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INTRODUCTION

Study program of the course "Pharmaceutical management and marketing"
in accordance with the Higher Education Standard of the second (master's) level in the field of
knowledge 22 "Health care"
of specialty 226 "Pharmacy, industrial pharmacy"
of educational program of Master of Pharmacy

Course description (abstract)

Pharmaceutical management and marketing is one of the final components in a complex of professionally
oriented disciplines that form Masters of Pharmacy. It enables the formation of modern management and

market thinking in the applicants for higher pharmaceutical education.

Number of hours
Structure of the Year of study, Type of
discipline . Auditorial individual| semester control
Total credits/ -
hours lectures practical | students
classes work
managementand | °,e% 45 course. ) oy
geme ECTS/ 28 100 142 VII-IX | haies
marketing. semester control, Exam
7 Chapters 270 hours.
Semester
Chapters 1-2 3,0 credits 4 course, [Final test
. ECTS /90 10 32 44
(Topics 1-5) hours VII semester control
Chapters 2-4 3,0 credits 4 course, [Final test
. ECTS /90 10 38 46
(Topics 6-11) h VIII semester |control
ours.
3,0 credits
Chapters 57 = | gergy90 | g 30 52 > COUISe, g om
(Topics 12-20) hours IX semester

The subject of study of the course are the regularities, principles of formation, operation and
development of the management system at pharmaceutical organizations, as well as marketing
philosophy and methods of management in a competitive environment.

Interdisciplinary Relations: Pharmaceutical management and marketing completes a set of core
disciplines that form Masters of Pharmacy. Study of the discipline:

- is based on the general knowledge of such disciplines as "Philosophy and Bioethics", "Ethics
and Deontology in Pharmacy", "Information Technology in Pharmacy", "Pharmaceutical ledislation",
"Organization and Economics of Pharmacy";

- lays the foundations for the students of higher pharmaceutical education in such disciplines as
"Medical and pharmaceutical commodities", "Pharmacoeconomics", "Occupational health" and "Good
pharmaceutical practice", which involves the integration of teaching with these disciplines in the
formation of skills to apply knowledge of management skills and marketing in pharmacy in the process
of further education and in the professional activity of masters of pharmacy.

1. PURPOSE AND OBJECTIVES OF THE COURSE

1.1. The purpose of teaching the course "Pharmaceutical Management and Marketing" is to give the
graduates of higher pharmaceutical education a complex of professional competencies to create a



comprehensive system of successful management of the pharmaceutical organization, including.
necessary skills for effective marketing activities.

1.2. The main tasks of studying the course "Pharmaceutical Management and Marketing" are:

- formation of professional knowledge, skills and ideas in the applicants for higher pharmaceutical
education in creating a holistic, effective and flexible management system for a pharmaceutical
organization in an ever-changing market environment;

- providing a theoretical basis for the study of other courses of the curriculum;

- creation of an educational base that determines the professional competence and general erudition of
the Master of Pharmacy.

1.3 Competencies and learning outcomes facilitated by discipline (relationship with the regulatory
content of higher education applicants' training, formulated in terms of the learning outcomes of the
Higher Education Standard).

In accordance with the requirements of the Higher Education Standard, the discipline provides students
with competencies:

a) general competencies (GC):

GC 1. The ability to act socially responsible and civilly conscious.

GC 2. Ability to apply knowledge in practical situations.

GC 3. The desire to preserve the environment.

GC 4. Ability to think abstractly, analyze and synthesize, to learn and to be modernly trained.

GC 5. Ability to show initiative and entrepreneurship.

GC 6. Knowledge and understanding of the subject area and understanding of professional
activity.

GC 7. The ability to adapt and act in a new situation.

GC 8. The ability to communicate in the official language, both verbally and in writing, the
ability to communicate in a foreign language (mainly English) at a level that ensures effective
professional activity.

GC 9. Skills of using information and communication technologies.

GC 10. Ability to choose communication strategy, ability to work in a team and with experts in
other fields of knowledge / types of economic activity.

GC 11. Ability to evaluate and ensure the quality of work performed.

GC 12. Ability to conduct research at the appropriate level

GC 13. Ability to exercise their rights and responsibilities as a member of society, to realize the
values of civil (free democratic) society and the need for its sustainable development, the rule of law,
rights and freedoms of man and citizen in Ukraine.

GC 14. Ability to preserve and multiply moral, cultural, scientific values and achievements of the
society on the basis of understanding of history and patterns of development of the subject area, its place
in the general system of knowledge about nature and society and in the development of society,
technology and technology, use different types and forms motor activity for active rest and leading a
healthy lifestyle.

b) special (professional) competencies (PC):

PC 10. Ability to develop, implement and apply management approaches in the professional
activities of pharmacy, wholesale, intermediary, manufacturing and other pharmaceutical organizations,
to argue the principles of HR management and self-management, demonstrate leadership skills.

PC 12. Ability to use in professional activity knowledge of regulatory, legal acts of Ukraine and
recommendations of good pharmaceutical practices.

PC 13. Ability to demonstrate and apply in practice communication skills, fundamental principles
of pharmaceutical ethics and deontology based on moral obligations and values, ethical standards of
professional conduct and responsibility in accordance with the Code of Ethics of Pharmaceutical
Workers of Ukraine and the Guidelines.

PC 17. Ability to organize and carry out general and marketing management of assortment,
commodity-innovation, pricing, marketing and communication policies of pharmaceutical market entities



based on the results of market research and taking into account market processes in national and

international markets, manage risks in the pharmaceutical supply system .

Detailing competencies according to the NCC descriptors in the form of the Competence Matrix.

