oou. 0-p Acena Cmoumenosa

Hoy. Acena Cmoumenosa ce ouniomupa om
Dapmayesmuuen  axyimem, MY-Cogus  npes
1996 e., 3awumasa dokmopcka Oucepmayust 8 06-
JaCMma Ha CoYUaHama MeouyuHa U OpeaHu3ayus
Ha 30paseonazsaremo u gapmayusma npes 2007 a.
U NOYHaBA MASUCHTBDCKA CMENeH NO 30PageH Me-
HUONCMBbHM U 0OwjecmeeHo 30pase npes 2012 e.
Kwm nacmoswua momenm Ooy. Cmoumenosa e
npenodasamen ¢ Kamedpa ,, Opeanuzayust u uxo-
Homuka Ha ¢apmayusima” 6ve Dapmayeemuuen
paxynmem, MY-Cogus. Hayunume i unmepecu
BKIIOUGAM YNpaBIeHUe Ha Kayecmeomo, Gapmaro-
UKOHOMUKGA, (hapMayesmuiHo 3aKOHOOAMeICmeo,
coyuanta gapmayus, npoovLI*CaBawo odyueHue Ha
Mazucmup-ghapmayesniuime, 1eKapcmeena ynompe-
ba, ynompeba Ha xpanumentu dobaexu u dp. [oy.
Cmoumenosa npenooaga ynpasnenue Ha Kaecm-
60O 66 hapmayesmuuHama uHOyCmpust, (papma-
KOUKOHOMUKG, COYUATHA Gapmayust U MeOUYUHCKU
usoenus. Aemop u cvasmop e Ha noseue om 100
NYOTUKAYUY 8 HAYYHU CRUCAHUS 8 OONIACING HA Ha-
yunume 1 unmepecu. [oy. Cmoumerosa e 8ooeuy
ooumop no cmandapm 1SO 9001, ¢ Hacouenocm
KoM 30pageonaszéanemo ((hapmayesmuuny npous-
go00umeny u OUCHpUOYmopu, 002080pHU U3CIE00-
BaAMENCKY opeanuzayuy, OOTHUYHY eueOHy 3a6ede-
Hust u Op.) Kamo xoucynmanm 6 obnacmma na yn-
paeienue Ha Kavecmeomo 0oy. CmoumeHosa e pas-
una u enedpuna nogeve om 30 cucmemu 3a ynpas-
JIeHUe HA Kauecmeomo 8 Npouse00ument U OUCmpu-
Oymopu Ha 1ekapcmeeHy NpoOyKmu, MeOUuyUHCKU
uzdenusa u xpanumentu dobasku. IIpedcedamen na
Komucuama no xavecmso Ha buvneapckus @apma-
yesmuyern Coioz  (2007-2010) u  3amecmuuk-
npedcedamen Ha cowus 3a nepuoda 2010-2013 e.
Ocgen axademuunama xapuepa, 0oy. Cmoumerosa
uma noseve om 14 200unu onum 8v8 gapmayes-
MUMHamMa UHOYCMpUs 8 0ONACIIMA HA YRPasiieHue-
MO HA Ka4eCmeomo, pe2yiamopHa 0etiHocm u Hab-
JI00eHuUe Ha ekapcmeeHama 6e30nacHocm.

Acena Cmoumenosa
Tooop Haiioenos
Teooopa ['eopeuesa

COMPARATIVE ANALYSIS OF
PRODUCTS AND COMPANY
EXHIBITED ON
PHARMACEUTICAL FORUMS
IN BULGARIA AND GREECE

Introduction

The social, demographic and economic context in
which the pharmaceutical industry operates
changed dramatically during the last decade.' To-
day, pharmaceutical industry not only competes
internally, but it is also exposed to an external en-
vironment that is constantly changing. ,,Go-to-
market” strategies are affected by the competitive
medicinal products, shifts in buying influence, and
various legislated constraints.” Basic research and
development (R&D), together with marketing and
sales activities are two of the most important op-
erative and strategic priorities for the pharmaceuti-
cal companies.** The most inventive world phar-
maceutical companies invest, on average, ap-
proximately 16% of their sales into R&D and even
more, about 26% or more into marketing and sales
activities However, these ratios, especially the one
of R&D investment, are even higher with biotech-
nology and pharmacogenomic companies, and
much lower with the generic pharmaceutical com-
panies.’

