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FORMATION OF PARTNERSHIP RELATIONS
BETWEEN SUBJECTS OF THE PHARMACEUTICAL
MARKET IN PROMOTION OF MEDICINES

IN UKRAINE AND FOREIGN COUNTRIES

Aim. To substantiate theoretically and practically the essence, content, basic approaches, and tasks
to effective formation of partnership relations between the subjects of the pharmaceutical market, which
activities are aimed at promoting medicines in Ukraine and foreign countries.

Materials and Methods. To implement the objectives the methods of content analysis, logical analysis,
grouping, generalization, graphical and marketing research methods were used.

Results. The contemporary concepts and tools for establishing and developing partnership relations
have been studied, the role and importance of partnership relations in the activities of the subjects of the
pharmaceutical market have been determined. The essence, peculiarities and types of partnership rela-
tions in the links of the pharmaceutical chain “Manufacturer - Wholesale Company - Pharmacy” have been
also described. The most advanced tools and technologies of interaction of the pharmaceutical market play-
ers, the main of them are: 1C Rarus (1C sectoral programs for automation of enterprises) and CRM systems
as a complex of business processes of the company for interaction with customers (Customer Relationship,
Min Peak, Win Peak CRM) have been detalized. The method for analysis of trends and specificity of part-
nership relations between the subjects of the pharmaceutical market based on such criteria as duration of
relationships, deep partnerships, the possibility of duplication, reliable partnerships, dynamic and effective
partnership relations has been proposed.

Conclusions. The theoretical significance of the research conducted is to specify the idea regarding
the importance of partnership relations in the field of pharmaceutical business, which form the basis of
the modern strategy of firms, and optimize their resources and opportunities for achieving competitive
advantages at the market. The practical importance of the research is that the results obtained can be used
for further analysis aimed at creating a more effective and long-term partnership relations between the
subjects of the pharmaceutical market in the field of promotion of medicines both in Ukraine and abroad.

Key words: partnership relations; medicines; manufacturers; distributors; pharmacies; tools and tech-
nologies of interaction; subjects of the pharmaceutical market.

A. B. O/1IbXOBCBKA, B. B. Manui

®OPMYBAHHS IMAPTHEPCbKHUX B3AEMOBIJHOCHH MIXK CYB' €EKTAMU ®APMALEBTUYHOTO
PUHKY Y CO®EPI IIPOCYBAHHS JIIKAPCbKHUX 3ACOBIB B YKPAIHI TA 3APYBDKHHUX KPATHAX

MeTa: TeopeTHYHe Ta NPAaKTUYHE OGI'PYHTYBaHHA CYTHOCTI, 3MiCTy Ta OCHOBHUX 3aBJ]aHb i miaxo-
ZiB 0 epeKTUBHOTO pOpMyBaHHS MapPTHEPCHKUX B3aEMOBITHOCHH MPU MOOYAOBI 6i3HEC-MTapTHEPChKUX
3B’AI3KiB MiXk Cy6'€KTaMM $papMalleBTUYHOTO PUHKY, AisIbHICTb SIKMX CIPSMOBaHA HA NMPOCYBaHH:A JliKap-
CbKHX 3ac06iB B YKkpaiHi Ta y 3apy6i>kHUX KpaiHax.

MeToAuU: KOHTEHT-aHa i3y, IOTIYHOTO aHa/i3y, TpyNyBaHHs, y3arajbHeHHs, rpadiyHui Ta MeToaU
MapKeTHHTOBHUX AOCiKEeHb.

