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A B S T R A C T

Product management in the pharmaceutical industry is a complex and challenging role that involves
overseeing the entire life cycle of a drug product, from development through commercialization and
beyond. It requires a deep understanding of the regulatory environment, market dynamics, and patient
needs, as well as strong leadership and management skills By classifying product decisions into these
categories, businesses can prioritize their efforts and allocate resources effectively. Strategic decisions,
for example, may require more resources and involve more stakeholders than operational decisions, but
they can also have a greater impact on the success of the product. By making informed product line and
product mix decisions, businesses can effectively meet customer needs and grow their market share. By
using product portfolio analysis, businesses can make informed decisions about which products to invest
in, which to divest or improve, and which new products or markets to pursue. This analysis helps businesses
align their product offerings with their overall business strategy and maximize their profitability and growth
potential.
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1. Introduction

A product decision refers to the process of selecting and
developing a new product or modifying an existing one
in order to meet the needs and preferences of customers
while also aligning with the overall business strategy.
Product decisions involve a range of factors including
market research, consumer trends, product design, pricing,
distribution, and marketing strategies.1

Product decisions are critical to the success of any
business as they determine the effectiveness of a company’s
product offerings in meeting customer needs and generating
revenue. Companies must carefully evaluate the potential
demand for a new product, the cost of production, and
the level of competition in the market before making a
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decision.2

Some key considerations for making effective product
decisions include understanding customer needs and
preferences, analyzing market trends and competition,
assessing technical feasibility and production costs, and
determining the best pricing and distribution strategies to
ensure profitability. Ultimately, product decisions should be
based on a comprehensive understanding of the market and
the needs and preferences of the target audience, as well as a
clear understanding of the com A product decision involves
making choices about the design, features, pricing, and
distribution of a product. Here are some key considerations
for making effective product decisions:

1. Market research: Before making any product
decisions, it’s important to conduct thorough
market research to understand customer needs

https://doi.org/10.18231/j.ijpca.2023.014
2394-2789/© 2023 Innovative Publication, All rights reserved. 70

https://doi.org/10.18231/j.ijpca.2023.014
https://www.iesrf.org/
https://www.ipinnovative.com/open-access-journals
https://www.ijpca.org/
https://www.ipinnovative.com/
https://crossmark.crossref.org/dialog/?doi=10.18231/j.ijpca.2023.014&domain=pdf
https://creativecommons.org/licenses/by-nc-sa/4.0/
https://creativecommons.org/licenses/by-nc-sa/4.0/
mailto:reprint@ipinnovative.com
mailto:drnaseefpp@gmail.com
https://doi.org/10.18231/j.ijpca.2023.014


Bazil et al. / International Journal of Pharmaceutical Chemistry and Analysis 2023;10(2):70–74 71

and preferences, as well as current market trends and
competition.

2. Target audience: Define your target audience and
tailor your product to meet their needs and preferences.

3. Features: Determine which features will differentiate
your product from competitors and provide value to
your target audience.

4. Design: Consider the design of your product,
including packaging and branding, to ensure it aligns
with your target audience and brand image.

5. Pricing: Set a competitive and profitable price for your
product based on market research and production costs.

6. Distribution: Determine the best channels to distribute
your product, such as online marketplaces, retail stores,
or direct sales.

7. Testing: Test your product with a sample group of
your target audience to gather feedback and make
improvements before launching.3

2. Classification

Product decision classification refers to the process of
categorizing decisions related to a product based on their
nature and scope. This classification can help businesses
prioritize their efforts and allocate resources effectively.

There are several ways to classify product decisions, but
one common approach is to categorize them based on the
level of involvement and the impact on the product. Here
are some examples:

1. Strategic decisions: These are high-level decisions
that have a long-term impact on the product and the
business as a whole. Examples include choosing the
target market, defining the product vision, and setting
the overall product strategy.

2. Tactical decisions: These are mid-level decisions
that are focused on executing the product strategy.
Examples include selecting the features to be included
in the product, determining the pricing strategy, and
deciding on the distribution channels.