Competence Matrix

Ne Competence Knowledge Skill Communication | Autonomy and
responsibility
GC1 Ability to act Know your Form your civic Ability to convey |Be responsible for
socially social and civil |consciousness, be your social and your civic position
responsible and | rights and able to act in social position and activities
civilly conscious. |responsibilities |accordance with it
GC2 Ability to apply | Know the Be able to use Establish contacts |Be responsible for
knowledge in methods of professional with practitioners. |the timeliness of the
practical implementing |knowledge to solve decisions made
situations. knowledge in | practical situations
solving
practical issues
GC4 Ability to think | Know the Be able to analyze | Make the right Be responsible for
abstractly, current trends | professional connections to the timely
analyze and of the industry |information, make |reach the goals. acquisition of
synthesize, learn |and analyze informed decisions, modern knowledge.
and be modernly |them acquire modern
traine. knowledge
GC5 Ability to show | To know the |Be able to take Use the qualities | Be responsible for
initiative and features of the |initiative; constantly |of a leader to initiatives have been
entrepreneurship. | modern seek out new establish contacts |demonstrated
professional opportunities beyond | with various
environment | the resources subjects of
and available, engage in | professional
professional self-development activity.
activity and self-realization
GC6 Knowledge and | Know the Be able to perform | To formulate a Be responsible for
understanding of |structure and | professional communication professional
the subject area | features of activities that require | strategy in development with a
and understanding | professional updating and professional high level of
of professional activity. integration of activity. autonomy
activity. knowledge
GC7 The ability to Know the Be able to adapt to | Establish Be responsible for
adapt and act in a |adaptation new things and act |communication in |the chosen
new situation. mechanisms on specific situations | the context of a mechanism of
and algorithms new professional |adaptation and
for action in a situation action in the new
new situation situation
GC8 Ability to Have perfect | Be able to apply To use in To be responsible
communicate in | knowledge of |native language professional and | for fluency in the
the state language |the native knowledge, both business mother tongue, for
both verbally and |language and | verbally and in communication the development of
in writing, the basic writing, be able to | and in preparation |professional
ability to knowledge of a | communicate in a of documents the |knowledge
communicate in a | foreign foreign language native language.
foreign language |language Use foreign
(mainly English) language in
at a level that professional
ensures effective activity
professional
activity.




GC9 Use of To know Be able to apply To use Be responsible for
information and | modern modern information |information and |the choice of
communication |information and communication |communication information or
technologies. and technologies in technologies in communication

communication | practice professional technologies
technologies activity

GC10 | Ability to choose |Know the Be able to choose Use Be responsible for
communication |tactics and ways and strategies |communication the choice and
strategy, ability to |strategies of of communication to |strategies and tactics of the
work in team and | communication | ensure effective interpersonal skills | communication
with experts in , the laws and | teamwork method
other fields of methods of
knowledge / types | communicative
of economic behavior.
activity.

GC11 |Ability to Know the Be able to ensure the | Make the right Be responsible for
evaluate and methods of quality of work connections to the quality of the
ensure the quality |evaluating the |performed reach the goals. work performed
of work quality of work
performed. performed

PC10 |Ability to To know the Be able to apply the |Use different Be responsible for
develop, basic acquired knowledge |management the developed,
implement and approaches of | in practical approaches implemented and
apply management in | activities, (classical, applied management
management professional demonstrate behavioral, approaches in
approaches in the |activity of leadership skills. management professional
professional pharmaceutical science, activities
activities of organizations, information and
pharmacy, principles of decision-making
wholesale, HR- approach) in
intermediary, management professional
manufacturing and self- activity
and other management
pharmaceutical
organizations, to
argue the
principles of HR-
management and
self-management,
demonstrate
leadership skills.

PC12 | Ability tousein |Know the legal | Be able to apply Form conclusions |Be responsible for
the professional |and legislative |knowledge of and professionally |the quality and
activity the framework of |regulatory, legal acts |apply laws and timely use of
knowledge of Ukraine, a set | of Ukraine and regulations regulatory
regulatory, legal |of good recommendations of documents in
acts of Ukraine pharmaceutical | good pharmaceutical professional
and the practices that | practices in practice. activities
recommendations |regulate the
of good requirements
pharmaceutical for professional
practices. activity

PC13 | Ability to Know the legal | To be able to Establish Be responsible for
demonstrate and | and ethical demonstrate communication the ethical standards
apply in practice |standards of communication based on the of professional
communicative | professional skills in practice, to |possession of the |conduct and
communication | conduct and form and develop basic principles of | responsibility, for
skills, responsibility | social-labor relations | the Code of Ethics | the quality of




fundamental for Pharmaceutical | communication
principles of Workers of skills of
pharmaceutical Ukraine and WHO | communication
ethics and guidelines.

deontology based

on moral

obligations and
values, ethical
standards of
professional
conduct and
responsibility in
accordance with

pricing, marketing
and
communication
policies of the
subjects of
pharmaceutical
market based on
the results of
market research
and taking into
account market
processes in the
national and
international
markets, manage
risks in the
pharmaceutical
supply system.

marketing mix
of subjects of
the
pharmaceutical
market

the Code of Ethics
of Pharmaceutical
Workers of
Ukraine and
WHO guidelines.

PC17 | Ability to To know the | Be able to conduct |Form and establish | Be responsible for
organize and basic principles | marketing research | communications | an organized
carry out general |of organization | and use their results | for marketing marketing
and marketing of general and | for the overall and | activities of management system
management of | marketing marketing pharmaceutical within the marketing
assortment, management | management of market entities mix of
commodity- within the pharmaceutical pharmaceutical
innovation, framework of |organizations market entities

Program learning outcomes:

— Conduct professional activities in social interaction based on humanistic and ethical principles;
identify future professional activity as socially significant for human health (PLO 1).

— To apply knowledge of general and professional disciplines in professional activity (PLO 2).

— Demonstrate the ability to independently search, analyze and synthesize information from a
variety of sources and use these results to solve typical professional tasks (PLO 4).