PesynbTaTH JociijxeHHs. JlocaipkeHo cyyacHi KoHLenuii Ta iHCTpyMeHTH HaJlaroJpKeHHs i po3-
BUTKY IapTHEPCHKUX Bi/JHOCUH; BU3HAYEHO POJib Ta 3HAaYEHHS MAaPTHEPChKUX BiZJHOCUH Y JislJIbHOCTI
cy0’eKTiB papMaLeBTUYHOT0 PUHKY. OXapaKTepHU30BaHO CYTHICTb, 0COGJIMBOCTI Ta BUAM NAPTHEPCHKUX
BiZIHOCHH y JIaHKaX ¢papMalLeBTUYHOTO JIaHI[Iora «BUPOGHUK — onToBa pipMa - anTekar. [leTanizoBano
HOBITHI iIHCTpyMeHTH i TexHOJI0TiI B3aeMoJii cy6'eKTiB papMareBTUYHOI'O0 PUHKY, Cepe SKUX OCHOBHHU-
mu € 1C Papyc (ranysesi nporpamu 1C ass aBToMaTu3anii nignpueMmcts) Ta CRM cucTeMu sik KOMILJIEKC
6i3Hec-mpoleciB kKoMmnaHii i3 B3aemMozii 3 kiieHTaMu: «B3aeMoBiTHOCHHM 3 KJieHTaMu», «Min Peak, Win
Peak CRM». 3anponoHOBaHO MeTOAUKY aHaJi3y TEHAEHLIH Ta cnequdiku NapTHePCbKUX BiJHOCUH MiX
cy6'ekTaMu $papMaLeBTUYHOTO PUHKY 32 TAKUMH KPUTEPISMH, AK TPUBAJICTb BiIHOCUH, IMIMGUHA NapT-
HepChbKUX 3B’s13KiB, MOXKJIUBICTD y6G/II0BaHHS, HAAIMHICTh NapTHEPCHKOI B3aEMOAII, AMHAMiKa mapTHep-
CbKUX 3B’SI3KiB Ta epeKTUBHICTb NAPTHEPCHKUX Bi[HOCHH.

BucHOBKH. TeopeTHyHe 3Ha4YeHHs IPOBEJEHOTr0 AOC/I/PKeHHS M0JIAra€ y KOHKpeTH3allil Te3u Bij-
HOCHO 3HaY€eHHA NapTHePCbKUX BifiHOCUH y cdepi papmaneBTHYHOrO 6i3Hecy, AKi CTAHOBJIATbH OCHOBY
cy4acHoi ctpareril ¢pipM Ta oNTUMI3YIOTB iX pecypcH i MOKJIUBOCTI [J1s1 JOCATHEHHS] KOHKYPEHTHUX Tepe-
Bar Ha puHKY. [I[pakTHYHA 3HAUYILiCTh JOCJi/P)KEHHS MOJIAITa€ B TOMY, 1[0 OTPUMaHi pe3y/JbTaTH MOXYTb
OyTH 3aCTOCOBaHi /Il NOAA/BIIOr0 aHa/Ii3y, METOIO IKOTO € CTBOPEHHA e)eKTHUBHOTO i JOBrOCTPOKOBO-
ro MapTHepPCTBA MiXk Cy6’eKTaMu papMaLleBTUYHOTO PUHKY y cdepi mpocyBaHHI JiKapCbKUX 3ac00iB 5K B
YKpaiHi, Tak i 3a KOpZJOHOM.

Kntouoei cao0ea: napTHepchKi BiAHOCHHY; JiKapcbKi 3ac06M; BUPOOHUKH; AUCTPUO I0TOPH; allTEKH;
iHCTpyMEHTH Ta TexHOJIOTii B3aEMOZII; cy6'eKTH PpapMaLeBTUMHOTO PUHKY.
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®OPMHUPOBAHUE MAPTHEPCKMX B3AUMOOTHOIIEHUM MEX/Y CYBBEKTAMH
DPAPMAILEBTHYECKOTI'O PBIHKA B C®EPE NPOJABHUXKEHHSA JIEKAPCTBEHHBIX CPE/ICTB
B YKPAUHE U 3APYBEXKHBIX CTPAHAX

IleJib: TeOpeTHYECKOE U TPAKTUYECKOe 0O0CHOBAHKE CYLTHOCTH, COAePKaHHs1, OCHOBHBIX 3a/a4 U MO/~
X0/10B K 3¢ peKTUBHOMY GOPMUPOBAHUIO MAPTHEPCKUX B3AUMOOTHOLIEHUH TPU NOCTPOEHUU GU3HEC-
NapTHEPCKUX CBA3eH MeX/y CyobeKTaMu GpapMaleBTUYeCKOT0 PBIHKA, eTeJbHOCTh KOTOPBIX Halpas-
JIeHa Ha NMPOo/IBM)KEeHUe JIEKAPCTBEHHbIX CPEJICTB B YKparHe U 3apyOeKHbIX CTPaHaX.

