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Executive Summary

With the rapidly growing economy, health care issues are considered gradually by both the public and the government in China. Chinese people concern more and more concern about their health. This transformation gives great opportunities to both domestic and multinational pharmaceutical companies to develop their businesses. Schering-Plough is one among them. 

Schering-Plough is a US based pharmaceutical company among the most famous multinational ones; it had over 30,000 employees worldwide in the year 2006. Schering-Plough sells its medical products in over 120 countries. The three main areas that it covers are Prescription Pharmaceuticals, Consumer Health Care and Animal Health. 

Although Schering-Plough started its business in China since the end of 1980s, its market share was not as big as that was in the US and other parts of the world. The main reasons were the low awareness of health care issues, government control, and exorbitant price of its products.

In 2005, the situation changed, one of its core products- Clarityne was approved by the Chinese State Food Drugs Administration (SDFA) from prescription pharmaceutical to OTC drug in the Chinese market (Clarityne was approved to enter the national OCT market, 2005, para.2). Together with the increasing awareness of health care of the Chinese citizens, it gave a great chance to Schering-Plough to acquire more market share and profits.

But till last year, the sales of Clarityne are not increasing as fast as the company expected to be. This situation is likely connected with the awareness of allergy among Chinese citizens and the Clarityne’s brand positioning in the OTC market.

So, in this project I firstly did a research on the awareness of allergic illness among Chinese citizens and the awareness of Clarityne. Then, due to the finding I got, I will help put forward strategies which will raise awareness among consumers and subsequently bring good sales. 

Although Clarityne is an anti-allergy drug which is suitable for all the patients with allergic illnesses, in this report, I set on the Chinese young parents as my primary research target group, since children are the most important group which would be affected by allergic illnesses, such as allergic rhinitis. Research shows that over 50% of youngsters in developing countries have allergic rhinitis (Professor Zhong pointed out that 90% of Children have allergic rhinitis, 2006, para.7). Since their parents will always be their decision makers on how to treat their children’s diseases, a research on parents’ perception and behaviour towards allergy, then communication plans towards them should be helpful to Schering-Plough to increase the sales.

In this project, the research mainly focuses on the Chinese market and some analysis such as marketing and brand analysis, SWOT analysis as research tools. In order to provide adequate and constructive recommendations, I performed market research as well and conducted a survey among the Chinese young parents to investigate their views towards allergy and the brands. I hope the research results and communication plan will provide some useful information to Schering-Plough and help the company to expand their business in China.
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Chapter 1 Introduction
Problem statement

Clarityne is one of the most important OCT products from Schering-Plough worldwide, and it is the leading drugs on treating allergic illnesses for years. As we have seen from the introduction part, in 2005, Clarityne was transferred by the Chinese State Food Drugs Administration (SDFA) from prescription pharmaceutical to OTC drug in the Chinese market, which means patients could buy Clarityne in drugstores without recipe from the doctor. That would give Schering-Plough a great opportunity to expand Clarityne’s market. Although Schering-Plough did promotions such as advertising in the year 2006, the increase of sales was not as much as the company expected. First, there were other competitors with other brands of anti-allergy products which existed in the market for a long time, such as Hismanal from Xian-Janssen; on the other hand, there might be a low awareness of allergic illness among Chinese citizens.  

As I explained in the introduction part, I have chosen Chinese young parents as my primary research target group. Because allergic illness; especially allergic rhinitis is one of the common diseases among children. More than half of patients are sicken for allergy when they are young in developing countries such as China. Moreover, young parents are also the most important target group for Clarityne which s set by Schering-Plough.
Before I started with the research in order to determine the communication plan and recommendations for Clarityne in China, it was important to formulate the central question and sub-questions for the research. The questions that are related to this research are as follows:

Central question

What is the awareness of allergy among Chinese young parents and how will the perception influence their behaviour to them and their children’s allergic illness?
Sub-questions

1. What is the situation of allergy illness in Chinese families?

2. What is the knowledge of the young parents towards allergy?

3. What is the attitude of the young parents towards allergy?

4. How about their behaviour towards allergy illness?

5. How is their perception towards Clarityne?

Justification of research

In order to provide Schering-Plough with workable recommendations, I need to carry out a series of research projects; using a combination of qualitative and quantitative research methods together. Firstly, I mainly focused on desk research; the information on the awareness of allergic illness could be found in the books, newspapers and mostly, on the websites. After the desk research, I made a questionnaire about the knowledge and awareness towards allergy. The questionnaires were sent around five hundred copies in five cities together with an invitation letter (For other allergy activity which was made by my placement company). This step was helped by an NGO; they sent the questionnaire together with the invitation letter to the students in elementary schools in five cities, including three main cities Beijing, Shanghai and Guangzhou in China. The students took questionnaires back home to their parents, after their parents finished the questionnaires; they took them back to the school and handed them to their teachers.  The NGO was responsible to take back the letters and provided us the data information about the questionnaires. Based on the information I got from desk research and questionnaires, I could analyse both people’s awareness of allergic illness and their awareness of the brand. 