3. Operational decisions: These are low-level decisions
that are focused on the day-to-day management
of the product. Examples include managing the
production process, handling customer support issues,
and conducting market research.

By classifying product decisions into these categories,
businesses can prioritize their efforts and allocate resources
effectively. Strategic decisions, for example, may require
more resources and involve more stakeholders than
operational decisions, but they can also have a greater
impact on the success of the product.4

2.1. Product Line and Product Mix Decisions

Product line and product mix decisions are important
strategic decisions that businesses make when developing

and managing their product offerings. Here’s a brief
explanation of each:

1. Product line decisions: A product line is a group
of related products that are marketed and sold
under a single brand. Product line decisions involve
determining which products to include in the product
line, how to position each product within the line,
and how to differentiate the products from each
other. For example, a clothing company may have a
product line of women’s dresses, and they may need
to decide which types of dresses to include (e.g.,
casual, formal, summer), how to price each dress, and
how to differentiate the dresses from those offered by
competitors.

2. Product mix decisions: A product mix is the entire
range of products that a company offers for sale.
Product mix decisions involve determining which
product lines to offer, how many products to include in
each product line, and how to balance the product mix
to appeal to different market segments. For example, a
beauty company may have product lines for makeup,
skincare, and haircare, and they may need to decide
how many products to offer in each line, which
segments of the market to target with each line, and
how to balance the mix to appeal to both price-sensitive
and high-end customers.

Both product line and product mix decisions can have
a significant impact on a company’s success. A well-
designed product line and product mix can help a company
differentiate itself from competitors, appeal to different
market segments, and drive sales and profitability.5

Product line and product mix decisions are two important
aspects of product management that involve determining the
variety and depth of products offered by a business. Here is
an overview of each:

Product Line Decisions: A product line refers to a group
of related products that are offered by a business. Product
line decisions involve determining the range of products that
will be offered within a particular product line. For example,
a business that sells shoes might offer a product line that
includes running shoes, dress shoes, and sandals. Some key
decisions involved in product line management include:

1. Product line length: The number of products in a
product line

2. Product line width: The number of different product
lines a company offers

3. Product line depth: The number of variations or
models of a particular product in the product line.

4. Product line consistency: How closely related the
products in a product line are to each other.

Product Mix Decisions: A product mix refers to the entire
range of products offered by a business. Product mix
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decisions involve determining the optimal combination of
products to offer to customers. For example, a business that
sells outdoor gear might offer a product mix that includes
camping gear, hiking gear, and outdoor clothing. Some key
decisions involved in product mix management include:

1. Product mix width: The number of different product
lines a company offers

2. Product mix length: The total number of products a
company offers

3. 3. Product mix depth: The number of variations or
models of a particular product in the product mix.

4. 4. Product mix consistency: How closely related the
products in a product mix are to each other.6

2.2. Product life cycle

The product life cycle is a concept that describes the stages a
product goes through from its introduction to its decline and
eventual removal from the market. The product life cycle
is commonly divided into four stages: introduction, growth,
maturity, and decline.

1. Introduction stage: The product is launched in the
market. At this stage, sales are typically low, and the
focus is on creating awareness and generating demand for
the product. Marketing efforts are targeted towards early
adopters, and pricing is often high to recoup development
costs.

2. Growth stage: The product gains acceptance in the
market, and sales start to increase. The focus shifts towards
expanding distribution and improving the product features
to differentiate it from competitors. As more competitors
enter the market, pricing may begin to decrease.

3. Maturity stage: Sales growth slows down as the
market becomes saturated, and the focus shifts towards
maintaining market share and extending the product life
cycle. Marketing efforts may be directed towards new uses
and applications for the product, and pricing may be reduced
to maintain sales volume.

4. Decline stage: Sales begin to decline as the product
becomes obsolete, and the focus is on phasing out the
product and replacing it with newer products. Marketing
efforts may be reduced, and pricing may be reduced to clear
inventory.