— To position their professional activities and personal qualities in the pharmaceutical labor
market; to formulate goals of own activity taking into account public and industrial interests (PLO 5).

— Argument information for decision making, be responsible for them in standard and non-

standard professional situations; adhere to the principles of deontology and ethics in professional activity
(PLO 6).



— Perform professional activities using creative methods and approaches (PLO 7).
— Communicate in modern Ukrainian official language (PLO 8).

— Perform professional activities using information technology, "Information Databases",
navigation systems, Internet resources, software and other information and communication technologies
(PLO 9).

— Adhere to norms of communication in professional interaction with colleagues, management,
consumers, work effectively in a team (PLO 10).

— Use methods of evaluating performance indicators; identify reserves for improving labor
efficiency (PLO 11).

— Analyze information obtained from scientific research, summarize, systematize and use it in
professional activities (PLO 12).

— To carry out a set of organizational and management measures for providing the population
and health care institutions with medicines and other goods of the pharmacy assortment. To carry out all
kinds of accounting in pharmacy establishments, administrative record keeping, processes of commodity
analysis (PLO 20).

— Administer pharmaceuticals and determine their effectiveness using management functions. To
make managerial decisions on the basis of the formed leadership and communication abilities of
pharmaceutical personnel on strategic planning of activity of the enterprises (PLO 22).

— To plan and implement professional activity on the basis of legal acts of Ukraine and
recommendations of good pharmaceutical practices (PLO 24).

— Promote health, including disease prevention, rational use and medication use. Honestly carry
out their professional duties, comply with the law on the promotion and advertising of medicinal
products. Have psychological communication skills to build trust and understanding with colleagues,
doctors, patients, consumers (PLO 25).

— Ensure competitive positions and effective development of pharmaceutical organizations based
on research carried out on all elements of the marketing mix (PLO 29).

Integrative program learning outcomes facilitated by the course are: the ability to solve typical
and complex specialized problems in pharmaceutical management and marketing during professional
pharmaceutical activity, clearly and unambiguously communicate their findings and knowledge to the
professional and non-professional staff.

2. INFORMATION ABOUT THE THE COURSE
9 ECTS credits 270 hours are allocated for studying the course.

Chapter 1. Management and a pharmaceutical organization

Topic 1. The fundamentals and evolution of management.

Topic 2. Pharmaceutical organization as object of management.

Topic 3. The entities of pharmaceutical business activity and conditions of their operation.

Chapter 2. Stages of the process of management of pharmaceutical organization

Topic 4. Functions of pharmaceutical management.

Topic 5. Methods of pharmaceutical management.

Topic 6. Communication processes in pharmaceutical management.

Topic 7. Administration and leadership in pharmaceutical organizations.
Chapter 3. Human resource pharmaceutical management

Topic 8. Management of labor relations in pharmaceutical organizations.
Topic 9. Management of employment potential of the pharmaceutical industry.

Chapter 4. Managing pharmaceutical marketing

Topic 10. Management of pharmaceutical marketing
Topic 11. Functional providing of marketing activities



Chapter 5. Complex study of the pharmaceutical market

Topic 12. The principles of pharmaceutical marketing research and study of medications customers
behavior

Topic 13. Modeling regularities of pharmaceutical market and study the marketing opportunities of
pharmaceutical companies

Chapter 6. Complex of pharmaceutical marketing

Topic 14. Product policy of pharmaceutical companies

Topic 15. Price policy of pharmaceutical companies

Topic 16. Sales policy of pharmaceutical companies

Topic 17. Promotion of medicines on the market

Chapter 7. International marketing in pharmacy.

Topic 18. Basic principles of international pharmaceutical marketing

Topic 19. Formation of the complex of international pharmaceutical marketing

Topic 20. Representative offices of pharmaceutical companies - an important subject of international
market

3. STRUCTURE OF THE COURSE

. Practical| Individual
Subject Lectures classes | students work
Chapter 1.
Management and a pharmaceutical organization
1. The fundamentals and evolution of management 2 6 8 -
2. Pharmaceutical organization as object of management 2 8 8 -
3. The entities of pharmaceutical business activity and conditions 2 8 8 -
of their operation.

Total for Chapter 1 6 22 24

Chapter 2.

Stages of the process of management of pharmaceutical organization

4. Functions of pharmaceutical management 2 8 10 -
5. Methods of pharmaceutical management 2 2 10 -
6. Communication processes in pharmaceutical management 2 6 8 -
7. Administration and leadership in pharmaceutical organizations 2 6 6 -
Total for Chapter 2 8 22 34

Chapter 3.

Human resource pharmaceutical management

8. Management of labor relations in pharmaceutical organizations 1 8 8 -
0. Management of employment potential of the pharmaceutical 1 4 8 -
industry
Total for Chapter 3 2 12 16

Chapter 4.

Managing pharmaceutical marketing

10. Management of pharmaceutical marketing 2 6 8 -
11. Functional providing of marketing activities 2 8 8 -
Total for Chapter 4 4 14 16

Chapter 5.

Complex study of the pharmaceutical market
12. The principles of pharmaceutical marketing research and study 1 4 4 .
of medications customers behavior
13. Modeling regularities of pharmaceutical market and study the 1 6 6 -
marketing opportunities of pharmaceutical companies

Total for Chapter 5 2 10 10

Chapter 6.

