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Abstract

The main objective of the dissertation was to examine the structure of the
pharmaceutical market in Iceland and which marketing techniques are
being used. The evaluation was done from the perspective of the
company PharmArctica and structured like a handbook for its

administrators to use when marketing their products.

A closer look at the pharmaceutical market revealed it to be common that

two companies would dominate each sector through market share.

An analysis of PharmArctica show the company to have plenty of
opportunities despite being new to the market but also revealed some

weaknesses due to its young age.

Marketing research that consisted of an email survey and two focus
groups confirmed that consumer behaviour in the pharmaceutical market
is different from what is common in regular consumer markets. When
people buy non prescription drugs they use their own experience to
decide which brand to purchase. Advertisements did not do well in the
research which can be attributed to the complicated rules and regulations
concerning what can and can not be done with advertisements in the
pharmaceutical market. In depth interviews with doctors confirmed that
the pharmaceutical companies are continuously sending them information

about their products.

The most common form of marketing and promotion was: product
promotions, media announcements about new products, conventions, ads
in health and science magazines and all sorts of merchandise given to
doctors and health care professionals. For consumers it was mainly
through traditional media excluding television as it is illegal to advertise

any sort of drugs through television.
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Utdrattur

Markmidid med pessari skyrslu var ad skoda uppbyggingu
lyfjamarkadarins 4 Islandi og hvernig stadid er ad markadsmalum 4
honum. Uttektin var unnin fyrir fyrirtaekid PharmArctica og hugsad sem
handbok fyrir stjornendur pess til ad meta hvernig 4 ad koma vérum pess

a framfeeri 4 arangursrikan hatt.

Vid néanari skodun & mismunandi pattum lyfjamarkadarins kom i 1j6s ad
algengt s¢é ad tvo fyrirtaeki hafi yfirburda stodu i formi

markadshlutdeildar 4 hverju svioi.

begar buid er ad greina stodu PharmArctica & markadnum ma sjé fullt af
tekiferum en fyrirtekid er jafnframt ungt ad arum og pvi akveodnir

veikleikar enn til stadar.

Markadsrannsoknir 1 formi vefkdnnunar og rynihopa syndu fram 4 ad
kauphegdun neytenda 4 lyfjamarkadi er 6lik pvi sem almennt pekkist a
hefobundnum neytendamorkudum. begar folk verslar lausasdlulyf redur
eigin reynsla mestu um hvada vorumerki verdur fyrir valinu. Auglysingar
komu mjdg illa Gt sem dhrifapattur og ma tengja pad medal annars vid
pau floknu 16g og reglur sem gilda um gerd og birtingu peirra a
lyfjamarkadnum. Djapviotdl vid leekna stadfestu ad mikid areiti er fra
lyfjafyrirteekjum 4 pessa starfstétt.

Helstu leidir i markadssetningu eru eftirfarandi: lyfjakynningar,
tilkynningar, rddstefnur, auglysingar i leknatimaritum, asamt alls kyns
varningi sem starfsmonnum heilbrigdisgeirans er gefinn. Hja neytendum
eru hefobundnir auglysingamidlar notadir ad undanskildu sjonvarpi par

sem ekki er leyfilegt ad auglysa lyf 1 gegnum pad.

Lykilord: Lyfjamarkadurinn 4 {slandi, markadsrannsoknir, samkeppni,

markadssetning og kauphegdun.




