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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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