Primary Research 

Desk research

In order to find the relevant information about Clarityne and its competitors in the existing market, it was necessary to carry out a desk research. Information from other articles in the websites, newspapers and books could help me to get more background information before I started on this assignment. Messages from the homepage of Schering-Plough also provided me a lot of useful information.

Secondary Research 

Questionnaire

After the desk research, questionnaires were sent to the setting target group in order to gather more information about their awareness both on the disease itself and on the brand. This part of information provided answers to central and sub-questions also provided the basis for the communication plan which I made later on. 
Chapter 2 Company Profile
In this chapter I will first focus on Schering-Plough in general, talk about its mission and vision; then I will provide the information on Schering-Plough in China and its products, which would make a clear vision on this company. 

Schering-Plough in general:

Schering-Plough Corporation (Schering-Plough) is a global multinational pharmaceutical company with its headquarter in the USA. The company is mainly working on prescription, consumer and animal health products.

Through internal research and collaborations with business partners, Schering-Plough discovers, develops, manufactures and markets advanced drug therapies. Schering-Plough has three segments: Prescription Pharmaceuticals, Consumer Health Care and Animal Health. The Prescription Pharmaceuticals segment discovers, develops, manufactures and markets human pharmaceutical products. The Consumer Health Care segment develops, manufactures and markets over-the-counter (OTC), foot care and sun care products. The Animal Health segment discovers, develops, manufactures and markets animal health products.
Schering-Plough has factories to manufactures its products in over 20 different countries worldwide, and has companies in over 40 countries. By 2006, the company had over 30,000 employees worldwide, and its net sales is 10.6 billion us dollars.  Schering-Plough has 125 different drugs all together in the areas of Prescription Pharmaceuticals, Consumer Health Care and Animal Health (Schering-Plough, 2007, “Facts sheet” section, para.1).

The mission of Schering-Plough is to become the innovation, quality and service leader and the best "customer-touch" company in its industry. Moreover, the company also wants to work to become the most effective company at managing product flow.  Schering-Plough wants to help people around the world live better and live longer by using their medical therapies and treatments. The vision of the company is to earn trust every day. They aspire to earn the trust of doctors, patients and customers as a champion for them and as a company that provides them with a steady flow of innovative, science-based medicines and services. The company builds growth by earning trust (Schering-Plough, 2007, “Building the new Schering-Plough” section, para.1).
Schering-Plough in China:

Schering-Plough first started its business by collaborating with other domestic pharmaceutical companies in China in the year of 1986. In 1991, Schering-Plough opened its office in China independently. In 1999, Schering-Plough opened its manufacture factories in Shanghai. By now, it is one of the leading pharmacy companies in China, and since the sales grew rapidly, China has been regarded as a key country in Schering-Plough’s strategy of geographic expansion into important emerging market. The main areas it covers in China are anti-invectives (particularly for hepatitis), allergic illness and cancer drugs. 

Products: 

Till now, the Chinese State Food Drugs Administration (SDFA) has approved 11 different drugs that could be distributed in the Chinese market, such as Peg-Intron for treating hepatitis-B, Intron A in both anti-infective and cancer areas, and Clarityne in anti-allergic illness. 

In this report, I mainly focus on Clartyne, which is the brand name from Schering-Plough in treating allergic illness; its medical name is Loratadine. Clarityne (Loratadine) is the second-generation antihistamines drugs, which is used in treating allergic illness, especially allergic rhinitis. Compared to the first-generation drugs, the second-generation H1 –receptor blockers (second-generation antihistamines) have no clinical significant sedative properties and do not adversely affect people’s daily activities and cognition, thus allowing people to maintain high quality of life. 

