> International Conference on New Age Marketing - Catalyzing Transformation Through

5dm|md Innovation, Technology, Analytics & Sustainability” — January 19-20, 2023

A Study on Artificial Intelligence in Marketing in Pharmaceutical
Sector

Varada Shetty

Sneha K
Il Semester MBA,
Post Graduate Department of Business Administration,
Alvas Institute of Engineering and Technology,
Mijar, Moodbidri, Dakshina Kannada Dt.
varadashettyy@gmail.com
snehakottiyadath88@gmail.com
Abstract

Artificial intelligence is a type of automation in which a machine is made to perform some task that would
normally require human intelligence. It is a field of computer science that focuses on the simulation of
intelligent behavior, in the context of knowledge representation and automated reasoning. In other
words, artificial intelligence involves developing machines that can act or perform tasks like humans do.
As a marketing tool, artificial intelligence has been used in the pharmaceutical industry to collect
information about consumer behavior. Artificial intelligence has great potential for marketing. The use of
Al technology is increasing It can be used to improve products, services and marketing campaigns by
collecting data from customers and analyzing it. It also helps companies to develop new products more
efficiently.

In the pharmaceutical industry, artificial intelligence is used to collect information about consumer
behavior. This can be done through surveys or other methods such as digital interactions with customers.
The data collected using Als can be analyzed to improve sales figures or develop new products.

Literature Review

Author Title Findings

Mr. Mrinmoy Artificial  Intelligence in | Artificial intelligence (Al) is a term used to
Pharmaceutical Sales & | describe how smart people perceive a robot
Marketing — A Conceptual | operated by a computer, an intelligent
Overview machine, or a piece of software. Al will
support pharmaceutical marketing teams in
understanding brand history, performing
brand diagnostics, and charting the brand's
future direction. Additionally, Al might help
sales teams succeed by supporting them with
Customer Relationship Management (CRM),
pre-call preparation, guided sales, and e-
details.
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Yin Yang, Keng Siau

A Qualitative Research on
Marketing and Sales in the
Artificial Intelligence Age

Automation, machine learning, robots, and
artificial intelligence are having a completely
new impact on marketing and sales. The
qualitative research approach will be
employed in this study to help readers
understand how the marketing and sales
industries have changed and evolved in the
era of artificial intelligence. The marketing
and sales departments of various firms will
conduct a number of case studies. This
research is beneficial to academics and
practitioners alike since it focuses on offering
a full examination and documentation of the
changes in marketing and sales functionality
and employment marketplaces as Al
technology progresses.

M. A. Sanjeev

Impact of Individual and
Employment Variable on
Job Satisfaction & Turnover
Intention among Sales and
Marketing Professionals in
pharmaceutical industry.

Because employee turnover is on the rise
globally and has an impact on organisational
effectiveness, employee retention is quickly
becoming one of the most important
managerial tasks. Employee turnover has
been more prevalent in some organisational
activities, such as sales and marketing, which
is unsurprising given their cross-functional
and client-facing nature. The current study
looks at how personal and professional
variables impact affective job satisfaction and
the resulting desire to quit. The study looks at

how factors like dependency status,
additional family income, professional
membership, union membership, age,

experience, gender, position, salary, type of
organisation, financial turnover of the
organisation, educational background, and
location of posting affect job satisfaction and
intention to leave the job.

Miao Ze-hua, Bian Na,
Wang Ying-li, Zhang
Chun-ge

Marketing Ethics
Construction of
Pharmaceutical Companies
in the Prospective of
Customer Life Cycle

Pharmaceutical firms' customer life cycles

are divided into four stages: Vvalue
exploration, value growth, value
preservation, and value termination.

Pharmaceutical firms have distinct value

orientations, marketing strategies, and
instruments for each step, hence the focus of
their marketing ethics differs for each stage.

Pharmaceutical firms' customer life cycles
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are divided into four stages: Vvalue
exploration, value growth, value
preservation, and value termination.
Pharmaceutical firms have distinct value
orientations, marketing strategies, and
instruments for each step, hence the focus of
their marketing ethics differs for each stage.
In order to improve the customer value-
driven culture, pharmaceutical businesses
should address the stage-specific
characteristics of the customer life cycle.

Susana Costa e Silva,
Marina Dabic,

Bozidar Vlacic,
Leonardo Corbo

The evolving role of artificial
intelligence in marketing: A
review and research
agenda.