10



Complex of pharmaceutical marketing
14. Product policy of pharmaceutical companies 2 4 6 -
15. Price policy of pharmaceutical companies 2 4 8 -
16. Sales policy of pharmaceutical companies 1 4 8 -
17. Promotion of medicines on the market 1 4 8 -
Total for Chapter 6 6 16 30

Chapter 7

International marketing in pharmacy
18. Basic principles of international pharmaceutical marketing - 2 4 -
19. Formation of the complex of international pharmaceutical - 2 8 -
marketing. Representative offices of pharmaceutical companies -
an important subject of international market
Total for Chapter 7 - 4 12 -
Total hours 270 /9.0 credits ECTS
The final control Exam

4. THE PLAN OF LECTURES

Quantity

Ne Topic of hours

Chapter 1. Management and a pharmaceutical organization

1. [The fundamentals and evolution of management

Pharmaceutical organizations as object of management

el

The entities of pharmaceutical business activity and conditions of their operation

S\ DN I D

Total

Chapter 2. Stages of the process of management of pharmaceutical organization

Functions of pharmaceutical management

Methods of pharmaceutical management

Communication processes in pharmaceutical management

NS

Administration and leadership in pharmaceutical organizations

R | | | N

Total

Chapter 3. Human resource pharmaceutical management

—

8. |Management of labor relations in pharmaceutical organizations

—_—

9. Management of pharmaceutical personnel

Total 2

Chapter 4. Managing pharmaceutical marketing

10. [Fundamentals of pharmaceutical marketing 2

11. [Functional providing of marketing activities of pharmaceutical companies 2
— Total 4
Chapter 5. Complex study of the pharmaceutical market

12. [The principles of pharmaceutical marketing research and study of medications 1
consumers behavior.

13. [Modeling regularities of pharmaceutical market and study the marketing opportunities 1
of pharmaceutical companies.
Total 2

Chapter 6. Complex of pharmaceutical marketing

14. PProduct policy of pharmaceutical companies

15. Price policy of pharmaceutical companies

17. |Pharmaceutical logistics

2
2
16. Sales policy of pharmaceutical companies 1
1
6

18. [Promotion of medicines on the market

Total 28

11



5. THE PLAN OF PRACTICAL CLASSES

Ne Subject Quantity
of hours

Chapter 1. Management and a pharmaceutical organization

1 The fundamentals and evolution of management. The essence of modern management 2
theories

) The fundamentals and evolution of management. Description of the stages of 2
management development

3 [The fundamentals and evolution of management. Subjects and levels of management 2

4 Pharmaceutical organization as object of management. Description and classification of 2
organizations

5 Pharmaceutical organization as object of management. Groups of employees in the 2
organization.

6 Pharmaceutical organization as object of management. Factors of influence on the 2
organization

7 Pharmaceutical organization as object of management. The process of management the 2
organization

2 The entities of pharmaceutical business activity and conditions of their operation. 2
Business activities and enterprises in pharmacy

9 The entities of pharmaceutical business activity and conditions of their operation. 2
Registration and licensing of business in pharmacy

10 The entities of pharmaceutical business activity and conditions of their operation. 2
Business risks

1 The entities of pharmaceutical business activity and conditions of their operation. 2
Bankruptcy and suspension of activity
Total 22
Chapter 2. Stages of the process of management of pharmaceutical organization

12 [Functions of pharmaceutical management. Planning as a general management function 2

13 Functions of pharmaceutical management. Organizing as a general management 2
function

14 Functions of pharmaceutical management. Motivating as a general management 2
function

15 Functions of pharmaceutical management. Controlling and regulation as general 2
management functions

16 Methods of pharmaceutical management. 2

17 |Communication processes in pharmaceutical management. Managerial decisions 2

13 Communication processes in pharmaceutical management. Communications and 2
information in management

19 Commupication processes in pharmaceutical management. Paperwork at pharmaceutical 2
companies

20 Administration and leadership in pharmaceutical organizations. The essence and the 2
basic principles of administration and leadership

21 |Administration and leadership in pharmaceutical organizations. Styles of leadership 2

2 Administration and leadership in pharmaceutical organizations. Conflicts and stresses as 2
objects of management
Total 22
Chapter 3. Human resource pharmaceutical management

3 Management of labor relations in pharmaceutical organizations. Legal maintenance of] 2
labor relations

24 Management of labor relations in pharmaceutical organizations. Working hours and rest 2
fime

12




25 Management of labor relations in pharmaceutical organizations. Motivation of labor, 2
guarantees and compensation for employees
Management of labor relations in pharmaceutical organizations. Legal regulation of] 2
26 o .
labor, labor discipline and labor disputes
5 Management of employment potential of the pharmaceutical industry. Pharmaceutical 2
7 leducation in Ukraine Postgraduate education. Preparation of the teaching staff.
28 Management of employment potential of the pharmaceutical industry. Human resource 2
management
Total 12
Chapter 4. Managing pharmaceutical marketing
29 Management of pharmaceutical marketing. Description of pharmaceutical market 2
30 Management of pharmaceutical marketing. The essence and development of marketings 2
conceptions
31 Management of pharmaceutical marketing. Components of marketing activities of 2
harmaceutical companies
3 Functional providing of marketing activities. Working out the strategy and tactics of 2
harmaceutical marketing
1 Functional providing of marketing activities. Principles of marketing control 2
34 Functional providing of marketing activities. Marketing environment of the 2
pharmaceutical company
35 Functional providing of marketing activities. The concept of marketing information 2
system
Total 14
Chapter 5. Complex study of the pharmaceutical market
36 The principles of pharmaceutical marketing research and study of medications 2
consumers behavior. Organization of marketing research
2
37 [Technology of marketing research of medications consumers behavior.
Modeling regularities of pharmaceutical market and study the marketing opportunities 2
38 . : . By
of pharmaceutical companies. Research the pharmaceutical market conditions
2
39 [Pharmaceutical market segmentation and positioning of medicine.
Evaluation and modeling regularities of pharmaceutical market and study the marketing 2
40 lopportunities of pharmaceutical companies. Benchmarking in the activity of]
harmaceutical companies
Total 10
Chapter 6. Complex of pharmaceutical marketing
41 |Assortment policy of pharmaceutical companies. 2
42 Product policy of pharmaceutical companies. The life cycle of medicine. Quality and 2
competitiveness of medicine.
43 Factors of pricing and the elasticity of demand for medicines. Basic pricing strategies on 2
drugs.
44 Models and methods of pricing of medicines. The procedure of state registration of 2
rices of basic medicines.
Sales policy of pharmaceutical companies. Variants of the distribution (sales methods) 2

45

of medicines.