Among second-generation antihistamines, Loratadine has a unique safety and efficacy profile in counteracting allergic reactions. Clarityne (Loratadine) is a non-sedating, non-cardiotoxic antihistamine suitable for both children and adults, with a 10.4 billion-day safe use record. With quick action, long duration of treatment efficacy, Clarityne (Loratadine) is the drug of choice for the treatment of allergic rhinitis and other allergic illness. 

Clarityne is one of the most important anti-allergy OTC drugs in the world. In 2005, Clarityne was approved by the Chinese State Food Drugs Administration (SDFA) as OTC drug in the Chinese market. Which means people can buy Clarityne from any drugstore without doctor’s prescription.
Communication tools: 
Schering-Plough communicates its products through advertisements on newspapers, magazines, television and websites. Moreover, Schering-Plough promotes its products by posters. 
Chapter 3 Situation analysis

In this chapter, I will analysis the external situation and the internal situation. The external situation focuses on the anti-allergy drugs market in China. And the internal aspects include situations of the brand, its customers and the SWOT analysis.

Market analysis:

Segmentation

Although Schering-Plough is a world well known pharmaceutical company and Clarityne is the world No.1 drug in the area of anti-allergy according to its market share, in this report, I particularly focus on Clarityne in the Chinese market, in which the situation is not the same as other parts of the world. 
In the demographic aspect, the target groups of Clarityne are all the patients with allergic illnesses. Among them, young people are more likely to accept new things compared with the old people. Besides, young children always suffer from allergic illness, so, young people, especially young parents with their children in kindergartens or elementary schools, are the most important target groups for Clarityne in the Chinese market. It covers the majority of people who are buying Clarityne according to desk research. Of course, in a broad point of view, the patients also include young people without children, and old people who have allergic illnesses. 
Moreover, the classes of the people who are willing to purchase this product should be middle-class and upper-class people, which means the people who purchase Clarityne should have high income and the price is not a major consideration in their  purchase decisions. The reason for this is the price for a small box of Clarityne (six pills) is around twenty-seven RMB whereas the price of the congeneric products which are produced by domestic companies is much cheaper. Compared with its two domestic competitors, Clarityne’s price is an aspect which puts it to an inferior position. 
On the other hand, there are still many patients who want to buy Clarityne. From the psychographic aspect, they believe the quality of Clarityne is much higher than the other anti-allergic drugs since it is the second-generation antihistamine, compared with the first-generation, it has many features like non-sedating, non-cardiotoxic to the people who take the medicine. So, people who want themselves or their children to have a better treatment would like to buy Clarityne even the price is much more expensive than other drugs. 
Users and decision makers

The users of Clarityne are all the patients with allergic illnesses. Here I divide the patients into two groups, adults and children. Although children are included in the users, their parents are always the decision makers to their treatment. 

In reality, children are the most important groups who have allergic illnesses, especially allergic rhinitis. At least one in five children worldwide suffer from allergic rhinitis making it the most common chronic disease found in children. Approximately 50% of youngsters in developing countries such as China have allergic rhinitis (Allergic Rhinitis in Children is Often Overlooked and Under treated, 1998, para.1). We can see here the most important target group of Clarityne should be children. 
As in this report, the decision makers are always the parents, they judge how their children’s situation will be and they decide how they will treat their children’s illnesses, what kind of medicine they will buy if they know their children get allergic rhinitis and other allergic illnesses. Besides, they are also the decision makers for themselves.

According to the questionnaire, 24% percent of young parents misunderstood allergic rhinitis with normal flu or colds. Only 38% of the respondents of the questionnaires knew that allergic physique could inherit, and only 46% of them knew that Loratadine had better quality than others on its safety. These figures showed that the awareness of allergy among the Chinese young parents is low and should be enhanced.

So, if Schering-Plough could take action on increasing the awareness of allergic rhinitis and other allergic illnesses such as eczema, urticaria among Chinese young parents. It would help the company a lot on increasing sales if the parents have more knowledge on allergy. I think Schering-Plough can still earn a lot of profits from this together with other promotion activities.
Trends and issues 