PricewaterhouseCoopers, ,,Pharma 2020: The vision”,
http://www.pwc.com/gx/en/pharma-life-sciences/pharma-
2020/pharma-2020-vision-path.jhtml

Caruso, D. Market Effectiveness: The Key Competency
for Pharmaceutical Growth,
www.microsoft.com/dynamics

Kesi¢ D., Strategic analysis of the world pharmaceutical
industry, Management, Vol. 14, 2009, 1, 59-76.

Lui, Q. The Dynamics of Competitive Drug Detailing.
The Johnson School at Cornell University, 2007.

Kesi¢, D., 2006. Dynamic development of world
pharmaceutical market, 22nd of May 2006, Delo,
Ljubljana, 12.
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Tooop Haiioenos

Tooop Hatideros e mazucmop no gapmayust u ma-
2UCHTBD HO MEHCOYHAPOOHU UKOHOMUYECKY OMHOUECHUSL.
IIpoghecuonantus My nvm npemuHasa npe3 KOHCYIman-
MCKa KOMAAHUA 8 obracmma Ha apmayusma, npeoc-
MAgUMEICMB0 Ha 600euj NPOU3BO0UMEN HA JIeKapcmee-
Hu npodykmu 6 bvieapus u cocnosHa opeanuzayus.

Bun e wien na opeanusayuonnume Komumemu Ha
Buwireapckume apmayeemuunu OHu npe3 nocneoHume
nem 200uH.

Hma unmepecu 6 obnacmma Ha npoowidicasaujo-
mo obyueHue Ha MeOUYUHCKUMeE CReYUaTUCM, 63aui-
MOOMHOWEHUAMA MeACOY MeOUYUHCKUME CHeyuaniic-
mu u npeocmagumenume Ha QApMayeemMuuHama uH-
oycmpus, unogayuume 8 0OIACMMA HA TEKAPCMBO OC-
60002COaBaIUMe CUCMeMY, hapMayesMmuIHOMo 3a-
KOHOOamencmeo.

npogp. 0-p Teooopa I'eopzuesa

IIpog. Teooopa I'eopeuesa e xabunumupara 6 06-
JACma Ha CmMpamezuieckomo ynpasiieHue Ha Haykama,
mexHonozuume u unosayuume. IIpenodasa & oonacmma
HA  UHOBAYUOHHUSL MEHUONCMBHI, YNPAGIEeHUemo Ha
NPOEKMY, MAPKemuHea U CHpame2uiecKomo ynpaeie-
nue. Ilpog. Teodopa I'eopeuesa e 3amecmmuk- pekmop
10 HoyuHouscredosamenckama oatiocm 6 MedwcoyHa-
poOHomo 8ucute busHec yuumuye, bomesepao. Ta e cep-
muguyupan odeuy 00umop Ha Cucmemu 3a ynpasieHue
Ha Kawecmsomo (Quality Management Systems 1SO
9001:2000 and 1SO 19011). IIpogp. Teodopa I eopeuesa
e enasen excnepm 6v6 Qonoayus ,, [punodicnu uzcneo-
6anua u komyHuxayuu”. Ta koopouHupa pabomama no
noozomoekama Ha 200umHus 00kiad Hnosayuu.62 u
yuacmea 6 usneiHeruemo Ha npoexkmu va EC u Hayuo-
HAHUMe onepamueHy npospamu. Yuacmea 6 pabomama
Ha Excnepmuust cveem no unosayuu kem Ponoayusma
8b8 6PB3KA € U3OMEAHEMO HA AHATU3U HA HAYUOHATHA-
Ma UHOBAYUOHHA NOTUMUKA U PA3BUMUEMO HA UHOBAYU-
oHHus nomenyuan.Indeed, most of innovations in the sec-
tor are commercial, not pharmaceutical ones and big fo-
cus is put in marketing activities. Approximately 90% of
marketing budget of the pharmaceutical industry is di-
rected at physicians, giving a clear indication of priority
industry channels.
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Audits of pharmaceuticals market-
ing expenditures of companies in more
than 30 countries showed that worldwide
spending on sales force and other market-
ing channels in 2010 were over US $91
billion. Global spending on sales force
promotion represented over 61% and
spending on meetings, exhibitions and
other events — over 14% of audited mar-
keting channels.’

Exhibitions (trade and consumer
shows) are market events, characterized by
a specific duration at which a large number
of companies present their products, sell
them or disseminate information in order
to promote sales.” Exhibitions are a par-
ticularly important part of the industrial
promotional mix. They are unique in that,
of all the promotional tools pharmaceutical
industry uses, they are the only one that
brings buyers, sellers and competitors to-
gether in a commercial setting.*’

The relevant feedback proved that
the exhibitions are the most effective
way of achieving sales and marketing
objectives'® as they are an important and
effective channel for the exchange of
ideas, goods and services in the center of
which stands the communication.''