MeToAbI: KOHTEHT-aHaJIM3a, JIOTUYECKOr0 aHA/IN3a, TPYNITHPOBKHY, 06001eHHs], TpadUIeCKUN U Me-
TOZbI MAPKETUHT'OBBIX UCCJIeJOBAHUH.

Pe3ysibTaThl HCC/IeA0BaHMA. McciieJoBaHbl COBpeMEHHbIE KOHIENIIUU U HHCTPYMEHTDI HalaXU-
BaHUS U PAa3BUTHs MAPTHEPCKUX OTHOLIEHU; ONpe/iesIeHbl POJib U 3HAYeHHe MapTHEPCKUX OTHOLIEHUH
B ZIeSITEJIbHOCTH Cy6'beKTOB dpapMaleBTHYECKOro phiHKa. OXapaKTeprU30BaHbl CYLIHOCTh, 0COGEHHOCTH
Y BU/IbI TAPTHEPCKUX OTHOIIEHUH B 3BEHbSIX hapMalieBTUYECKOH IeNH «IIPOU3BO/IUTEb — ONITOBast Gupma —
anTekar. /leTaJn3UpoBaHbl HOBble HHCTPYMEHTDI U TEXHOJIOTMU B3aUMOJEHCTBUs CyObeKTOB papmMalieB-
THUYECKOI'0 PhIHKA, CPeJIN KOTOPBIX B KAYECTBE OCHOBHBIX BrICTynarT 1C Papyc (oTpacsieBble mporpaMmbl
1C pist aBTOMaTH3anuu npeanpustiii) 1 CRM crucTeMbl KaK KOMIIEKC 6U3HEC-POIeCCOB KOMITAaHUH 110
B3aUMO/IEUCTBUIO C KJIMEHTaMU: «B3anMooTHoIeHUs ¢ KineHTaMuy, «Min Peak, Win Peak CRM». [Ipeasioxe-
Ha MeTO/MKa aHa/IM3a TeH/IeHIWH U CrleMPUKH MapTHEPCKHUX OTHOIIEHUH MeXy cyobeKkTaMu papma-
[[eBTUYECKOTO PbIHKA 10 TAKUM KPUTEPHUAM, KaK MPOJOKUTEIbHOCTh OTHOLIEHUH, IIyOUHA NapTHeP-
CKHUX CBsI3€H, BO3MOXXHOCTb AyOJUPOBAHUS, HAEKHOCTb MAaPTHEPCKOTO B3aUMOJeMCTBUS, AUHAMHUKA
NapTHEPCKUX CBsA3el U 3P PeKTUBHOCTb NAaPTHEPCKUX OTHOLIEHUH.

BbIBoAbI. TeopeTHueckoe 3HaYe€HUE NPOBEJIEHHOT0 UCCIe0BAHUS 3aK/I0YAETCs] B KOHKpeTHU3aluU
MOJIOXKEHUSI OTHOCUTEJIbHO 3HAaUYeHHs TAaPTHEPCKUX OTHOLIEHUH B chepe papMareBTHUIECKOro GHU3Heca,
KOTOpbIE COCTABJISIIOT OCHOBY COBPEMEHHOH CTpaTeruu GUpM U ONTUMHU3UPYIOT UX PECYPChI U BO3MOXK-
HOCTH JIJIS1 IOCTHXKEHUsI KOHKYPEHTHBIX MPEUMYIEeCTB Ha phIHKe. [[paKTH4YecKas 3HaUMMOCTb UCCJIE/I0-
BaHUSI 3aKJIIOYAETCS B TOM, UTO IOJIyYEHHbIE Pe3yJIbTaThl MOTYT ObITh UCIOJb30BaHbI JJIs A IbHEUIIEro
aHaJIM3a, L1eJIbI0 KOTOPOTro ABJseTcs co3jaHue 3G PpeKTUBHOIO U JOJTOCPOYHOr0 MapTHEPCTBA MEXAY
cyObeKTaMu ¢papMaleBTUYECKOTO PbIHKA B chepe NMpo/IBMKEeHUH JIeKapCTBEHHBIX CPEJICTB KaK B YKpau-
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He, TaK U 32 py6exoMm.

Kniouesule c106a: napTHepCKYe OTHOILEHHS; JIEKAPCTBEHHbIE CPe/ICTBA; NPOU3BOAUTEIH; JUCTPU-
ObIOTOPBI; ATEKH; HHCTPYMEHThI U TEXHOJIOTUH B3aUMO/IeHCTBUS; CYObeKThl papMalleBTHYEeCKOT0 PbIHKA.