In 2006, the net sales of Clarityne in the whole world reached ten billion RMB, but in China such a huge market, the sales of Clarityne in 2005 was only 100 million RMB. Moreover, the incidence of allergic illnesses is round 40% in China, theoretically, the market for all kinds of anti-allergy drugs should be huge, a research showed that the capability for anti-allergy drugs could be around 10 billion RMB in total, but the sales was only 560 million RBM last year (Analyze of the Retail Market of Chinese Anti-allergic drugs, 2006, para.2). In a broad of view, this situation could not be separated with the low awareness of allergy among the Chinese citizens.
Report on allergy prevention and treatment showed that there were still around 30% of Chinese citizens did not have any knowledge about allergy at all (Chinese Allergy Prevention and Treatment, 2006, para.1). Furthermore, according the results of the questionnaires, only 59% of the Chinese young parents go to buy anti-allergy drugs directly or to see the doctors after their children or they affect by allergic illness. 24% of the respondents even regard allergic rhinitis as normal flu. 
In the existing market, among all the anti-allergy drugs, the market was mainly divided into four parts, astemizole, Loratadine, Chlorpheniramine and other drugs. In the year 2005, the net sales in the retail market on anti-allergy drugs was around fifty six million euros; astemizole held its No.1 position which took 39% market share, Loratadine took 18% of the whole market share; traditional medicine like Chlorpheniramine still took around 20% and grew less and less since it was an old generation drug, the others were taken by other different kinds of anti-allergy drugs, including new third-generation antihistamines (Analyze of the Retail Market of Chinese Anti-allergic drugs, 2006, para.9). 

At the end of last year, the numbers had changed a lot. Although astemizole still took its first place, Loratadine was just right behind. In many cities like Beijing, Shanghai and Guangzhou, the sale of Loratadine was even higher than astemizole. And, since the main brand of astemizole, Hismanal is now coming through a huge crisis, Loratadine will likely turn over to the first anti-allergy drug with the saleability very soon,

Among all kinds of Loratadine drugs, Clarityne from Schering-Plough was definitely the most important one. Although many local pharmaceutical companies also produced Loratadine drugs since 2003, Clarityne still dominated the whole Loratadine market. It took around 80% of the entire Loratadine sales market in China (Analyze of the Chinese Antihistamines Market, 2006, para.2). 
Brand analysis
Besides the analysis to the existing market, the analysis to Clarityne and its producer Schering-plough is necessary. That means analysis of the positioning and perception of the brand among the consumers and the media. So, in this chapter, I separated the contents into two parts, brand positioning and brand perception.

Positioning

There is no doubt that Clarityne positions itself as a famous international brand with good quality. Among all kinds of anti-allergy drugs, Clarityne ranked No.1 in the world OTC market in 2006. This would help Clarityne to build its positive image in China much easier. Information from Schering-Plough’s website shows that the company desires to earn trust from its consumers. The company builds growth by earning trust. 
The price of Clarityne is higher than any other anti-allergy drug brands. The reason for this is Clarityne belongs to a new generation antihistamine, compared with other brands; it does not adversely affect people’s daily activities and cognition, has non-sedating and non-cardiotoxic to the patients. Furthermore, Clarityne is suitable for not only to adults, but also children. 
Current communication

Generally, Schering-Plough communicates Clarityne by using advertisements, posters and internet. Advertisement is the most important commutation tool to increase brand awareness and stimulate buying intention among the consumers and potential consumers. But Clarityne’s had only two simply advertisements broadcasting on TV last year; moreover, these advertisements could only be seen on local TV channels in several big cities such as Shanghai, Beijing and Guangzhou. This made the information of Clarityne could only be received by a limited group of people. As the fast development of Chinese economy, people in second and third class cities also have the needs of health care. From this point of view, current marketing communication strategies are insufficient and should be improved.  
Perception

Looking through the news and reports online, the perception of Clarityne and its producer Schering-Plough was positive from the media and the public. No negative news was on the websites and newspaper since the company entered into China. The professionals and experts gave many positive judgments and evaluation on the products of Schering-Plough in China since it had the greatest safety compared the others. 

Chinese Medical Newspaper did a research on anti-allergic drugs at the end of 2005 (Consumer’s perception on anti-allergy brands, 2005, para2), they asked the consumers several questions in eight cities about the brand perception when they came to the drugstores to purchase anti-allergy drugs. When they were asked the question “Which brand is familiar to you when you are choosing anti-allergy drugs?” 70% of the respondents answered Hismanal as their first choose. Clarityne ranked the second but only took a comparatively small percentage (20%). The results of this research also showed that except Hismanal, there were 27 different kinds of brands were chosen when consumers answered this question. This meant that Clarityne was still not a national brand at that time. Moreover, the majority of the respondents only knew the brand name Clarityne, but could not tell the company name, but they all knew that Clarityne was an international brand. This situation could be connected with the company’s communication strategies at that time, Schering-Plough only promoted the products within limited areas such as Shanghai, Beijing and Guangzhou, since they thought these metropolises could have a high consumption. According to the questionnaire, 35% of Chinese young parents have an understanding that second-generation antihistamine (Clarityne) has heart toxicity, while 19% of the respondents think Clarityne could cause drowsiness. These misunderstandings have showed the promotion to the brand and the company should be enhanced, and should be nationwide.
So, continuous promotion such as long-term adverting on the national broadcast channels is necessary in order to increase the awareness of the company and the brand of its product. 