Pharmacies represent a potential
sales channel for both life sciences
companies and fast-moving consumer-
goods (FMCG) companies. However this

http://www.marketwire.com/press-re-

lease/cegedim-2010-audited-pharmaceutical-

marketing-expenditure-results-published-

cegedim-paris-cgm-1535430.htm

http://yambiz.org/hrd/images/stories/pdf/

pdfonline4.pdf

Jobber D., Fahy J., Foundations of Marketing,

ISBN: 0077121902, Copyright year: 2009,

http:/highered. ~ mcgraw-hill.com/sites/dl/free/

0077121902/675877/FOM_C09.pdf

? Beier J., Dambc S., The Role of Exhibitions in
the Marketing Mix, The Global Association of
the Exhibition Industry,
www.ufi.org/medias/pdf/ufiactivities/education/
ufi_education.pdf

1% Exhibitors Guide, ITE Groop PLS
http://www.ite-exhibitions.com

' Henuesa JI., BusrecsT Ha xmBo, http://iec.bg/bg



channel differs from other traditional channels in many ways, and needs to be carefully
managed if a success is to be made of it.'> There are changes in physicians’ sources of
pharmaceutical information — from mail or journal advertising to meeting and conference."
In the same time sales calls with healthcare professionals are becoming more and more
challenging because of limited time.'* This further enhances the role of trade shows held
parallel with scientific congress and conferences of healthcare professionals.

What really makes a success from an exhibition comes from the match of the
objectives of attendees and exhibitors.”” The aims and objectives of visitors and
exhibitors for exhibition participation are likely to be different.'® Berne and Garcia-
Uceda identified different variables or indicators within three general criteria that may
influence the potential visitor's trade show selection decision: perception of
information on trade show, the marketing objectives of the company, and the perceived
costs, deriving from attending."’

A side-by-side comparison of findings from 2010 and 2006-2007 studies
revealed several differences in the factors which attracted medical staff to exhibitions,
as shown in Table 1. The increase in medical professional attracted because of ,,product
information/product interest” is important because it suggests that education and
learning was transferred to exhibition objectives.'®

Typical exhibitors rationale for participation are any combination of the
following: increase sales through new orders or qualified trade show leads; introducing
new products or services; enhance relationships with current customers; conduct
market research; obtain contact names for the company’s e-mail list; open new markets
or territories; gain media exposure; check out the competition; enhance the company
image or brand; conduct sales meetings in conjunction with the exhibit; provide
education to the visitors; recruit new employees etc.'” A study find medical exhibitors’
event selection criteria as follow: ,, Tradition, we exhibit at the same shows annually” —
60%; ,,Attendee demographics” — 57%; ,,Perceived ROI or ROO opportunity” — 47%;
»Attendance numbers, projections” — 40%; ,,Lead gathering opportunity” — 36%,
»Whether competitors are exhibiting or sponsoring” — 32%, ,,Other” — 99%.%

12 Caldwell P, Fitzgerald G, Occhetta M. Success in the Pharmacy Channel. Tefen Tribune, Spring
Issue, 2011: 17-18

1 Williams J., Hensel P., Changes in physicians’ sources of pharmaceutical information: a review
and analysis, Journal of Health Care Marketing, 1991, Vol 11, Ne:3, 46-60.

' Lorimer E., Goldberg M., Dynamics in exhibit marketing for healthcare exhibitors, White paper,
2008, Marketech, Inc. and Lorimer Consulting Group.

15 Jjanan Wu J., Dasgupta A., Lilien G., A Model of Trade Show Diversity The Pennsylvania State
University, Institute for the Study of Business Markets, ISBM Report S-1997.

' Lee M., Seo J., Yeung S., Comparing the Motives for Exhibition Participation: Visitors’ versus
Exhibitors’ Perspectives, International Journal of Tourism Sciences, Volume 12, Number 3,
2012, 1-19.

17 Berne C., Garcia-Uceda M., Criteria involved in evaluation of trade shows to visit, Industrial
Marketing Management 37, 2008, 565-579.

'8 Goldberg M., Stevens H., Griffithe G., The Future of Healthcare Exhibiting is Learning, An
Exclusive Industry Analysis by marketech360, 2011.