46

Sales policy of pharmaceutical companies. Strategies of distribution of medicines.

47

Promotion of medicines on the market. The system of marketing communications of]
harmaceutical companies

13




48

Key elements of marketing communications

Total

16

Chapter 7. International marketing in pharmacy

49

entering the foreign pharmaceutical market.

Basic principles of international pharmaceutical marketing. Characteristics of the global 2
pharmaceutical market and international marketing environment. Methods and forms of]

50

Formation of the complex of international pharmaceutical marketing. Representative 2
offices of pharmaceutical companies - an important subject of international market.

Total

TOTAL Practical classes for the course

100

. THE PLAN OF INDIVIDUAL STUDENTS WORK

Ne

Subject of individual students work

Quantity
of hours

Control type

Chapter 1. Management and a pharmaceutical organization

The essence of modern management theories

4

Ongoing

control at

practical
classes

Characteristics of the stages of development management

6

Subjects and levels of management

(134

Description and classification organizations

¢ 9

Collective (group) of employees in the organization

€

Pressure on the organization

[I3R4]

The process of organization management

6

Business and enterprise in pharmacy

¢ 9

O ([0 [QAN|n |~ |W|D

Registration and licensing business in the pharmacy

¢ 9

Business risks

€

—_ | —
— O

Bankruptcy and suspension of

(NSNS JL\OREORE ORI SN]SR ORISR}V

e 9

Total

N
N

Chapter 2. Stages of the process of management of pharmaceutical
organization

12

Planning as a general management function

¢ 9

13

Organizing as a general management function

¢ 9

14

Motivation as a general management function

€

15

Control and regulation of both general management functions

N[N

¢ 9

16

Nature and classification methods for pharmaceutical management

—_
(o)

€

17

Management decisions

¢ 9

18

Communications and information management in

6

19

Paperwork for pharmaceutical companies

(134

20

The essence and the basic principles of management and leadership

¢ 9

21

Styles of leadership

€

22

Conflict and stress as facilities management

NN |W|W

[I3R4]

Total

Chapter 3. Human resource pharmaceutical management

23

Legal regulation of the employment relationship

¢ 9

24

'Working hours and rest periods

€

25

Motivation labor guarantees and compensation for employees

¢ 9

26

Rights of labor, labor discipline and labor disputes

€

27

Pharmaceutical Education in Ukraine. Continuing Education. Preparation
of the teaching staff.

(NSN]SR (O} S}V

¢ 9

28

Human Resourse Management

¢ 9

14




Total

[y
N

Chapter 4. Managing pharmaceutical marketing

29

Characteristics of the Pharmaceutical Market

(134

30

Nature and development of marketing concepts

¢ 9

31

Components of marketing activities of pharmaceutical companies

€

32

Working out the strategy and tactics of pharmaceutical marketing

¢ 9

33

Principles of marketing control

6

34

Marketing environment of the pharmaceutical company

(134

35

The concept of marketing information system

¢ 9

Total

SNEICICSICIEN SIS

Chapter 5. Complex study of the pharmaceutical market

37

Organization of marketing research

6

38

Technology market research consumer behavior of drugs

— | —

¢ 9

39

Study of behavior of customers in the consumer segment of the
harmaceutical market

¢ 9

40

Research conjuncture of the pharmaceutical market

\9}

¢ 9

41

Pharmaceutical Market Segmentation and Positioning drug

\9)

€

42

Assessment and modeling of market opportunities pharmaceutical
companies. Benchmarking in the activities of pharmaceutical companies

¢ 9

Total

Chapter 6. Complex of pharmaceutical marketing

43

Assortment Policy of pharmaceutical companies

e 9

44

The life cycle of a medicinal product. Quality and competitiveness drug

¢ 9

45

Designated trademarks, brands and packaging of medicines

€

46

Factors of pricing and the elasticity of demand for drugs. Basic pricing
strategies on drugs.

¢ 9

47

Models and methods of pricing for drugs. The procedure for state
registration of prices of basic drugs.

¢ 9

48

Variations Breakdown Structure (methods of marketing) drugs. Strategy
for distribution of drugs

¢ 9

49

Pharmaceutical logistics in sales policy of pharmaceutical companies

(134

50

The system of marketing communications pharmaceutical company

¢ 9

51

Key elements of marketing communications

N 9| o

€

Total

[
=)

Chapter 7. International marketing in pharmacy

52

Characteristics of the global pharmaceutical market and international
marketing environment. Methods and forms of access to foreign
harmaceutical market

¢ 9

53

Formation of the complex of international pharmaceutical marketing.
Representations of pharmaceutical companies - an important
international market

12

¢ 9

Total

24

TOTAL Individual students work for the course

142

7. INDIVIDUAL PROJECT TASKS.
Not planned for the curriculum.

8. METHODS OF TRAINING

The following teaching methods are used in the process of studying the course "Pharmaceutical
Management and Marketing":

— by type of cognitive activity: explanatory and illustrative; analytical, synthetic, inductive,
deductive;

15




— by the main stages of the process: formation of knowledge; application of knowledge;
generalization; fixing; audit;

— by systematic approach: stimulation and motivation; control and self-control.
— by sources of knowledge: verbal - story, conversation; visual - demonstration, illustration.
— by the level of individual mental activity: problematic; partially searchable; research.

9. FORMS OF CONTROL

e Types of control (current and final).