It is important for businesses to understand the product
life cycle of their products so that they can make
informed decisions about marketing, pricing, and product
development. By identifying which stage a product is in,
businesses can allocate resources appropriately and plan for
future product development and innovation.7

2.3. Product portfolio analysis

Product portfolio analysis is a management tool that helps
businesses assess the performance and strategic value of
their product offerings. This analysis involves evaluating a

business’s products or services as a portfolio and making
strategic decisions based on their relative market position,
growth potential, and profitability. Here are some common
methods for product portfolio analysis:

1. BCG Matrix: The BCG Matrix is a popular framework
for portfolio analysis that categorizes products into four
categories based on their market growth rate and relative
market share: stars, cash cows, question marks, and dogs.
This framework helps businesses identify which products to
invest in and which to divest or improve.

2. GE-McKinsey Matrix: The GE-McKinsey Matrix is
similar to the BCG Matrix, but it incorporates additional
factors such as market attractiveness, competitive position,
and business strengths. This framework helps businesses
make strategic decisions about resource allocation and
product development.

3. SWOT Analysis: SWOT analysis evaluates a business’s
internal strengths and weaknesses, as well as external
opportunities and threats. This analysis helps businesses
understand their position in the market and identify areas
for improvement or growth.

4. Ansoff Matrix: The Ansoff Matrix is a framework that
helps businesses identify potential growth opportunities
by analyzing their current product offerings and market
penetration. This analysis categorizes growth opportunities
into four categories: market penetration, product
development, market development, and diversification.8

2.4. Product positioning

Product positioning refers to the process of identifying and
defining the unique characteristics of a product or service
in relation to its competitors, and then communicating
these characteristics to the target audience in a way that
differentiates the product from its competitors and creates
a unique market position.

The goal of product positioning is to create a perception
in the minds of the target audience that the product or
service is distinct and offers specific benefits that are not
available from other similar products or services in the
market.

To develop an effective product positioning strategy,
businesses need to conduct market research to understand
the needs, preferences, and behaviors of their target
customers, as well as the strengths and weaknesses of their
competitors. Based on this information, businesses can then
craft a unique value proposition for their product or service
and develop messaging and communication strategies that
effectively communicate this value proposition to their
target audience.

Effective product positioning can help businesses
differentiate their products and services, increase customer
loyalty, and drive sales and revenue growth.9
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2.5. New product decisions

New product decisions refer to the process of identifying
and developing new products or services to be introduced to
the market. This process involves a series of steps, including
idea generation, idea screening, concept development
and testing, business analysis, product development, and
commercialization. The first step in new product decisions
is idea generation, which involves generating a large number
of ideas for potential new products or services. These ideas
can come from a variety of sources, such as customer
feedback, market research, and internal brainstorming
sessions.10

Once a list of potential ideas has been generated, the
next step is to screen these ideas based on various criteria,
such as feasibility, market potential, and profitability. This
helps to narrow down the list of ideas to those that are most
likely to succeed in the market. The next step is concept
development and testing, which involves developing a
detailed concept for the new product or service and testing it
with potential customers to determine their level of interest
and willingness to buy.11

After the concept has been tested and refined, the next
step is business analysis, which involves assessing the
potential profitability of the new product or service. This
includes analyzing the costs of development and production,
as well as the potential revenue and market share that the
product can generate. Assuming that the product passes the
business analysis, the next step is product development,
which involves creating a prototype of the new product or
service and conducting testing to ensure that it meets the
required quality standards.

