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INTRODUCTION: The Master Class 151 session titled "Brand and Marketing Strategy" was held 

on August 5, 2026, at IIHMR University, Jaipur, in offline mode. The session was conducted under the 

guidance of Dr. Sudhinder Singh Chowhan, Professor, School of Pharmaceutical Management, 

IIHMR University, as Faculty Coordinator and the guest speaker was Dr. Manoj Kumar, 

Freelancing Consultant, Jaipur, Rajasthan. 

OBJECTIVE: A master class on Brand and Marketing Strategy was conducted to build students’ 

understanding of how business strategy is formulated and translated into brand and marketing action. 

The session aimed to familiarise attendees with the fundamental framework of corporate and functional 

strategy, the process of environmental analysis and strategic choice, and the major strategic options – 

expansion, stability, retrenchment, and combination – available to organisations, along with how these 

choices shape brand and marketing decisions. 

SALIENT NOVEL POINTS COVERED: 

1. Business Policy forms the fundamental framework of a company and defines its Vision, Mission, 

and Objectives, which together shape the Corporate Strategy and, subsequently, the Functional 

Strategy. 

2. Functional strategy is executed through Marketing Strategy, HR Strategy, and Finance Strategy, 

each of which must remain aligned with the overall corporate strategy. 

3. Marketing strategy operates through the 4Ps – Product, Price, Place, and Promotion – which act 

as the tactics and action programs used to implement strategy on ground. 

4. An effective strategy must be comprehensive (offering total coverage of the business), unified 

(taking the company in one direction), and integrated (harmonised across all functions). 

5. The strategic management process begins with a study of the company’s current strategy and 

current objectives before any new direction is planned. 

6. Environmental analysis and diagnosis examine the impact of external forces – political, technical, 

socio-cultural, and natural environment on business strategy. 

7. Strategic advantage analysis, generation of alternative strategies, and choice of strategy together 

form the core of strategic decision-making prior to implementation. 



8. Strategy implementation rests on four pillars: leadership, resource allocation, management 

policies, and organisation structure. 

9. Business definition is built on three dimensions – the products/services currently offered, the 

market served, and the function performed. 

10. Organisations pursue four major strategic options: Expansion, Stability, Retrenchment, and 

Combination. 

11. Expansion strategy involves a change in Product/Market/Function (P/M/F), whereas Stability 

strategy retains the same P/M/F with the level of business activity unchanged. 

12. Retrenchment strategy reduces the level of business activity, while Combination strategy 

applies more than one of these strategic options simultaneously across different businesses. 

13. The pace of change in a business definition – whether driven internally or externally – 

determines the extent of strategic redefinition required. 

14. Diversification strategies were explained through the Concentric versus Conglomerate 

framework, further classified as Related/Unrelated and Horizontal/Vertical, with firms adopting 

either an Active or Passive approach to diversification. 

15. Dr. Manoj Kumar emphasised that strategy formulation is a continuous and cyclical process, 

moving from environmental analysis to strategy formulation, implementation, and periodic 

review. 

Q&A and Interactive Session: The session concluded with an engaging and interactive Q&A 

segment, during which students actively participated by raising questions on the practical application 

of strategy formulation to brand positioning and marketing decisions in the pharmaceutical industry. 

CONCLUSION: The session provided students with a structured understanding of how brand and 

marketing strategy is built – beginning with a company’s vision, mission, and objectives, moving 

through environmental analysis and strategic choice, and culminating in implementation through 

leadership, resources, policies, and organisation structure. By linking core strategic management 

concepts such as expansion, stability, retrenchment, combination, and diversification to real-world 

brand and marketing decisions, the session equipped students with a practical framework for analysing 

how pharmaceutical companies build and sustain competitive strategy. Overall, the master class 

offered valuable conceptual grounding and industry perspective for students pursuing a career in 

pharmaceutical marketing and brand management. 

 



 

 



 



 

 



 