Statement of the problem. While search-
ing partners in any business any enterprise
inevitably faces the problem of establishing
partnerships based on the mutual transparen-
cy and openness of partners in search of or-
ganizational partners, timely disclosure of ap-
propriate information regarding the structure
of management, production and sales of pro-
ducts, enterprise resources, etc. Trusting mu-
tual relations between business partners in-
volve permanent and thorough analysis of the
internal and external environment of the part-
nership, which can result in trusting business
relations. Effective partnership and partner-
ship relations of business subjects are the dri-
ving force of economic relations. Their effec-
tive implementation allows not only to control
obtaining the necessary resources, but also to
plan their development and market stability.
Under these conditions, the main benchmarks
of the market activity of business entities within
their spheres of functioning are harmonization
of economic ties, the search for a sustainable
competitive advantage, introduction of new de-
velopments in goods and services, as well as
effective channels of the commodity turnover
and their interaction.

The effective functioning of the pharmaceu-
tical sector in accordance with the innovation
vector of development is also largely connected
with the number and quality of partnerships
and relationships between them. Today, in the
context of globalization of the pharmaceutical
market and the increased demand for its pro-
ducts it becomes important to establish part-
nership relations since an effective system of
mutual relations in the long run is a precondi-
tion of the market stability of the enterprise
and its competitive advantages. However, un-
ambiguous recognition of the importance of
issues by scientists and pharmacists in form-
ing partnerships between subjects of the phar-
maceutical market does not provide a complete
answer to the most effective ways, mechanisms
and technologies for development of mutually
beneficial cooperation and the spread of part-
nership practices. The foregoing determines
the relevance of the topic of research.

Analysis of recent research and publica-
tions. Such authors as 0. Ye. Kuzmin, V. 0. Man-
dybura, Ye. G. Matviyishin and others have strongly
influenced development of the general theory
of confidence between partners and, directly,
confidence of final consumption subjects as
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Fig. 1. The ratio of groups of medicines at the pharmaceutical market of Ukraine
in the segments of domestic and imported pharmaceutical products as of December 28, 2018
(detailed by the authors on the basis of the materials [10])

a component of social responsibility of busi-
ness [1-3]. Yu. M. Knyazyk, M. I. Us have con-
sidered the problem of evaluation and deve-
lopment of relations between business part-
ners, as well as their interaction and modern
directions of formation [4, 5]. I. Podgurska has
dealt with the issues of the international part-
nerships in the modern world economy [6].
The works by 0. M. Piven are devoted to the
problem of the awareness level of specialists
of pharmaceutical enterprises concerning the
basic principles of marketing relationships [7].
A. A. Kotvitska [8] has studied the system of
state regulation of pharmaceutical legal rela-
tions in the sphere of drug circulation, including
the normative legal regulation of import-sub-
stituting production of medicines in Ukraine.

Identification of aspects of the problem
unsolved previously. With a large number of
works devoted to business partnership rela-
tions and the phenomenon of confidence, etc.,
we can note the growing interest of scientists,
researchers and professionals of the pharma-
ceutical sector in the problem of effective mu-
tually beneficial cooperation between the sub-
jects of the pharmaceutical market.

Objective statement of the article. Sum-
marizing the above the aim the study is theo-
retical and practical grounding of the essence,
content, main approaches and tasks to effec-
tively form partnerships in business partner-
ship ties between the subjects of the pharma-
ceutical market, whose activities are aimed at
promoting medicines in Ukraine and foreign
countries.

Materials and Methods. To implement the
objectives the methods of content analysis,

logical analysis, grouping, generalization, gra-
phical and marketing research methods were
used.

Presentation of the main material of the
research. Partnership relations are a type of
economic relations based on joint actions and
efforts of the parties united by common inte-
rest (beneficial to both parties), aimed at achie-
ving specific goals that are well understood by
the participants in such relationships. Recently,
the pharmaceutical market has undergone sig-
nificant structural changes, which have affect-
ed the quantitative and qualitative composi-
tion of the interacting parties, mechanisms,
technologies and the nature of their interac-
tion with the effectiveness as a guarantee of
the optimal use of the resources of the phar-
maceutical sector of healthcare, which is in line
with the National Strategy for Provision of the
Population with Medicines for the Period of
2018-2025 [9].