Finally, the new product is ready for commercialization,
which involves launching it in the market and promoting
it through various marketing and advertising channels. The
success of the new product is then evaluated based on sales,
customer feedback, and other metrics.12

2.6. Product branding

Product branding is the process of creating a unique name,
design, symbol, or image that identifies and differentiates a
company’s product or service from those of its competitors.
Branding plays a crucial role in the success of a product
by creating recognition, building trust and loyalty with
customers, and ultimately driving sales. Effective branding
involves developing a clear understanding of the target
audience and their needs and preferences, as well as the
unique value proposition of the product or service. The
branding elements, such as the name, logo, color scheme,
and packaging design, should be carefully chosen to reflect
the product’s positioning and values and appeal to the target
audience.13

Once the branding elements have been chosen, they
should be consistently used across all marketing and

advertising channels to build a strong and recognizable
brand identity. This includes everything from product
packaging to advertising campaigns to social media profiles.
Branding is also about creating an emotional connection
with customers. The brand should communicate a story
or a message that resonates with customers and makes
them feel a connection to the product or service. This
emotional connection helps to build loyalty and create
repeat customers.

In summary, product branding is a critical aspect of the
marketing strategy for any product or service. A strong
and recognizable brand identity can help to differentiate
the product from competitors, build trust and loyalty with
customers, and ultimately drive sales and revenue.14

2.7. Packaging and labeling decisions

Packaging and labeling decisions are an important part of
the product development and marketing process. Packaging
refers to the physical container or wrapping that a product
comes in, while labeling refers to the information or
graphics that are printed on the package. Packaging serves
several important functions, such as protecting the product
during transportation and storage, providing information to
consumers about the product, and helping to differentiate
the product from its competitors. The packaging should be
designed to reflect the brand identity and appeal to the target
audience, while also being functional and cost-effective.

Labeling provides important information to consumers
about the product, such as its ingredients, nutritional
information, and usage instructions. The labeling should
comply with all relevant regulations and standards, while
also being clear, accurate, and easy to read.15

When making packaging and labeling decisions,
companies need to consider several factors, such as the
target audience, the product’s unique selling points, and
the competitive landscape. The packaging and labeling
should be designed to communicate the value proposition
of the product and differentiate it from its competitors.
Companies also need to consider the environmental impact
of their packaging and labeling decisions. They should
strive to use sustainable materials and minimize waste
wherever possible, while still maintaining the functionality
and effectiveness of the packaging.

Overall, packaging and labeling decisions are a critical
part of the product development and marketing process.
Companies should carefully consider the needs and
preferences of their target audience, the competitive
landscape, and environmental factors when making these
decisions.16

2.8. Product management in pharmaceutical industry

Product management in the pharmaceutical industry
involves overseeing the entire life cycle of a drug product,
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from initial development through commercialization and
beyond. It is a complex and highly regulated process that
involves a range of stakeholders, including researchers,
physicians, regulatory agencies, and patients.

The following are some key aspects of product
management in the pharmaceutical industry:

1. Product Development: Pharmaceutical product
development involves extensive research and
development to identify new compounds, test
their safety and efficacy, and gain regulatory approval.
Product managers oversee the entire development
process, including preclinical and clinical trials,
regulatory submissions, and patent filings.

2. Market Analysis: Product managers need to conduct
extensive market research to identify unmet medical
needs, market trends, and potential competitors.
This helps them to develop a product strategy that
maximizes the product’s commercial potential.

3. Product Launch: Product managers are responsible
for overseeing the product launch process, including
pricing, packaging, labeling, and distribution. They
need to work closely with sales and marketing teams
to ensure that the product is effectively promoted and
sold.

4. Regulatory Compliance: The pharmaceutical industry
is highly regulated, and product managers need
to ensure that their products meet all regulatory
requirements. This includes compliance with
regulations around clinical trials, labeling, advertising,
and post-market surveillance.

5. Product Life Cycle Management: Once a product
is launched, product managers need to oversee
its ongoing management, including monitoring its
performance, making updates to labeling or packaging,
and managing any issues or adverse events that arise.

In summary, product management in the pharmaceutical
industry is a complex and challenging role that involves
overseeing the entire life cycle of a drug product,
from development through commercialization and beyond.
It requires a deep understanding of the regulatory
environment, market dynamics, and patient needs, as well
as strong leadership and management skills.17

3. Source of Funding

None.

4. Conflict of Interest

None.