' Dallmeyer B., SUCCESSFUL EXHIBIT MARKETING,, UFI, The Global Association of the
Exhibition Industry.

2 Medical & Healthcare Exhibition & Event Marketing Trends & Outlook, An exclusive industry
analysis by Skyline Exhibits & Tradeshow Week, http://www.skylineiowanebraska.com/wp-
content/uploads/2011/11/Med_Health.pdf
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Table 1. Medical exhibitions: reasons for attending

Factors (reason for attending) 2010 2006-07
Product information / Product interest 40% 16%
Activity, promotions, hospitality 36% 14%
Happenstance 28% 24%
Name recognition 13% 11%
See or talk to a rep 8% 11%

*Exceeds 100% because multiple responses were permitted.
Goldberg M., Stevens H., Griffithe G., The Future of Healthcare Exhibiting is Learning, An Exclusive Industry
Analysis by marketech360, 2011.

The aim of this publication is to make a comparative analysis of types of
products and companies exhibited at the biggest pharmaceutical forums in Bulgaria and
Greece in 2012.

Method:

Comparative analysis of data concerned types of products and companies
exhibited at the biggest forums in Bulgaria and Greece in 2012.

Results and discussion

Bulgarian Pharmaceutical Days (BFD) is the biggest pharmaceutical forum of
Bulgarian pharmacists, organized by the Bulgarian Pharmaceutical Union. The organizers
define it as a ,,forum for creating possibilities for fruitful dialogue between pharmacists,
manufacturers, distributors and representatives of the academic community, within which
they can discuss current and important issues in the sector”. The event is visited by more
1500 pharmacists, which represents approximately 30 % of those who have the right to
exercise the profession in Bulgaria. The BFD in 2012 were dedicated to ,,Equal access to
medicinal products and pharmaceutical care” and traditionally included a conference part,
ending with round table, and a commercial exhibition.

The main motto of BFDs performed in 2008-2012 and their accreditation as
continuous education events is shown in Table 2.

Table 2. Bulgarian Pharmacy Days 2008-2012

ﬁ%}i

“Ethical Model ,,one pharmacist-one pharmacy”- a guarantee
2008 | for quality pharmaceutical care” 12

“Good Pharmacy Practice — the role of the pharmacist as a guarantor
2009 | for the rational and safe use of medicine products” 12
2010 | “Professionalism and ethics — a focus on patient” 15

“The pharmacy in Bulgaria — European dreams and Bulgarian
2011 | reality” 15
2012 | “Equal access to medicine products and pharmaceutical care” 40

The main mottos in 2008 — 2012 reflect the issues and topics of interest of
pharmacists in Bulgaria. An important part of the Bulgarian Pharmaceutical Days is the
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educational program which presents academic achievements in various fields of science
related to pharmaceutical knowledge and public health. The increase of the number of the
accreditation points over time is due to the development of rich educational program
through the years. The educational program in 2012 included subjects such as: influence
of political and legal environment on access to medicine products and pharmaceutical
care; health and economics benefits of pharmaceutical care; iatrogenic diseases and the
role of pharmacist in their prevention, European vision of pharmacies, pharmacists and
pharmaceutical practice, analysis of pharmaceutical market, falsified medicines, patient’s
role regarding access to medicine products and drug policy decisions as well as
pharmacoeconomic issues. The increase in accreditation is also due to the increase of the
duration of the event. Both changes are associated with the willingness of the organizers
to be in unison with the contemporary tendencies in the pharmaceutical sector.

Pharma Point is an event organized by Thessaloniki Pharmaceutical Association
and claims to be one of the two largest pharmaceutical events in Greece. The organizers
aim to forums intersection of interests of the various players in the drug supply chain —
manufacturers, wholesalers, pharmacists and payers. Pharma Point also offers a rich
educational program ended with a round table, trade show and solemnity part and is the
Greek equivalent of Bulgarian Pharmacy Days. In 2012 PharmaPoint was dedicated to
,Medicine, medical care, pharmacies in Greece”. The commercial exhibition was visited
by 2500 pharmacists.

The main topics of PharmaPoint in 2012 were dedicated to cooperatives and new
services; innovations in the control of infections, allergies and cancer; pharmacist’s role
in non-life-threatening diseases; food supplement’s market future, pharmaceutical
marketing, the Pharmacopoeia; pharmaceutical care project etc.