Current knowledge control is conducted in order to identify the quality of the educational
process and its results in the intersession period and is carried out during the seminars provided by the
curriculum of the course.

Current control of students' knowledge is evaluated according to the following scheme:

Ne | Type of work| max. Mark in Content of work
points points
1 | Work in the 5 A) 2,3,4,5 | A) active participation in practical classes: discussion of
classroom particular topics of the course; presentation of creative

b) 2,3,4,5 | works, primary sources, etc .;

B) express control.

2 | Individual 5 2,345 Doing one of the types of work:

work 1) working out and solving of individual situational
tasks submitted for independent work;

2) presentation preparation and public speaking.

Assessment of work in practical classes is carried out on the basis of the performance of students
in the classes, which takes into account not only the level of problem solving, but also their activity in
discussion, ability to oppose, asking questions, express their vision of the problem.

Individual work. It involves working out and solving individual situational tasks, as well as
preparing a presentation and public speaking. When preparing a presentation, it must be borne in mind
that the plan, the precise objectives, the basic idea of the presentation, the conclusions and the list of
sources used to prepare it are obligatory. However, the student should not only prepare, but also briefly
(within 5-7 minutes) reveal to the audience the main problems considered in the work. The main criteria
for evaluating a presentation are:

1) relevance of the content of the presentation to the selected topic;

2) level of knowledge on the topic;

3) independence of presentation of the main content;

4) the ability to briefly and at the same time informatively disclose the content of the topic;

5) the ability to answer the questions.

The preparation, design and presentation are evaluated at the seminar.

e Form the final control according to the curriculum — final test control and exam.

e Evaluation criteria

Criteria for evaluating practical classes

Assessment of student's knowledge during practical classes is carried out according to the
following criteria:

» understanding the theory and methodology of the problems under consideration;

o the degree of mastering the actual material of the discipline;

e knowledge of basic (required) and supplementary literature, as well as current domestic and
foreign literature on the issues under consideration;

 logic, structure, style of presentation of the material during the performances in the audience,
the ability to defend their position and to generalize the information obtained from reports of others.

The level of knowledge of students in the laboratory is assessed by a four-point system.
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The "excellent" grade is deserved by the student who gave a reasoned and complete answer to all
questions posed in the tasks; freely owns the program material, correctly reveals the essence of the
concepts of the training course, analyzes and comments on cause and effect relationships, is able to
formulate opinions logically, adhere to the consistency and accuracy of presentation of the material,
make reasoned conclusions in accordance with the acquired knowledge and work.

The "good" grade is deserved by the student who correctly answered all the questions, the
answers to the problem found educational material possessions, but made a specific statement of
deficiencies in sequence, complete analysis or comment on specific issues or findings and suggested
minor factual errors.

The grade "satisfactory" is deserved by the student, who has mostly mastered the questions of the
course, gave in general the correct answers to at least two questions, but made mistakes in the wording,
made fuzzy conclusions, presented the material insufficiently and consistently.

The grade "unsatisfactory" is deserved by the student who has shown ignorance of the basic
program material, has presented it inconsistently and indistinctly, has not answered any of the control
questions offered in the assignment, has made gross mistakes in definition of concepts and analysis of
facts, could not apply the gained knowledge in a specific situation.

Criteria for evaluating individual work

The grade "excellent" deserves a student whose work is done correctly and independently, reflects
the appropriate level of knowledge, framed according to the requirements for this type of tasks.

The grade of "good" deserves a student whose work is done independently, contains insignificant
mistakes, reflects the appropriate level of knowledge; designed to meet the requirements for this type of
task.

The grade “satisfactory” is deserved by a student whose work has been completed but contains
errors and reflects a lack of knowledge; the design of the work does not fully meet the requirements for
this type of task.

A student who has completed the work does not meet the requirements outlined above as a
criterion for passing a positive grade is given a "unsatisfactory" grade.

10. Current control is carried out during practice classes and is aimed at checking students'
mastering of educational material. Current ongoing control involves testing theoretical knowledge and
practical skills.

During assessment of mastering of each topic for the current educational activity of the student
marks on a 4-point (national) scale are given. This takes into account all types of work provided by the
course program. The student must receive a grade on each topic to further convert the grades into scores

on a multi-scale (200-point) scale.

11. Forms of final control of learning success:

Semester final control - a form of final control, which consists in assessing the student's learning
of the study material solely on the basis of the results of the performance of certain types of work at
seminars and during independent work. The semester credit is spent on the last lesson in the discipline.
The credit from the course is set according to the results of the current control and is expressed on a two-
point scale: "passed" or "not passed". Final control is allowed for students who have attended all the
classes provided in the curriculum, completed all types of work required by the program, and received
scores sufficient to convert to the minimum number of points.

The exam as a kind of final control of students' academic achievements is carried out at the stage
of completing the study of the course as a whole. It is conducted in the amount of educational material
defined by the course study program and within the terms set by the working curriculum or the students’
individual curriculum.

A student is considered to be admitted to the exam if he has attended all the course practice
classes, completed all types of work provided by the work program and in its study scored at least a
minimum (72 points).

The examination is conducted in writing during the exam session according to the schedule. The
exam form is standardized and includes control of theoretical and practical training.
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The maximum number of points that a student can score in the examination is 80. The minimum
number of points to pass the examination - 50.
Examination regulations
Stage I - 40 multiple choice test questions of format A (1 point for the correct answer).
Stage II - solving 2 situational tasks (typical tasks) with the evaluation of practical skills.

Evaluation criteria for situational task solving
20 points | Task is done completely, algorithm is applied, all supporting documents are filled, all
necessary calculations are conducted, all results are properly documented
10 points | Task is done completely, minor errors are committed in the calculation or presentation
of results
5 points | Task is done incompletely, mistakes are made in the calculation and presentation of
results, wrong algorithm is applied the for solving the task
0 points | Task is not done

Overall assessment for the course is calculated as the sum of points for current educational activity (not
less than 72) and marks for examination (not less than 50).