References
1. Cohen S, Roussel J. Strategic Supply Chain Management: The

Five Disciplines for Top Performance. 2nd ed. New York: New
York: McGraw-Hill Education.; 2013. Available from: https://www.
accessengineeringlibrary.com/content/book/9780071813082.

2. Christensen CM, Johnson MW, Rigby DK. Foundations for
growth: How to identify and build disruptive new businesses.
MIT Sloan Management Review; 2002. Available from:
https://sloanreview.mit.edu/article/foundations-for-growth-how-
to-identify-and-build-disruptive-new-businesses/.

3. Petersen KJ, Handfield RB, Ragatz GL. Supplier integration into new
product development: coordinating product, process and supply chain
design. J Operations Manag. 2005;23(3-4):371–88.

4. Aurum A, Wohlin C. The fundamental nature of requirements
engineering activities as a decision-making process. Inf Software
Technol. 2003;45(14):945–54.

5. Keh HT, Nguyen TT, Ng HP. The effects of entrepreneurial orientation
and marketing information on the performance of SMEs. J Business
Venturing. 2007;22(4):592–611.

6. e MI. Marketing mix theoretical aspects. Int J Res Granthaalayah.
2016;4(6):25–37.

7. Rink DR, Swan JE. Product life cycle research: A literature review. J
Business Res. 1979;7(3):219–61.

8. Mikkola JH. Portfolio management of R&D projects: implications for
innovation management. Technovation. 2012;21(7):423–58.

9. Karadeniz M, Cdr N. Technovation. J Naval Sci Eng. 2009;5(2):98–
110.

10. Kleef EV, Trijp V, Luning HC. Consumer research in the early
stages of new product development: a critical review of methods and
techniques. Food Qual Preference. 2005;16(3):181–201.

11. Bhuiyan N. A framework for successful new product development. J
Ind Engineering Manag. 2011;4(4):746–70.

12. Tukker A. Product services for a resource-efficient and circular
economy-a review. J Cleaner Prod. 2015;97(15):76–91.

13. Klimchuk MR, Krasovec SA. Packaging design: Successful product
branding from concept to shelf. and others, editor. John Wiley & Sons;
2013. p. 256.

14. Kladou S, Kavaratzis M, Rigopoulou I, Salonika E. The role of
brand elements in destination branding. J Destination Mark Manag.
2017;6(4):426–61.

15. Silayoi P, Speece M. Packaging and purchase decisions: An
exploratory study on the impact of involvement level and time
pressure. Brit Food J. 2004;106(8):607–35.

16. Rundh B. Packaging design: creating competitive advantage with
product packaging. Brit Food J. 2009;111(9):988–1002.

17. Pietzsch JB, Shluzas LA, Paté-Cornell ME, Yock PG, Linehan JH.
Stage-gate process for the development of medical devices. J Med
Dev. 2009;3(2):1–4.

Author biography

Mohammed Ridhan Bazil, Student

Irshad Ibrahim N, Student

Muhsinu Rahman, Student

Munavar Ali, Student

Mohammed Nihal Kottangodan, Student

Praseen G P, Marketing Manager

Naseef PP, Vice Principal, HOD, and Associate Professor

Cite this article: Bazil MR, Irshad Ibrahim N, Rahman M, Ali M,
Kottangodan MN, Praseen G P, Naseef PP. Navigating pharmaceutical
product decisions: A comprehensive review. Int J Pharm Chem Anal
2023;10(2):70-74.

https://www.accessengineeringlibrary.com/content/book/9780071813082
https://www.accessengineeringlibrary.com/content/book/9780071813082
https://sloanreview.mit.edu/article/foundations-for-growth-how-to-identify-and-build-disruptive-new-businesses/
https://sloanreview.mit.edu/article/foundations-for-growth-how-to-identify-and-build-disruptive-new-businesses/

	Introduction
	Classification
	Product Line and Product Mix Decisions
	Product life cycle
	Product portfolio analysis
	Product positioning
	New product decisions
	Product branding
	Packaging and labeling decisions
	Product management in pharmaceutical industry

	Source of Funding
	Conflict of Interest