Consumer profile
According to the research, together with the information getting from Schering-Plough’s annual reports, I formulate the existing consumer profile of Clarityne in China. 
Gender

· 56% female

· 44% male

Age 

· 13% more than 45 years old, 

· 68% 25-45 years old

· 19% under 25 years old 
Income 

· Middle-high income, more than 2000 RMB per person per month
Profession

· 70% white-collar

· 30% Others

Habits and preference 

Healthy life is the most important aspect that those consumers concern with, the reason they buy Clarityne even the price of Clarityne is much higher than any others is that they believe Clarityne is a drug with most safety and do not adversely affect’s people’s daily activities and cognition. They choose Clarityne because to want to maintain high quality of life. They do not only use Clarityne for themselves, but also to their children because Clarityne is a non-sedating, non-cardiotoxic antihistamine suitable for both children and adults. Among these group of people, safety is the most important aspect when they choose different kinds of drugs. Also, research shows that young people would be more likely motivated by advertisements than old people and they accept new technologies faster than old ones.  In this way, communication plan towards young parents should focus on the safety of the product, which would be more efficient to change their attitude and buying behavior.
Competitor analysis
In the Chinese market, there are mainly three kinds of competitors to Clarityne. They are: Chlorpheniramine, Hismanal, and other Loratadine drugs which are produced by domestic pharmaceutical companies.

Chlorpheniramine is one of the first-generation antihistamine drugs; this drug has been in the market for many years. Compared with the second-generation antihistamine drugs like Clarityne (Loratadine), Chlorpheniramine has many side-effects, such as drowsiness. But Chlorpheniramine still has its advantages; the most important one is its price. According to the research, the price of 100 pills of Chlorpheniramine is around 10 RMB, while the piece of 6 pills of Clarityne is almost twenty-seven RMB (Company stock price list, 2006, “Medicine” section). So, although Chlorpheniramine is an old dated anti-allergy drug, there are still many people buying and using it because of its attractive price.

Like Schering-Plough, there is other international pharmaceutical company, Xian-Janssen. The company is powered by Johnson-Johnson which is now the No.1 leading company in the world. From1988. Xian-Janssen has produced an anti-allergy drug namely Hismanal.  Compared with Clarityne, Hismanal is also one of the new generation antihistamines that do not cause drowsiness; it is also 30% cheaper than Clarityne on the price. So, it took the most market share in China before Clarityne joined, even in 2005, Hismanal also took 39% percent of the whole Chinese anti-allergy drugs sales (Clarityne took 18%) (Analyze of the Retail Market of Chinese Anti-allergic drugs, 2006, para.5&10). But research showed that Hismanal had the potential to cause serious heart arrhythmias when taken with certain antibiotic which may even cause the patients’ death. Moreover recently, the Chinese State Food Drugs Administration (SDFA) is investigating to Hismanal on its safety. With the media’s great power, the biggest competitor of Clarityne is going through a crisis in China now, which would be a great opportunity for Schering-Plough to promote its product and take the position of  Hismanal is China. 
Domestic pharmaceutical companies who produced mimic products of Loratadine would also be regarded as Clarityne’s competitors. The drugs they produce are almost the same as Clarityne, but the price is a lot cheaper. But they could not make a big challenge for Schering-Plough, since most of them are small producers.  People who want to spend money on such an expensive drug always want to buy some famous, big producers’ products since they believe their reliability. 
SWOT analysis
A SWOT analysis is a tool for analysing Schering-Plough and its external environment. This step will help to analyse the situation as a whole and some key points, which are important to any further strategies that will have to be made to help Schering-Plough to improve itself within its environment. The table consists of four categories, strength, weakness, opportunities and treats, which are identified as SWOT analysis. The internal factors of the company and its products are the strengths and weaknesses. The external factors are the opportunities and treats.  