According to the data of the Department
of Pharmaceutical Activities at the Ministry of
Health of Ukraine, 13 046 names of medicines
were registered, including finished pharma-
ceutical products - 10 290; substances - 1961;
in bulk - 613; in bulk dispensing - 175. By dis-
tribution for domestic and imported products
their structure is detailed in Fig. 1.

Further analysis of the structure of the ex-
portand import potential of the pharmaceuti-
cal market showed a significant prevalence of
imports over exports of pharmaceutical pro-
ducts, which, in our opinion, greatly increases
the valence of partnership relations between
the subjects of the pharmaceutical market sin-
ce their effective interaction is decisive for the

[33]
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Fig. 2. The analysis of the foreign economic interaction of the subjects of the pharmaceutical market
(detailed by the authors on the basis of the materials [11])

optimal provision of the population with such
products. Fig. 2 has specified such pharma-
ceutical product as “Medicines” (commodity
position is 3004 of group 30 “Pharmaceutical
products” according to the Ukrainian classifi-
cation of goods of FT).

The pharmaceutical distributor is an in-
termediate link in the chain of medicines with
the fundamental task to promote the pharma-
ceutical product provided that the contractual
partnerships are built on the most advanta-
geous terms for all parties (manufacturer - dis-
tributor - retailer) of the commercial agree-
ment.

We should note that each party of this in-
teraction contains relationships between their
structural business units and relations within
them as the macro-level relationships; their

neglect may undermine all market benefits
(both quantitative and qualitative) for partners
within the chain. Today’s distributive compa-
nies are actively developing partnerships with
all players of the pharmaceutical market, there-
by trying to increase their influence on its main
trends.

TOP-10 distributors of the pharmaceutical
sector of Ukraine by the market share in 2018
were represented by the following enterpris-
es: BaDM (Dnipro), Optima-Farm (Kyiv), Ven-
ta (Dnipro), FRAM KO (Kyiv), Farm Planeta
(Kyiv), Fito-Lek (Kharkiv), Ametrin FK (Kyiv),
MedCenter M.T.K. (Kyiv), Farmako (Kyiv), Med-
farkom (Odesa) [12].

Wholesale intermediaries are the key in-
termediaries between pharmaceutical manu-
facturers and the pharmaceutical segment,
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providing timely and regular deliveries of phar-
maceutical products while guaranteeing com-
pliance with regulatory requirements for trans-
portation, storage and drug inventory.

However, it should be noted that the process
of consolidation is expanding in the field of dis-
tribution at the Ukrainian market as the largest
three companies account for about 75-80 %
of the total supply. This, in turn, reduces the
risk of diversification of the structure of buyers
and increases the risks of dependence of phar-
maceutical manufactures upon individual con-
tractors.

Retail trade of medicines occupies 86 % of
the market [13]. Regarding the results of 2018,
the leader in pharmacy networks by the num-
ber of outlets is Apteka-Magnolia (Zaporozhye,
brands: Apteka Nizkikh Tsen, Blahodiya, Kopiyka),
which already owns more than 550 outlets.
The TOP-5 largest networks also include Siri-
us-95 (Kyiv, the brand: Bazhayemo Zdorovya),
with about 480 outlets; Gamma-55 (Kharkiv,
the brand - “911”) has about 310 outlets; Med-
Service Group (Dnipro, the brand: Med-Service)
with the network consisting of more than
300 outlets, and Pharmastor (Kyiv, the brand:
Apteka Dobroho Dnya) with more than 230 out-
lets [15].

The analysis of literature enables to dis-
tinguish between two main forms of partner-
ship of the pharmaceutical market subjects in
the sphere of promoting medicines to the mar-
ket, namely organization of subsidiary offices
in the territory of Ukraine as a form of inter-
action with a definite business unit of the com-
pany, and outsourcing, which can be imple-
mented by the following types: production out-
sourcing that involves assigning part of produc-
tion functions to a third-party organization, in-
cluding self-production contracting aimed at
development of generic pharmaceutical busi-
ness; outsourcing of business processes, includ-
ing validation of the technological process and
registration of medicines in different markets;
innovative outsourcing, the implementation enab-
les pharmaceutical enterprises to manage the
rate of promotion of new medicines to the mar-
ket, including development and implementa-
tion of software and project management, and
outsourcing of functions, which provides for
the delegation of part of business processes
of the market player through interaction with

specialized warehouse agents (consignment wa-
rehouses); with the Ukrainian producers who
import medicines in the form of bulk or the
raw material, followed by dispensing or pro-
duction on the territory of Ukraine with or-
ganizations specializing in outsourcing with a
distributive office [15-17].