Bulgarian Pharmaceutical Days and PharmaPoint are similar in their design,
implementation and organizational events. From the perspective of their organizers, these
are perceived as scientific and educational forums, where pharmacists and other
participants exchange ideas, and not as pure trade shows. The perceptions of companies
that exhibit on both events are opposite — they perceive them as special types of trade
fairs and opportunity to increase

54 companies exhibited on BFD in 2012 on a total of 361,5 m’, while
PharmaPoint was attended by 38 companies situated on 667 5 m® surface. The largest
exhibition stand in Bulgaria was 15 m’ and the smallest — 4 m?, 47 m* and 5 m® for
PharmaPoint respectively. The average size of the stands in Bulgaria was 6,95 m?, for
Greece — 17,5 m”. The conditions of exhibition halls differ significantly between the
countries. The conditions in Bulgaria offer a possibility of exhibition stand depth within 2
— 3 m., while in Greece the stand depth reach to 5 m. This reflects on the size and type of
the exhibition stands.

During the exhibition of Bulgarian Pharmaceutical Days 2012, 70,95 % of
companies presented more than one product category. At the exhibition of PharmaPoint
on 55.17 % of the exhibition stands are exposed only one product category, while on
44.83 % — more than one product category.

We found out significant differences in the types of products presented at two
exhibitions and their performance parameters. Medicines without prescription (OTC),
prescription only medicines (Rx), dietary supplements, cosmetics, medical devices,
medical equipment, supplies and vaccines were advertised in Bulgaria at BFD in 2012,
while in Greece the focus was put on glucometers, food, milk, baby cosmetics,
promotional items, including bags, shoes, medical software. Possible for this discrepancy
is difference in the legislative basis between the two countries.

67



At the Bulgarian exhibition the most widely represented were OTC medicinal
products, followed by prescription only medicines, food supplements and cosmetics.
During the exhibition of Bulgarian Pharmaceutical Days 2012, 51.85% of the exhibitors
and 56.71% of the total size of the exhibition stands advertised medicines without
prescription and respectively 40.74% of the exhibitors and on 44.81% of the total size of
the exhibition stands are represented prescription only medicines and 31.48% of the
exhibitors and on 29.60% of the total size of the exhibition stands — dietary supplements.

Unlike the Bulgarian even, during PharmaPoint exhibition the most widely
presented products were cosmetics, followed by dietary supplements and medicines without
prescription. 37.5% of the exhibitors and on 41.8% of the total size of the exhibition stands
were advertising cosmetics and respectively 35% of the exhibitors and on 37.18% of the
total size of the exhibition stands — food supplements and 17.5% of the exhibitors and on
16.19% of the total size of the exhibition stands — medicines without prescription.

On table 3 are marked the most types of products by the number of the exhibitors
and the size of the rented exhibition area.

The explanation can be found in the differences that are observed in the
distribution channels of the particular products in the two countries. In Greece
pharmacies are the only licensed vendors for both prescription only and over-the-counter
medicines, including food supplements. *' In Bulgaria the regime is relatively more
liberal regarding medicines without prescription and food supplements and they can pass
in other than pharmacy distribution channels.

Table 3. Advertised products at both events

BPhDays PharmaPoint

Category % m2 % stands % m2 % stands
OTC 56.71% 51.85% 16.19% 17.50%
Rx 44.81% 40.74% 17.24% 15.00%
Dietary supplements 29.60% 31.48% 37.18% 35.00%
Cosmetics 17.29% 14.81% 41.83% 37.50%
Medical devices 8.85% 9.26% 10.64% 10.00%
Oral Hygiene 8.30% 7.41% 3.60% 5.00%
Medical equipment 7.75% 3.70% 3.60% 5.00%
Vaccines 6.09% 3.70% 2.70% 2.50%
Homeopathy 3.32% 3.70% 0.00% 0.00%
Antiseptics 1.66% 1.85% 8.55% 7.50%
Foods 0.00% 0.00% 3.00% 2.50%
Glucometers 0.00% 0.00% 9.15% 10.00%
Milks/ Baby cosmetics, | 0.00% 0.00% 11.69% 7.50%
Medical software 0.00% 0.00% 2.70% 2.50%
Shoes 0.00% 0.00% 3.00% 2.50%
Ins. Card 0.00% 0.00% 1.95% 2.50%

Marketing strategies of the companies which operate in the field of medicines and
healthcare products are significantly influenced by the specific elements of the health

2! Kanavos P., Schurer W., Vogler S., The Pharmaceutical Distribution Chain in the European
Union: Structure and Impact on Pharmaceutical Prices, Final Report March 2011.
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system. The health system represents a unique mechanism by which medicines reach the
patient. In its entirety, it defines the way of prescription and dispensing of medicines and
healthcare products, as well the way of their payment and thus determines the direction in
which the marketing communication is focused.