11. The scheme of calculation and distribution of points received by students:
For courses, which have exam as aform of final control:
The maximum number of points that a student can earn for his / her current study activities for
admission to the examination (differential test) is 120 points.
The minimum number of points that a student must earn for his / her current study activities for
admission to the examination (differential test) is 72 points.
The calculation of the number of points is made on the basis of the student's scores on the 4-point
(national) scale during the study of the discipline, by calculating the arithmetic mean (AVG), rounded to
two decimal places. The resulting value is converted to scores on a multipoint scale as follows:

X =(AVGx120)/5

For convenience, the table is calculated on a 200-point scale:

Calculation of the average for the current activity in the multi-point scale for the courses that are
finished with an exam

4-point | 200-point | 4-point | 200-point | 4-point | 200-point | 4-point 200-point
scale scale scale scale scale scale scale scale
5 120 4.45 107 3.91 94 3.37 81
4.95 119 441 106 3.87 93 3.33 80
491 118 4.37 105 3.83 92 3.29 79
4.87 117 433 104 3.79 91 3.25 78
4.83 116 4.29 103 3.74 90 32 77
4.79 115 4.25 102 3.7 89 3.16 76
4.75 114 4.2 101 3.66 88 3.12 75
4.7 113 4.16 100 3.62 87 3.08 74
4.66 112 4.12 99 3.58 86 3.04 73
4.62 111 4.08 98 3.54 85 3 72
4.58 110 4.04 97 3.49 84 Less than
4.54 109 3.99 96 3.45 83 3 Not enough
4.5 108 395 95 341 82

Independent work of students is assessed during the current control of the topic at the practical
class. Learning level of those topics that are imposed only on independent work is controlled at the final
lesson.
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The maximum number of points that a student can earn when taking the exam is 80.
The minimum score for the exam is at least 50.

Assessment for the course that completes with the exam is defined as the sum of points for current
educational activities (at least 72) and points for the exam (at least 50).

The points from the course are independently converted to both the ECTS scale and the 4-point (national)
scale. ECTS points are not converted to the 4-point scale and vice versa.

12. Methodological support:

1. Management and marketing in pharmacy. Part I. Management in Pharmacy : Textbook for practical
classes / Compiled by Artem Horilyk, Natalia Khanyk, Oksana Levytska, Sofia Shunkina, Danylo
Halytsky Lviv National Medical University, 2018 - 88 p.

2. Hromovyk B.P. Pharmaceutical marketing: theoretical and applied principles / Bohdan Hromovyk,
Hanna Gasyuk, Oksana Levytska. - Vinnytsya: New book. - 2004.- 464 p.

3. Herbolka-Khanyk N. Instruction for tutorials in pharmaceutical marketing for the 4-th year students
of the Pharmaceutical Faculty. / N. Herbolka-Khanyk. — Lviv, Danylo Halytsky Lviv National
Medical University, 2011. — 45 p.

4. Khanyk N. Instructions for lectures in pharmaceutical management and marketing for the 4-th and
5-th year students of the Pharmaceutical Faculty / N. Khanyk. — Danylo Halytsky Lviv National
Medical University, 2012. — 95 p.

5. Levytska OR, Datsko AY, Hasyuk HD, Hanyk NL, Chukhray IL. Methodical recommendations for
independent preparation of students of the Pharmaceutical Faculty for the licensed integrated
examination "Krok 2. Pharmacy". Pharmaceutical management and marketing. - Lviv, 2012.-100 p.

Extended plan of practical classes and individual work
CHAPTER 1. Management and a pharmaceutical organization

Topic 1. The fundamentals and evolution of management.

The essence of modern management theories. Stages of development of the world economy. The essence
of management, marketing and logistics as a management theories. Stages of Management Development.
Classical (administrative) School of Management. School of human relations and behavioral sciences.
and market-oriented school. School of Management Science. Formation of integrated approaches to
management. Computerization of administrative processes. Evolutionary management. Features of
management theories in the domestic pharmaceutical industry. Comparative characteristics of Japanese
and American management models. Basic principles of modern management. Subjects and levels of
management. Character traits manager and entrepreneur. Roles specific to the manager in accordance
with the classification H.Mintsberha. The social and ethical aspects of management. The division of
labor at the level of management.

Topic 2. Pharmaceutical organization as object of management.

The organization as an open system. Classification of organizations. General features and
conditions of success. Characteristics of the stages of the life cycle. The process of organization. Causes
and main types of formal groups. Nature and characteristics of informal groups. Factors that influence
the effectiveness of the group did not. Nature and classification of factors influencing the organization.
Reactions of the changes in the environment and regulation of terms. The characteristic factors of the
internal environment, external environment of direct and indirect actions.

Topic 3. The entities of pharmaceutical business activity and conditions of their operation.

The essence of the principles and basic features of entrepreneurship. Classification of enterprises.
Organizational forms of entrepreneurial activity. Constituent documents of a business partnership.
Business Combinations. The order of business registration. Licensing and patenting of business
activities. Business risks and losses. Termination of the pharmaceutical company. Bankruptcy and
general procedure for the liquidation of the pharmaceutical company.

CHAPTER 2. Stages of the process of management of pharmaceutical organization
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Topic 4. Functions of pharmaceutical management.

The essence, the classification and relationship management functions. Planning as a general
management function. Strategic and tactical planning. The essence of the function and organization of
the main types of organizational governance structures. Characteristics of combined organizational
governance structures. The essence of motivation. Characteristics of main content procession and
motivation theories. Nature and classification of control. Regulation as a general management function.

Topic S. Methods of pharmaceutical management.