The above-mentioned factors have led to
radical changes in the work of manufacturers,
distributors and retail sector; their motto is to
create equal partnership of the parties in in-
terrelations of enterprises.

At the same time, the following principles
have become basic in such relationships, name-
ly consolidation of general and individual goals;
confidence of partners for the purpose of long-
term prospect of fruitful market partnership,
voluntary accession to the business community,
transparency and maximum openness of the
parties, mutually beneficial cooperation with
the compulsory recoupment of partnership re-
lations.

The conditions for implementing the above
principles of partnership relations are the ge-
neral interests and goals based on the availa-
ble initial level of cooperation and confidence
of the parties, while stipulating the necessary
mutual partnership, the general understand-
ing of the result of cooperation and establish-
ment of effective and open contacts, including
the dialog of the parties as the main way to
settle disputes arising in the process of deve-
loping interrelations of enterprises.

The most important task of such relation-
ships is to monitor and develop a strategic part-
nership with consumers, suppliers and distri-
butors. The relationship policy, in this case, trans-
forms the management processes from the mic-
roeconomic to macroeconomic level when part-
nership acquires a unique special role, and aims
to become a strategic partnership with sup-
pliers and technology partners, as well as long-
term relationships with consumers.

Today, professionals in practical pharmacy
master the latest tools and technologies for
such interaction, the main of them are: 1C Rarus
(branch of the 1C program for automation of
enterprises) and CRM systems as a complex of
business processes of the company to interact
with customers (partners and contractors)
focused on the increased sales, effective mar-
ket cooperation, improved customer servicing

[35]
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Fig. 3 The average rating criteria of partnerships of subjects of the pharmaceutical market
(the author’s research)

and long-term and trusting relationships with
partners - Mutual Relations with Customers,
Min Peak, Win Peak CRM (a system designed
to optimize the information support of rela-
tionships with customers). The above software
products of the CRM systems can operate in
the following modes: the operating mode, which
enables to automate the storage of customer
information and access to it; the analytical one,
which enables to automate the analysis of data
about customers, and the collaborative one,
which essence is to automate company con-
tacts with customers [18].

[t should be emphasized that the subjects
of the Ukrainian pharmaceutical market also
have the opportunity to use such software pro-
ducts as Kanban and Keiretsu which have long
been implemented in Japanese and European
companies as innovative partnership models,
but have not yet been used by the Ukrainian
entrepreneurs. The Kanban system enables to
perform export and import operations in order
to promote medicines on a transparent stra-
tegic basis, ensuring reliable, deep and dynamic
partnerships through the assortment forma-
tion without the risk of overstocking or shortage.
The Keiretsu system can function both hori-
zontally and vertically, its essence is to create
a network of enterprises with its further op-
eration, which share capital, scientific and re-
search developments, customers, sellers and
distributors.

Taking into account the aforementioned
we have analyzed the trends and peculiarities
of the partnership relations between the sub-
jects of the pharmaceutical market according
to the following criteria:

¢ duration of relationship as a factor of
a long-term partnership, the implementation

of it enables to plan the costs and timing of
projects, timely and appropriate fulfillment of
obligations, to avoid the risks of storage of both
products and the raw material, as well as in
the process of sales and promotion of medi-
cines;

o the depth of partnerships as a factor
of the level of interaction between partners
in different fields. Also, within the framework
of this criterion, it is envisaged to assess the
presence or absence of a process of joint plan-
ning and control of joint activities, creating and
functioning of jointly established structures ne-
cessary for the best partnership;

o the possibility of duplication (of part-
ner, communication channel, contact), which pro-
vides for the ability of an enterprise to replace
one connection with another in the shortest
possible time in case if a partner can not fulfill
its partnership obligations for some reason.
This opportunity is implemented through
available contacts and channels of the partner-
ship communication;

