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ABSTRACT

Pharmaceutical SMEs need to understand and set the strategic direction in which they have to
work to achieve survival and growth in the face of intense competition. Firms need some light on
what markets to serve, what strategies to follow, and which products to develop and introduce.
Success factors as related to strategy have to be identified for the benefit and guidance of the
industry. This article is an outcome of our research on 80 pharmaceutical SMEs located in
Telangana of India. Data was collected through a questionnaire and analysed with Kruskal
Wallis Tests to unravel the relationship between product and market strategies chosen, and
firm’s financial performance, i.e., sales revenues and profits. Originality: There are no studies
done on strategic marketing of pharmaceutical SMEs of Telangana, and this study fills that gap.
Important Findings: Major Market chosen to serve influences profits but not sales revenues.
Entry Motivator predicts the sales revenues and profit performance of a pharmaceutical SME
firm in this part of world. Product type influences both sales revenue quotient and profits
quotient. Major Business Strategy does not predict Sales Revenues and Profits. Implications for
Managers: Managers will able to see the strategic pathways that lead to firm’s financial success.

KEYWORDS: Strategy, Marketing Strategy, Market Strategy, Product Markets,
Pharmaceutical Industry

REFERENCES

Ahmed, R.R., Sattar, . & Parmar, V. (2014). Product Strategies in Pharmaceutical Marketing: A
Perspective of Pakistani Pharmaceutical Industry, Middle East Journal of Scientific Research,
21(4), 681-686, ISSN 1990-9233, DOI: 10.5829/idosi.mejsr.2014.21.04.83174

South Asian Journal of Marketing & Management Research (SAJMMR)
https://www.saarj.com



SAJMMR
ISSN: 2249-877X Vol. 11, Issue 9, September 2021, Impact Factor: SJIF 2021=7.642

Ambrammal, S. K., & Sharma, R. (2014). R&D and patenting by firms in India in highand
medium-high-technology industries. Journal of Chinese Economic and Business Studies, 12,
181-207.

APQC (American Productivity and Quality Centre) (2003). Improving new product development
performance and practice. Houston, TX: APQC.

Beamish PW, Munro H. (1986) The export performance of small and medium-sized Canadian
manufacturers. Canadian Journal ofAdministrate Science,3(1):29.

Black Janice A, Boal Kimberly B. (1994). Strategic resources: traits, configurations and paths to
sustainable competitive advantage. Strategic Management Journal, 15,131-48.

Chandler A. (1962). Strategy and Structure: Chapters in the History of American Industrial
Enterprise. MIT Press: Cambridge, MA.

Collis, D. J., & Montgomery, C. A. (1995). Competing on Resources: Strategy in the
1990s. Knowledge and strategy, 73(4), 25-40.

Cooper, R. G. (1979). The dimensions of industrial new product success and failure. Journal of
marketing, 43(3), 93-103.

Cooper, R. G. (1994). New products: the factors that drive success. International marketing
review.

Cooper, R. G. (2019). The drivers of success in new-product development. Industrial Marketing
Management, 76, 36-47.

Cooper, R. G., & Kleinschmidt, E. J. (1993). Major new products: what distinguishes the
winners in the chemical industry?. Journal of product innovation management, 10(2), 90-111.

Garcia, R., &Calantone, R. (2002). A critical look at technological innovation typology and
innovativeness terminology: a literature review. Journal of Product Innovation Management: An
international publication of the product development & management association, 19(2), 110-

132.

Grabowski, H. G., DiMasi, J. A., & Long, G. (2015). The roles of patents and research and
development incentives in biopharmaceutical innovation. Health Affairs, 34, 302-310.
doi:10.1377/hlthaff.2014.1047

Gresov, C. (1989). Exploring fit and misfit with multiple contingencies. Administrative Science
Quarterly, 34, 431-453.

Huang, S.C., & Tsai, K. (2013). Exploring the drivers of new product success for businesses in
Asia: a meta-analysis. Asia Pacific Business Review, 19,303 - 319.

Hughes, P., & Morgan, R. E. (2008). Fitting strategic resources with product-market strategy:
performance implications. Journal of Business Research, 61(4), 323-331.

Hunt, S. D. (2015). Strategic marketing, sustainability, the triple bottom line, and resource-
advantage (R-A) theory: Securing the foundations of strategic marketing theory and research.
AMS Review, 7, 52-66.

Kalotra, A. (2014). Marketing strategies of different pharmaceutical companies. Journal of Drug
Delivery and Therapeutics, 4(2), 64-71.