Nature and classification methods for pharmaceutical management. Economic, technological,
social, psychological and administrative methods of management. Complex appropriate pharmaceutical
practices. The principles of total quality management. Standards of the International Organization for
Standardization ISO. Corporate integrated system.

Topic 6. Communication processes in pharmaceutical management.

Nature and classification of administrative decisions. Factors influencing the decision making
process. Terms and models of successful decision-making. Stages of the process of developing rational
management decisions. The delegation of organizational authority and responsibility. Nature and
classification of communications. Characteristics of the communication process. Information support the
communication process. Forms of collective exchange of management information. The concept of
interference in binding processes, ways to overcome them. Paperwork for pharmaceutical companies.
Classification of management information. Document workflow for pharmaceutical companies.
Automation of administrative activity. Information management systems, automatic control systems or
automated information retrieval systems in pharmacy.

Topic 7. Administration and leadership in pharmaceutical organizations.

The essence of management, leadership and power. Forms of power. Current approaches to
leadership. Types of leadership styles. The essence of the causes and types of conflict. Conflict
management. Styles of behavior in conflict situations. Characteristics of stress. Directions to overcome
stress.

CHAPTER 3. Human resource pharmaceutical management

Topic 8. Management of labor relations in pharmaceutical organizations.

Terms of the Labour Code of Ukraine. Characteristics of the collective agreement. Essence,
guarantees, terms and conditions of an employment contract. Legal regulation of the employment
relationship. Working hours and rest periods. Motivation labor guarantees and compensation in the
workplace. Rights of labor, labor discipline and labor disputes.

Topic 9. Management of employment potential of the pharmaceutical industry.

Pharmaceutical Education in Ukraine. Multi continuing pharmaceutical education. Types and
forms of postgraduate training. Pharmaceutical management personnel. Characteristics and features of
the stages of pharmaceutical management personnel.

CHAPTER 4. Managing pharmaceutical marketing

Topic 10. Management of pharmaceutical marketing

Characterization and classification of the pharmaceutical market. Infrastructure pharmaceutical
market. The essence of development and marketing concepts. The components of the marketing activities
of pharmaceutical companies.

Topic 11. Functional providing of marketing activities

Elaboration of strategy and tactics of pharmaceutical marketing. Modeling business plan
pharmaceutical company. Principles of marketing control. Types of marketing control. The concept of
marketing information system. Marketing environment of the pharmaceutical company. The essence of
marketing information system. Characteristics of internal and external reporting and current information.
Characteristics of market research and marketing analysis system.

CHAPTER 5. Complex study of the pharmaceutical market
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Topic 12. The principles of pharmaceutical marketing research and study of medications
customers behavior

Organization of marketing research. Stages of marketing research process. Technology market
research consumer behavior of drugs. Description of methods for collecting primary data. The study of
consumer behavior in the pharmaceutical market. The process of making the decision to purchase the
drug. Modeling consumer behavior consumer organizations in the pharmaceutical market.

Topic 13. Modeling regularities of pharmaceutical market and study the marketing
opportunities of pharmaceutical companies

Research conjuncture of the pharmaceutical market. Determining the need for medications.
Pharmaceutical market segmentation and positioning of drugs. The choice of target market segments.
Assessment and modeling of market opportunities pharmaceutical companies. Benchmarking in the
activities of pharmaceutical companies. The essence of benchmarking and its species. Principles and
stages of the process of benchmarking.

CHAPTER 6. Complex of pharmaceutical marketing

Topic 14. Product policy of pharmaceutical companies

Assortment policy of pharmaceutical company. Classification of medicines and medical devices.
Office range of pharmaceutical products. Analysis of the range of drugs. The development of new drugs.
Characteristics of the stages of the life cycle of drugs. Quality and competitiveness of the drug.
Description of methods for determining competitiveness. Designated trademarks, brands and packaging
of medicines. Strategies for the use of trade marks.

Topic 15. Price policy of pharmaceutical companies

Factors of pricing and the elasticity of demand for drugs. Basic pricing strategies for drugs. Models
and methods of medicine pricing. The procedure for state registration of prices of basic medicines.
Analysis of price conjuncture of the pharmaceutical market.

Topic 16. Sales policy of pharmaceutical companies

Options structure of distribution channels (methods of marketing) drugs. Length and width of
traditional channels of distribution of drugs. Pharmaceutical Marketing system. Strategy for distribution
of drugs: straight, layered and flexible. Pharmaceutical logistics policy in the sale of pharmaceutical
firms. Concept and types of pharmaceutical logistics.

Topic 17. Promotion of medicines on the market

The system of marketing communications pharmaceutical company. Factors of that determine the
structure of the system of marketing communications. Advertising of medicinal products. "Public
relations" pharmaceutical companies, personal selling and sales promotion of drugs. Merchandising in
pharmacies and specialized medical exhibition.

CHAPTER 7. International marketing in pharmacy

Topic 18. Basic principles of international pharmaceutical marketing

The essence and purpose of international pharmaceutical marketing. Motives and output stages of
pharmaceutical companies to foreign markets. Characteristics of the environment of international
marketing. Certification of quality medicines. Methods, forms and concepts of entering foreign
pharmaceutical market. Method of implementation of international marketing. Concept of international
pharmaceutical marketing. Management of international pharmaceutical marketing. Organizing of
marketing international pharmaceutical company.

Topic 19. Formation of the complex of international pharmaceutical marketing

Decisions regarding international marketing of drugs. Pricing in the international pharmaceutical
marketing. The process of developing international pricing policies. The role of public administration in
the regulation of prices in foreign markets. Distribution of drugs on the international market. Promotion
of drugs on the international market.

Topic 20. Representative offices of pharmaceutical companies - an important subject of
international market
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Features of the offices of pharmaceutical companies. The principles of representative
pharmaceutical firms. The principles of personal selling drugs. Organization of the representatives of the
pharmaceutical companies.
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