A rising corpus of research on Intelligent
Systems/Artificial  Intelligence  (Al) in
marketing claims that Al is capable of
mimicking people and doing jobs in a
"intelligent" manner. Given the increasing
interest in Al among marketing researchers
and practitioners, this study seeks to provide
a comprehensive overview of the evolution
of the marketing and Al research fields.. Our
analysis of a few articles using the Multiple
Correspondence Analysis (MCA) method
highlights several research directions in
relation to the uptake, application, and
acceptance of artificial intelligence (Al)
technology in marketing, the importance of
data security and ethics, the significance of
institutional support for marketing Al, as well
as several other topics.

Introduction

The pharmaceutical industry is a heavily regulated and competitive market. Over recent years, it has been
a shift towards the utilization of digital marketing techniques to reach and engage with customers. One
such technique is the use of artificial intelligence (Al) in marketing. Al can be used to analyze large amounts
of customer data, personalize marketing campaigns, and optimize advertising spend. In this study, we aim
to acknowledge the current state of Al in marketing over the pharmaceutical sector and propose a
methodology for attracting customers through the use of Al.

Methodology

Al-powered marketing efforts have become increasingly popular in recent years as they allow businesses
to more accurately identify and target specific customer segments. In this essay, we will discuss the
process of identifying target customer segments by implementing Al-powered marketing efforts, how to
analyze and collect customer data, and how to implement Al-powered marketing campaigns.
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The first step in identifying target customer segments using Al-powered marketing efforts is to gather
data on your current customers. This data can be collected through various means such as surveys,
customer feedback, purchase history, and behavior patterns. It is important to have a variety of data
sources to ensure a comprehensive understanding of your customer base.

Once the data has been collected, it is time to analyze it using Al and machine learning algorithms. These
algorithms can help identify patterns and trends in the data that can provide insights into customer needs
and preferences, as well as identify segments that are most likely to be interested in your products or
services. For example, if you notice that a certain segment of customers has a high purchase frequency
and is also interested in a specific product category, you can conclude that this segment is more valuable
and should be targeted.

Based on the data analysis, you can then define specific customer segments that you want to target. These
segments should be defined based on factors such as demographics, behavior patterns, and purchasing
power. It is important to note that segments can be defined based on a single factor or a combination of
factors. For example, you may want to target a segment of customers who are both older and have a high
purchase frequency.

Once the customer segments have been defined, the next step is to create personalized experiences for
each segment. This can include targeted marketing campaigns, personalized product recommendations,
and customized content. For example, if you are targeting a segment of customers who are interested in
a specific product category, you can create a marketing campaign that focuses on that product category
and personalize the content to appeal to that segment.

The final step is to test and refine your targeting efforts to improve their effectiveness. This can be done
by monitoring the performance of your campaigns and making adjustments as needed. For example, if a
certain segment is not responding well to your marketing efforts, you may want to adjust your targeting
strategy to reach a different segment.

In conclusion, identifying target customer segments by implementing Al-powered marketing efforts can
be a powerful way to improve the effectiveness of your marketing campaigns. By gathering data, analyzing
it with Al and machine learning algorithms, defining customer segments, creating personalized
experiences, and continuously testing and refining your efforts, you can reach the right customers and
drive desired outcomes. However, it's important to keep in mind that Al-powered marketing campaigns
are not a one-time effort, it should be continuously monitored, updated and refined based on the results.

Al can be applied in the pharmaceutical industry in a variety of ways to enhance marketing initiatives and
gather data insights. Here are a few illustrations:

a)Predictive modeling: Predictive modeling is a powerful technique that can be used to analyze data and
make predictions about future events. In the pharmaceutical industry, predictive modeling can be applied
to enhance marketing initiatives in several ways. One of the most important applications of predictive
modeling in the pharmaceutical industry is targeted marketing. By analyzing data on customer
demographics, behavior patterns, and purchase history, companies can identify the most likely customers
to respond to a particular marketing campaign or product. This allows them to target their marketing
efforts more effectively, resulting in better ROI.

Another way predictive modeling can be applied in the pharmaceutical industry is through personalized
medicine. Predictive modeling can be used to analyze patient data and identify individuals who are at high
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risk of certain diseases or conditions. This allows pharmaceutical companies to tailor their products and
services to specific patient populations, resulting in more effective treatment. This approach is known as
precision medicine and it's becoming increasingly popular in the pharmaceutical industry. It can also be
used for sales forecasting, which allows pharmaceutical companies to better plan their production and
distribution efforts. By analyzing historical sales data, companies can make predictions about future sales
of a particular product, which can help them to optimize their operations. This can lead to more efficient
operations and cost savings.