South Asian Journal of Marketing & Management Research (SAJMMR)
https://www.saarj.com



SAJMMR
ISSN: 2249-877X Vol. 11, Issue 9, September 2021, Impact Factor: SJIF 2021=7.642

Maidique, M. A., &Zirger, B. J. (1984). A study of success and failure in product innovation: the
case of the US electronics industry. IEEE Transactions on engineering management, (4), 192-
203.

Martin, A. B., Hartman, M., Benson, J., & Catlin, A. (2016). National health spending in 2014:
Faster growth driven by coverage expansion and prescription drug spending. Health Affairs, 35,
150-160. doi:10.1377/hlthaff.2015.1194

McNally, R. C., Cavusgil, E., &Calantone, R. J. (2010). Product innovativeness dimensions and
their relationships with product advantage, product financial performance, and project protocol.
Journal of Product Innovation Management, 27(1), 991-1006.

Naci, H., Carter, A. W. &Mossialos, E. (2015). Why the drug development pipeline is not
delivering better medicines. BMJ: British Medical Journal, 351, 5542-5555.
doi:10.1136/bmj.h5542

Olson, E. M., Slater, S. F., Hult, T. M. & Olson, K. M. (2018). The application of human
resource management policies within the marketing organization: The impact on business and
marketing strategy implementation. Industrial Marketing Management, 69, 62-73.
doi:10.1016/j.indmarman.2018.01.029

Park, B. J. R., Srivastava, M. K., &Gnyawali, D. R. (2014). Walking the tight rope of
coopetition: Impact of competition and cooperation intensities and balance on firm innovation
performance. Industrial Marketing Management, 43, 210-221.

Prahalad CK, Hamel G. (1990). The core competence of the corporation. Harvard Business
Review 68(3): 79-91.

Rijsdijk, S. A., Langerak, F., & Jan Hultink, E. (2011). Understanding a two-sided coin:
Antecedents and consequences of a decomposed product advantage. Journal of Product
Innovation Management, 28(1), 33-47.

Sabatier, V., Craig-Kennard, A., &Mangematin, V. (2012). When technological discontinuities
and disruptive business models challenge dominant industry logics: Insights from the drugs
industry. Technological Forecasting and  Social Change, 79, 949-962.
doi:10.1016/j.techfore.2011.12.007

Sharma, B. (2004). Marketing strategy, contextual factors and performance: An investigation of
their relationship. Marketing Intelligence & Planning.

Singh, M. (2012). Marketing Mix of 4P’S for Competitive Advantage. IOSR Journal of Business
and Management (IOSRJIBM), 3(6).

Slater, S. F., & Olson, E. M. (2001). Marketing’s contribution to the implementation of business
strategy: an empirical analysis. Strategic Management Journal, 22(11), 1055-1067.

Song, C. H., & Han, J. W. (2016). Patent cliff and strategic switch: Exploring strategic design
possibilities in the pharmaceutical industry. SpringerPlus, 5(1), 1-14. doi:10.1186/s40064-016-
2323-1

Stros, M., & Lee, N. (2015). Marketing dimensions in the prescription pharmaceutical industry:
A systematic literature review. Journal of Strategic Marketing, 23, 318- 336.

Urbsiené, L., Monkeviciuté, R., &Navikaité¢, U. (2014). Analysis of the Attractiveness and
Competitiveness of the Securities Market in Lithuania. Ekonomika, 93, 116-140.

South Asian Journal of Marketing & Management Research (SAJMMR)
https://www.saarj.com



SAJMMR
ISSN: 2249-877X Vol. 11, Issue 9, September 2021, Impact Factor: SJIF 2021=7.642

Varadarajan, R. (2015). Strategic marketing, marketing strategy and market strategy. AMS
review, 5(3), 78-90.

Vorhies, D. W., Morgan, R. E., & Autry, C. W. (2009). Product-market strategy and the
marketing capabilities of the firm: impact on market effectiveness and cash flow performance.
Strategic Management Journal, 30(12), 1310-1334.

Williamson OE. (1985). The Economic Institutions of Capitalism. Free Press: New York.

Yarbrough, L., Morgan, N. A., &Vorhies, D. W. (2011). The impact of product market strategy-
organizational culture fit on business performance. Journal of the academy of marketing
science, 39(4), 555-573.

Zott, C., & Amit, R. (2008). The fit between product market strategy and business model:
Implications for firm performance. Strategic management journal, 29(1), 1-26.

South Asian Journal of Marketing & Management Research (SAJMMR)
https://www.saarj.com