	
	Strength

	Weaknesses



	Internal factors
	· Clarityne is the world No.1 OCT drug in the area of allergy

· The quality of the Clarityne is high

· With most safety 

· Schering-Plough entered into China for a long-term, so the company is well structured in many cities. 

· Clarityne was turned to be OCT drug in the year 2005.

· The company has a good relationship with the media.
	· The price is high compared with other allergy drugs.

· History in the Chinese market is short.

· The company is still not well-known in China.



	
	Opportunities


	Treats


	External factors
	· The most important competitor Hismanal is going through crisis in China.

· More people care about their health.

· The Chinese economy is still fast growing, people become more and more rich.
· People are becoming to realize about allergic illnesses. 
	· Competition
· Lack of awareness on allergy by the public.

· Lack of awareness compared with other brands like Hismanal in China. 

· Lack of awareness on its safety by the public. 




Strengths

The main strength of Clarityne is the fact that it is the No.1 anti-allergy OTC drug in the world. This reality has already told people that Clarityne is a medicine with high quality and the most safety compared with the other competitors such as Hismanal. Also, according to desk research, Schering-Plough has a long-term safety record in the Chinese market, and the company is isolated with any negative news or reports to Schering-Plough and its products from the media. 
Weaknesses

As the core product of Schering-Plough, Clarityne’s price is higher than the price of its competitors’ products, which brings the product to a comparatively adverse position when the consumers want to buy ant-allergy drugs. Moreover, since the history of Schering-Plough and Clarityne is short, both the company and its products are still not well-known among Chinese public. For the last two years, Schering-Plough has not put much effort on marketing communication, the communication activities were not sufficient and they mainly focused on some main cities such as Beijing and Shanghai.
Opportunities

Along with the fast development of Chinese economy, Chinese citizens are becoming more and more rich, and they are starting to care more and more their health. This changing environment allows Clarityne to enlarge its influence among then to gain more profits in the future. Another opportunity is that Clarityne’s primary competitor- Hismanal is now is going through a crisis in China on its safety.  This crisis will affect many people’s attitude and buying behaviour towards Hismanal. So, it is a great opportunity for Clarityne to replace Hismanal’s leading position in China,
Threats

The strong competition is undoubtedly a threat to Clarityne. There are several competitors such as Hismanal and Chlorpheniramine; they still take a large percentage of the total anti-allergy drugs since the low price and long history. Also the overall awareness of allergy among Chinese is low, take example, according to questionnaire, only 19% of the Chinese young parents buy anti-allergy drugs when their children get allergic rhinitis, 24% of them misunderstand allergic rhinitis with normal flu or colds. 
Conclusion
Through situation analysis, we can see as the fast development of Chinese economy, people is becoming more and more realize of health care issues. The potential market for Clarityne is big. Although the competition between Clarityne and other brands of anti-allergy drugs is drastic, the recent safety crisis of Hismanal has provided a great opportunity for Clarityne to become the leading product among all anti-allergic medicines.  Also from the crisis of Hismanal, we can realize that safety is the most important aspect which the consumers consider with when they purchase drugs. So, it is important for Schering-Plough to emphasize Clarityne’s safety during the communication strategies. 

We also find out from the research that, the awareness of allergy among the Chinese young parents is low, so increase the awareness of allergy among them could also help to increase the sales of Clarityne. In the recommendation part, increasing the awareness of allergy among the Chinese young parents could also be one of the communication objectives. 
Furthermore, as we can see from the situation analysis, Clarityne had promoted itself through advertisements last year, but only within limited areas. In order to make more consumers or potential consumers among the target group know Clarityne, make Clarityne to be a national well-known brand, a broad advertising plan needs to be considered later on. 

Chapter 4 Recommendation
After conducting the research and analysing the situation and brand awareness in the market, and analysing the results of the survey, a number of conclusions were reached. Then the next step is giving recommendations based on these conclusions. In this chapter, firstly I will define the communication objectives. Communication objectives refer to how communications should affect the mind of the target audience: e.g. generate awareness, attitudes and then behaviours. In this part, it mainly answers the question: What do we want to achieve?
The next step after creating objectives is developing strategies. The analysis of the objectives gives a clear view what has to be done and therefore is necessary to answer the question: How to achieve the objectives? 