Another application of predictive modeling in the pharmaceutical industry is in the area of adverse event
prediction. By analyzing data on patients and their medication history, predictive modeling can be used
to identify patients that are at a higher risk of experiencing an adverse event after taking a particular
medication. This allows pharmaceutical companies to take proactive measures to prevent such events,
and also helps in identifying the potential side effects of medication. This can help pharmaceutical
companies to reduce the risk of adverse events and improve patient safety. Finally, predictive modeling
can be used in drug development. By analyzing large amounts of data from clinical trials, predictive
modeling can be used to identify potential drug candidates that have the highest likelihood of success.
This allows pharmaceutical companies to prioritize their research and development efforts, resulting in
more efficient and effective drug development. This can ultimately lead to faster development of new
drugs and treatments, which can benefit patients. It is a powerful technique that can be applied in the
pharmaceutical industry to enhance marketing initiatives. By analyzing data, companies can identify new
opportunities, target their efforts more effectively, and make better-informed decisions. Predictive
modeling can help in targeted marketing, personalized medicine, sales forecasting, adverse event
prediction, and drug development. It's important to note that predictive modeling is not a one-time effort
and the data should be continuously updated to improve the model. Additionally, ethical and legal
considerations should be taken into account when implementing predictive modeling in the
pharmaceutical industry.

b)Personalized marketing: An IT product called "personalized marketing" will offer a vast platform for a
360-degree analysis of the already available resources. Al-powered systems may evaluate client data and
produce individualized marketing campaigns that are catered to particular demographic groups. This
could assist improve customer engagement and boost marketing campaigns' efficacy. Personalized
marketing is an approach that aims to tailor marketing efforts to the specific needs and preferences of
individual customers. In the pharmaceutical industry, personalized marketing can be applied to enhance
marketing initiatives in several ways.One of the key applications of personalized marketing in the
pharmaceutical industry is in the area of targeted marketing. By analyzing data on customer
demographics, behavior patterns, and purchase history, companies can identify specific segments of
customers who are most likely to respond to a particular marketing campaign or product. For example, if
a pharmaceutical company has a new treatment for a specific condition, they can use data to identify
patients who have been diagnosed with that condition and target their marketing efforts specifically to
that group. This allows the company to reach the right customers with the right message, resulting in
better ROI.

Another way personalized marketing can be applied in the pharmaceutical industry is through the use of
personalized medicine. Predictive modeling can be used to analyze patient data and identify individuals
who are at high risk of certain diseases or conditions. This allows pharmaceutical companies to tailor their
products and services to specific patient populations, resulting in more effective treatment. Personalized
medicine is becoming increasingly popular in the pharmaceutical industry, and personalized marketing
can help companies to reach the right patients with the right treatments. Personalized marketing can also
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be used to improve patient engagement and adherence. By analyzing data on patient behavior and
preferences, companies can create personalized communication and educational materials that are more
likely to resonate with individual patients. This can help to improve patient engagement and adherence
to treatment, which can ultimately lead to better health outcomes. In addition, personalized marketing
can be used to improve customer service. By analyzing data on customer interactions, companies can
identify common customer service issues and create personalized solutions that address those issues. For
example, if a pharmaceutical company receives a high volume of calls from customers who are having
trouble using a particular product, they can create personalized educational materials that help customers
to use the product more effectively. Finally, personalized marketing can be used to improve customer
loyalty. By analyzing data on customer behavior and preferences, companies can identify customers who
are at risk of switching to a competitor and create personalized retention campaigns that address those
customers' specific needs and preferences. This can help to improve customer loyalty and reduce
customer churn.

c)Chatbots and virtual assistants: Chatbots and virtual assistants are increasingly popular technologies
that are being used to enhance marketing initiatives in a variety of industries. In the pharmaceutical
industry, chatbots and virtual assistants can be applied in several ways to improve customer engagement,
provide personalized information and support, and streamline customer service.

One of the key applications of chatbots and virtual assistants in the pharmaceutical industry is in the area
of customer engagement. Chatbots and virtual assistants can be used to provide customers with
personalized information and support, 24/7. They can answer frequently asked questions, provide
product information, and assist with ordering and scheduling. This can help to improve customer
engagement and satisfaction, by providing them with the information they need, when they need it.
Another way chatbots and virtual assistants can be applied in the pharmaceutical industry is through the
use of personalized medicine. Chatbots and virtual assistants can be programmed to understand patient
data, such as medical history and current condition. This allows them to provide personalized information
and support, such as dosage recommendations, side-effects, and possible interactions with other
medications. This can help patients to better understand their treatment options and make more
informed decisions about their health. Chatbots and virtual assistants can also be used to improve patient
engagement and adherence. By providing patients with personalized information and support, chatbots
and virtual assistants can help to improve patient engagement and adherence to treatment, which can
ultimately lead to better health outcomes.

