
ted for creating and implementing the controlling system
for marketing communication management at the do-
mestic pharmaceutical enterprises will help to prevent
crisis situations in the system of the market promotion
of medicines, identify the causes of marketing problems
of'a company and promote their effective elimination.

CONCLUSIONS

1. The conceptual basis and scientific and methodi-
cal approaches to the implementation of the controlling
system of the marketing communication management of
pharmaceutical organizations have been substantiated.

2. The expediency of creating the controlling system
of the marketing communication management of phar-
maceutical enterprises have been considered, as well as
the practical significance of its components has been sub-
stantiated.

3. The advantages of introducing the marketing com-
munication management system for pharmaceutical enter-
prises in the context of economic and marketing activi-
ties are presented.

4. The works of scientists that are useful for the top
management of pharmaceutical enterprises while imple-
menting the controlling system of marketing commu-
nication management have been generalized in order to
analyze and evaluate strategic, tactical and operational
controls.
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