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Preface

Over time, the mission of the U.S. pharmaceutical industry has remained  greatly 
 unchanged: Discover and then bring to market medications capable of  saving lives 
and improving health and quality of life. However, as we have moved into the  current 
information and technology age, the external environment in which the industry 
operates has greatly evolved and is drastically different. Not only have the number of 
blockbuster medications produced by pharmaceutical  manufacturers  decreased, but 
so has the presence of direct sales representatives in physician  offices. Further, the 
past decade alone has seen significant company consolidation and legal/regulatory 
changes as well as the exponential rise in the  importance of the Internet and social 
media. Thus, how the pharmaceutical industry markets its products has also adapted 
in the face of the ever-evolving  external environment. Pharmaceutical and healthcare 
industry marketers must now work harder and smarter to maximize the potential of 
every product or service.

This text examines the current pharmaceutical marketing environment from 
both an academic and practical perspective. Given the internal and external 
changes throughout the pharmaceutical industry, this text is appropriate not 
only for those studying pharmacy practice or pharmaceutical marketing in an 
academic setting, but also for pharmaceutical industry professionals. Within each 
chapter, the reader will see clear learning objectives and key terms highlighted 
for their importance and the need for understanding. In addition, numerous 
“Case in Point” boxes are used to show practical, real-world examples of the 
various constructs and topics being discussed. Rarely do any of these market-
ing issues have one, clear-cut answer; thus, each chapter closes with discussion 
 questions intended to provoke thought and bring about debate from an academic 
and  practical perspective.
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xii  PrefaCe

While specific medication and clinical knowledge and skills are at the core 
of the pharmacy profession, every new pharmacy school graduate theoretical-
ly enters the job market with these same capabilities and degree. Thus, while 
 additional degrees, certifications, or residency training are beneficial, advanced 
knowledge of the healthcare system and pharmaceutical industry from a busi-
ness and marketing perspective is needed in order to differentiate oneself in an 
increasingly crowded job market. For new industry professionals, particularly 
those with MBAs or other nonhealth professional degrees, the text provides the 
thorough overview necessary to allow you to hit the ground running from the 
first day of your new job at pharmaceutical manufacturer X or market research 
firm Y, further differentiating yourself in this highly competitive industry. In 
the end, Pharmaceutical Marketing should provide you, the reader, with a deep 
 understanding of the current pharmaceutical industry, its marketing environ-
ment, and the challenges of the environment. In turn, this understanding can 
help you succeed in your career, regardless of the place in the healthcare system 
or pharmaceutical industry in which you work.
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