Then I will come to next part, communication tactics, tactics are the communication tools such as advertising, sponsorship, PR campaign and many others. The communication tools stage reveals the details of the tactics which needs creative concepts.
The last part in this recommendation chapter is about how to control after the action. The control is necessary in order to measure the actions. 

Target group

For this whole recommendation part, I mainly focus the young parents from ages twenty-five to age forty-five as the target group although Clarityne is suitable for the allergy patients at all ages. The reason for this is that according the research, young children are the most important group that suffer from allergic illnesses, their parents always will be their decision makers. By changing their perception towards allergic illnesses, increasing their awareness on the brand, parents could keep Clarityne in mind not only when their children get allergic illness, but also for themselves, even their parents. So, I regard young parents as the premier target group for Schering-Plough. 
Communication Objectives

Our general communication objective is to increase the allergy awareness together with the brand (Clarityne and Schering-Plough) awareness among the Chinese young parents. However, in this part, we now have to define more specific communication objectives by dividing them to three categories: knowledge, attitude, and behaviour intensions. Additionally, communication objective should have particular statistics and be SMART.   

A. Knowledge 

· To increase the awareness of allergy among Chinese young parents by 80% within 6 months
· To increase the brand awareness of Clarityne among the Chinese young parents by 100% within one year 
· To increase the awareness of Schering-Plough among the Chinese young parents by 100% within  one year
B. Attitude 

· To be realized by 60% of the target groups that Clarityne is a new generation anti-allergy drug with the most safety within one year 
· To be realized by 60% of the target groups Schering-Plough is a company that cares about Chinese allergic diseases and the patients within one year 
· To generate an understanding among 40% of  the target group that Schering-Plough is a company that wants to build long-term relationship with patients within one year
C. Behaviour intensions 

· To generate the intention to purchase Clarityne by 30% of the Chinese young parents within 1 year 
Communication Strategies
The next step after creating objectives is developing strategies. The analysis of the objectives gives a clear view what has to be done and therefore is necessary to answer the question: How to achieve the objectives? In this step, I will set the communication strategies for the desired target group that I defined earlier. I will describe how Schering-Plough is going to achieve the objectives that have been formulated above.
Segmentation 

In order to increase the awareness of both allergy and the brand among the target group-Chinese young parents, the communication activities should cover the whole country. Thereby, the communication activities should cover not only the main cities such as Beijing, Shanghai, Guangzhou, but also the second and third class cities. But since the income per family in the first-class cities is higher than other cities, some activities should be focus on these cities in order to increase the consumption there.

Target Consumers
The ideal consumers of Clarityne are all the Chinese young parents between 25-45 years old.

And their income should be middle to high (more than 2000 RMB per month per person).  Marjory of them should be in urban areas, especially in first and second class cities. 

Brand Positioning

The main direction of positioning is to emphasize the quality of Clarityne is better than its competitors. Based on this strategy, Clarityne will be positioned as:

· An international brand which is the No.1 anti-allergy drug in the world.

· A brand which has a long safe use record. 

· A brand which provides patients a high quality of life and takes care of people’s health. 

· A brand which has the most advanced technology.
Communication Concepts

· Large-scale advertising campaign
In order to increase the awareness of the brand name, a long-term, large-scale adverting campaign is necessary. Although this will take a large percent of the budget, I believe Schering-Plough should spend the money on this activity since there is a great opportunity for them when Clarityne’s biggest competitor is going through a credibility crisis. And from a long-term view, the return will be much higher that the cost. And it is the most efficient way to build the brand among the Chinese citizens, especially in some second and third classes cities. The new advertisement should cover as many people as possible among the target group. Moreover, the advertisement should emphasize the great quality and safety of Clarityne.
· Spreading the information about allergic illness 
According to the research and the results of the questionnaire, it became clear that a large percent of the Chinese young parents were still not familiar with different kinds of allergic illnesses, and how to prevent them. For example, people also could not tell the differences between allergic rhinitis with and normal flu. So, it is important for Schering Plough to improve the perception of allergic illness in order to increase sales. 
· National allergy parents seminar campaign 
This would also help people to increase the awareness of allergic illnesses. Also this would help Schering-Plough to build its positive image among its target audience. It will not cause much if Schering-plough could cooperate with other originations.
· Sponsor to Beijing Olympic Game on 2008 
Schering-Plough has to face many competitions. To be able to overcome this, company has to present its self as different and unique. This strategy will help to increase the awareness of the brand name Clarityne among the public, together with the name of the company. Beijing Olympic will be watching by the whole Chinese population and that would take a huge influence among them.
Communication Tactics
Advertising 

Advertising is used to reach large numbers of consumers who are geographically dispersed. Advertising influences market share, the consumers’ behaviour, it can increase the brand awareness, perception of the name of the company and its products. Advertising is the most important tool in marketing communication mix in this modern competitive society. 