In addition, Chatbots and virtual assistants can be used to improve customer service by answering
frequently asked questions and helping customers with their orders. They can also be used to provide
customers with personalized information and support, such as drug dosage recommendations, side-
effects, and possible interactions with other medications. This can help to reduce the workload on
customer service representatives and streamline customer service. Finally, Chatbots and virtual assistants
can be used to improve customer loyalty by providing personalized information and support. By providing
customers with the information they need, when they need it, chatbots and virtual assistants can help to
improve customer loyalty and reduce customer churn. Chatbots and virtual assistants are powerful
technologies that can be applied in the pharmaceutical industry to enhance marketing initiatives. By
providing customers with personalized information and support, 24/7, chatbots and virtual assistants can
help to improve customer engagement, satisfaction, and loyalty. They can be used for customer
engagement, personalized medicine, patient engagement and adherence, customer service and customer
loyalty. However, it's important to note that the implementation of chatbots and virtual assistants in the
pharmaceutical industry requires a significant investment in technology and expertise.
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d)Monitoring social media: Monitoring social media is an important aspect of any marketing strategy, and
it's no different in the pharmaceutical industry. By monitoring social media, pharmaceutical companies
can gain insights into customer needs, preferences and opinions, which can be used to enhance marketing
initiatives. One of the key applications of monitoring social media in the pharmaceutical industry is in the
area of customer engagement. By monitoring social media, companies can identify customer needs,
preferences and opinions, and use that information to create more effective marketing campaigns. For
example, if a large number of customers on social media are discussing a particular health condition, a
pharmaceutical company can use that information to create a marketing campaign that addresses that
condition. This can help to improve customer engagement and satisfaction. Another way monitoring social
media can be applied in the pharmaceutical industry is through the use of sentiment analysis. Sentiment
analysis is a technique that uses natural language processing to identify the tone and emotion of a
particular piece of text. By monitoring social media, companies can use sentiment analysis to identify the
sentiment of customer posts, which can be used to understand customer needs and preferences. This can
help companies to create more effective marketing campaigns and improve customer satisfaction.

Monitoring social media can also be used to improve customer service. By monitoring social media,
companies can identify customer service issues and create personalized solutions that address those
issues. For example, if a pharmaceutical company receives a high volume of complaints about a particular
product on social media, they can use that information to create a personalized solution that addresses
those complaints. This can help to improve customer satisfaction and reduce customer churn.it can be
used to identify potential risks and opportunities. By monitoring social media, companies can identify
potential risks, such as negative posts about their products or services, and take proactive measures to
address those risks. On the other hand, companies can identify opportunities, such as new trends in
patient needs and preferences, and use that information to create new products or services. In conclusion,
monitoring social media is an important aspect of any marketing strategy, and it's no different in the
pharmaceutical industry. By monitoring social media, companies can gain insights into customer needs,
preferences, opinions, and sentiment. This information can be used to create more effective marketing
campaigns, improve customer service, and identify potential risks and opportunities. However, it's
important to note that monitoring social media is not a one-time effort and the data should be
continuously updated to improve the model. Additionally, ethical and legal considerations should be taken
into account when monitoring social media in the pharmaceutical industry.

These are just a few examples of how Al can be used in the pharmaceutical sector to improve marketing
efforts and collect data insights. It's important to note that as Al is a tool it's success depends on how it's
used, and it's important to align its use with ethical principles and regulations.Al can be used to attract
customers in the pharmaceutical sector through personalized marketing and predictive analytics. By
identifying customer segments and targeting marketing campaigns to specific segments, Al can help to
increase the relevance and effectiveness of marketing efforts. By predicting customer behavior and
preferences, Al can help to identify opportunities for engagement and conversion. Additionally, Al can be
used to optimize marketing efforts by automating tasks, such as email marketing and social media
marketing, and by providing insights into customer behavior through data analysis.

Conclusion

In conclusion, the use of Artificial Intelligence in the pharmaceutical sector has the potential to
revolutionize the way companies approach marketing. By leveraging the power of Al, pharmaceutical
companies can gain a deeper understanding of customer needs and preferences, as well as identify new
opportunities for growth. Al-powered marketing efforts can also help companies to create more
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personalized experiences for their customers, resulting in more effective marketing campaigns. However,
it's important to note that the implementation of Al in the pharmaceutical sector requires a significant
investment in technology and expertise. Additionally, companies should consider ethical and legal
considerations when implementing Al in their marketing efforts. Overall, the study suggests that the
pharmaceutical sector can greatly benefit from the implementation of Artificial Intelligence in marketing
and it's worth to invest in it.
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