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摘  要 

医药行业是二十一世纪最重要的产业之一，因为医药卫生行业与人类的生命

健康息息相关，改革开放以来，我国国民经济不断高速发展，医药行业也获得了

巨大的飞跃。对于医药企业来说，市场营销是非常重要的一个环节，企业要让市

场认可其研发和生产的产品，首先要通过市场营销让消费者了解其产品。HS 医

药公司创建于 1995 年 7 月，目前已发展成为集化学、生物药物研究，医药中间

体、原料药合成，制剂制造和产品销售于一体的创新型医药集团。本文以 HS 医

药公司为案例分析我国医药行业市场营销的现状以及存在的问题，并提出一些解

决的方案。 

    首先，分析我国医药行业的现状，主要从宏观环境、行业竞争环境入手，再

分析我国医药行业目前主要的市场营销战略模式、渠道模式和推广方式。本文主

要应用 PEST 模型、波特五力竞争模型对我国医药环境进行分析。其次，分析 HS

医药公司目前市场营销的现状，从营销战略、营销渠道模式和营销推广模式三个

方面入手进行具体的分析，并指出公司目前的市场营销中的优势以及存在的问

题。然后，通过 STP 市场细分入手，重新分析 HS 医药公司应该选择的目标市场

和市场定位。在此基础上，应用市场营销策略组合理论，分析 HS 医药公司进一

步完善其市场营销系统可以采用的方法，提出相关的建议。 

 

 

关键词：医药；市场营销；策略 
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Abstract 

Pharmaceutical industry is one of the most important industries in twenty-first 

Century, because the medical health industry is closely related to human life and health. 

Since the reform and opening up, China's national economy has been developing rapidly, 

and the pharmaceutical industry has also been a great leap forward. For pharmaceutical 

companies, marketing is a very important part of the enterprise The enterprise must let 

consumers know their products through marketing to make the market recognizes its 

products. HS Medicines Co, founded in July 1995, has developed into a collection of 

chemical, biological and pharmaceutical research, pharmaceutical intermediates, drug 

synthesis, pharmaceutical manufacturing and product sales in one of the innovative 

pharmaceutical group. This paper analyzes the present situation and existing problems of 

the marketing of Chinese medicine industry with the case of HS Medicines Co, and puts 

forward some solutions. 

First of all, this paper will analyzes the current situation of China's pharmaceutical 

industry, mainly from the macro environment, industry competition environment, and 

then this paper will analyze the major marketing models , channel mode and promotion 

mode of China's pharmaceutical industry.This paper mainly uses PEST model, the Potter 

competition model to analyze the environment of China's pharmaceutical industry. 

Secondly, the paper analyzes the current marketing strategy from three aspects of 

marketing strategy, marketing channel mode and marketing promotion mode, and pointed 

out that the company's current marketing advantages and the existing problems. Then, 

through the STP market segments, this paper will reanalyze the target market and market 

positioning that HS Medicines Co should choose. On this basis, with the application of 

marketing strategy portfolio theory,this paper will analyze the method of how to further 

improve its marketing system of  HS Medicines Co,and puts forward relevant 

recommendations. 

 

 

 

Key words：Medicine; Marketing; Strategy 
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