¢ reliable partnership, which is the re-
sult of trusting and synchronized cooperation;
the quantitative and qualitative assessment of
a partner expressed in such parameters as fi-
nancial indicators, goodwill, ability to accura-
tely and timely fulfill the obligations assumed;

¢ the dynamic partnerships as a factor
of expanding the sphere of partnership, deve-
lopment and implementation of new ways of
establishing and developing partnerships, pe-
netration to new markets through partners;

¢ the effective partnership is expressed
as the ratio of the value of the contract to the total
income from activities in this type of interaction
or through the comparison of terms of trans-
actions; directly the efficiency of consumers
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can be estimated by the share in the total pur-
chases. However, taking into account that these
indicators constitute a commercial secret of
any business structure, we propose the fol-
lowing conditions as criteria for the effective
partnership, namely the possibility to reorient
activities in accordance with the market condi-
tions; the ability of partners to achieve, main-
tain and enhance their market competitive ad-
vantages in conducting business on an indepen-
dent basis and on the basis of partnerships.

The research was performed at the prem-
ises of domestic pharmaceutical enterprises
(manufacturers, wholesalers, pharmacies), as
well as involving specialists from foreign phar-
maceutical companies.

The total number of experts was 160 peo-
ple with the following parity distribution:

¢ representatives of manufacturers of phar-
maceutical products at the level of heads of
structural units — 40 people;

e representatives of the wholesale chain -
80, further subdivided into:

- specialists of domestic firms — 40 people;
- representatives of foreign distributors -
40 people;

¢ retail agents — 40 people, the expert le-
vel - pharmacy managers and/or authorized
persons who have a functional or delegating re-
sponsibility for communicating with the who-
lesale network and/or structural subdivisions
of the manufacturing plants.

The components of the criteria for the ef-
fective partnership were assessed according to
ten-point scale with 10 points as the highest
score of the criterion.

The results of the study are presented in
Tab. and Fig. 3.

The analysis of partnership relation crite-
ria between the subjects of the pharmaceutical
market has shown all the trends of the level of
partnerships. Thus, such criteria as reliability,
durability and duplication (8.6; 7.8; 7.4 points)
rank first in the implementation of partner-
ships. Against this background, the value of
the average score of such criteria as dynamic
partnerships, their effectiveness and depth
(4.8, 4.6, 4.6 points, respectively) are of some
concern since they are indicators, first of all,
of the radical change of approaches to deve-
lopment of mutual partnerships between the
pharmaceutical market players in the field of
drug promotion, and secondly, serve as a basis

for development of new business models at
the market, and, thirdly, of market stability
and the ability of partners to strengthen their
market competitive advantages at the expen-
se of mutual understanding of the social ori-
entation of the general mission of the phar-
maceutical sector and the importance of part-
nerships for their implementation.

We should note that the results obtained
are reduced by the position of the retail sec-
tor, which representatives assessed the com-
ponents of these criteria as such, and this fact
shows the current inefficiency of their inter-
action with other parties in the partnerships
and requires further correction.

Conclusions and prospects for further
research. The theoretical and practical sub-
stantiation of the essence, content, basic ap-
proaches and tasks for effective partnerships
in business relations between the subjects of
the pharmaceutical market aimed at promot-
ing medicines in Ukraine and foreign coun-
tries has been conducted. It has been found
that partnerships are a kind of economic rela-
tions based on joint actions and efforts of the
parties, united by common interest (benefi-
cial to both parties), aimed at achieving spe-
cific goals well understood by the participants
of such relations. The theoretical significance
of their analysis is to specify the idea regarding
the importance of partnership relations in the
field of pharmaceutical business, which form
the basis of the modern strategy of firms, and
optimize their resources and opportunities for
achieving competitive advantages at the mar-
ket. The practical importance of the research
is that the results obtained can be used for
further analysis aimed at creating a more ef-
fective and long-term partnership relations
between the subjects of the pharmaceutical
market in the field of promotion of medi-
cines both in Ukraine and abroad. Taking into
account the fact that some indicators of part-
nership criteria for the retail sector are rather
problematic a complex analysis of the prob-
lems associated with deep partnership rela-
tions by such components as the process of
joint planning, control of joint activities, crea-
tion and functioning of the jointly formed
structures has been considered as a prospect
of further research.
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