This is clearly notice by comparative analysis of types of companies exhibited at
the biggest pharmaceutical forums in Bulgaria and Greece in 2012.

Conclusion:

Trade shows are useful tool in company marketing strategies: e.g. launching new
products, introduction in new markets, improving customer relationships etc. Each
potential exhibitor has to select the right show for each purpose.

Both Bulgarian Pharmacy Days and PharmaPoint are recognized by the
pharmaceutical society as big events for the pharmacists, which is confirmed by the
number of visitors.

The changes in the organization and the scientific program are associated with the
willingness of the organizers to be in unison with the contemporary tendencies in the
pharmaceutical sector.

An events of such scale is essential for fiscal stability of organizations. So
involvement of the pharmaceutical industry, without affecting the scientific program is an
important element of the management of the organization.

In fact marketing strategies of the companies which operate in the field of
medicines and healthcare products are significantly influenced by the specific elements of
the health system.
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CPABHUTEJIEH AHAJIU3 HA IPOAYKTUTE U KOMOAHUUTE-
U3JOKUTEJN HA ®APMALEBTUYHU ®OPYMU B BbJATAPUS U
I'bPIUS

Pe3ome

[Tanaupure, U3m0X0NTE M N3T0KEHHUATA MPEICTABIIABAT OCOOCHO BaXKHA YacT OT
MH/yCTPHAIHUS IIPOMOLIMOHAIEH MHKC. [IpUBINYaHETO Ha XWIAAN IMOCETUTENN Ha €IHO
MSCTO MPEBPBILA THPrOBCKUTE M3JI0XKCHHUS B MOIIHA MApKETHHIOBA CPEZa U BCE ITOBEUE
KOMIIaHUHU C€ BB3MONI3BAT OT TO3H (akT. KOMOMHNPAaHETO HA THPTOBCKUTE MU3I0KEHHS C
JIPYTH CHOUTHS KaTo CeMHHApH, Aeduiera, CelUalHid ChOUTHSA U KOHIPECH MOBHIIIABA
HHTEpeca Ha MMOCETUTEINTE U U3JI0KUTEIHTE.

[lenTa Ha HACTOSIIETO M3CIIEBAHE € Jla CEe HAlPaBH CPAaBHHUTENICH aHAIIM3 Ha THIIA
MIPOIYKTH M KOMIAHUHUTE-U3JI0KUTEIH Ha THPTrOBCKOTO HM3JIOKEHHE IO BpeMe Ha Haid-
ronemure GpapMareBTHUHN KOHrpecH B bearapust u ['epumst mpes 2012 1.

[Bara ¢opyma mpuTekaBaT CXOAHM XapaKTEPHCTHKH O OTHOIICHHE HA OPTaHU-
3aTOPHTE, TOCETUTENTE U LEUTE ¥ Bb3 OCHOBA HA aHAJIM3a MOTaT /1a CE HANPaBAT M3BO-
I 32 3HAYCHUETO Ha allTeKUTE KaTo AUCTPHOYILIMOHEH KaHall 3a JIEKapCTBa, XPAaHUTEITHH
n00aBKH 1 ObP30 0OOPOTHHU CTOKH B JBETE CTPAHH.

KnarouoBu nymu: dapmaneBTHdHa HHAYCTpUs, (apManeBTUYHU H3JI0XKEHHS,
(hapmanieBTHYEH MapKETHHT

COMPARATIVE ANALYSIS OF PRODUCTS AND COMPANY
EXHIBITED ON PHARMACEUTICAL FORUMS IN BULGARIA AND
GREECE

Abstract

Fairs, shows and exhibitions are a crucial part of industrial promotional mix.
Attracting thousands of visitors to one place turns trade exhibitions into a powerful
marketing environment and more companies take advantage of this fact. Combining trade
shows with other events such as seminars, shows, special events and congresses increases
the interest of visitors and exhibitors.

The aim of this study is to make a comparative analysis of the types of products
and companies exhibiting at the trade fair during the largest pharmaceutical conferences
in Bulgaria and Greece in 2012.

Both forums have similar characteristics in terms of organizers, visitors and
objectives and based on the analysis one can draw conclusions about the importance of
pharmacies as a distribution channel for drugs, food additives and fast moving consumer
goods in both countries.

Key words: pharmaceutical industry, pharmaceutical exhibitions, pharmaceutical
marketing
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