Moreover, since China is a country with large territory, and there are no newspapers and magazines that cover the whole country, so I suggest Schering-Plough use TV adverting campaign. There are several cross national TV channels such as CCTV and Dragon’s TV, its better to advertise on these channels, since they would reach more target audience. 

The objectives that match with this tool are:
· To increase the brand awareness of Clarityne among the Chinese young parents by 100% within one year 
· To increase the awareness of Schering-Plough among the Chinese young parents by 100% within one year 
· To be realized by 60% of the target groups that Clarityne is a new generation anti-allergy drug with the most safety within one year 

· To generate the intention to purchase Clarityne by 30% of the Chinese young parents within 1 year 

Duration= one year 

When= May 2007 to May 2008

Cost: Around twenty million RMB on CCTV (with the advertisement lasts thirty seconds) (Advertising quotation on CCTV-12, 2006, “Adverting quotation” section) 
Allergy education article 
For this education program, Schering-Plough could cooperate with some main newspapers or magazines in some main cities, to weekly open a special column on their health care pages. The contents could be some basic knowledge on different kinds of allergic illnesses, the common misunderstanding on allergy, or some Q&A section to answer the questions from the readers. I will recommend the following newspapers, Beijing Youth Daily, Modern Baby Care News, Parents, Shanghai Family, For children. Since the main target group of these newspapers and magazines are parents, it would be easier to spread the information to them, in order to increase their awareness on allergy.  Of course, under each article, there is a short brief introduction about Clarityne and the company. 
The objectives that match with this tool are:

· To increase the awareness of allergy among Chinese young parents by 80% within 6 months

· To increase the brand awareness of Clarityne among the Chinese young parents by 100% within one year 

· To increase the awareness of Schering-Plough among the Chinese young parents by 100% within  one year

· To be realized by 60% of the target groups that Clarityne is a new generation anti-allergy drug with the most safety within one year 

· To generate the intention to purchase Clarityne by 30% of the Chinese young parents within 1 year 

Duration= six months 

When= May 2007 to November 2007

Cost: Around three hundred thousand RMB on each newspaper (with the article within one thousand letters) (Article quotation on Beijing Youth Daily, 2006, “Quotation table” section) 
Parents education seminar
This is a program which the company will hold a series of interactive disease educational seminars in several cities across the country, such as Beijing, Shanghai, Guangzhou, Tianjin and Shenzhen. This is a campaign to educate young parents and the general public about the knowledge of allergy. Schering-Plough could collaborate with other associations or NGOs to hold this program since it is an issue about public health care. I suggest collaborating with Chinese Allergy Alliance (CAA); this is an official origination which belongs to the Chinese government, with the aim of improving Chinese people’s health care, especially on allergy.  These series of programs should be hold in elementary schools or kindergartens, parents will be invited to attend the free education program.

The objectives that match with this tool are:

· To increase the awareness of allergy among Chinese young parents by 80% within 6 months

· To increase the awareness of Schering-Plough among the Chinese young parents by 100% within  one year

· To be realized by 60% of the target groups that Clarityne is a new generation anti-allergy drug with the most safety within one year 

· To be realized by 60% of the target groups Schering-Plough is a company that cares about Chinese allergic diseases and the patients within one year 

· To generate an understanding among 40% of  the target group that Schering-Plough is a company that wants to build long-term relationship with patients within one year

· To generate the intention to purchase Clarityne by 30% of the Chinese young parents within 1 year 

Duration= five-ten weeks (Depending on the number of cities)

When= June 2007 to July 2007

Cost: Need negotiation with other cooperating associations.
Sponsorship 
Nowadays, since the cost of traditional mass media advertising increased substantially and the companies and their brands are competing heavily, in order to strengthen the Schering-Plough company name, we need more kinds of marketing communication mix such as sponsorship. As the capital of China, Beijing will hold the Olympic on June 2008, and recently a research shows that more than 70% of Chinese pay attention on Sports, so it is a great opportunity for Schering-Plough to increase public’s awareness of the company name if Schering-Plough appears as a sponsor for Olympic 2008. 

The objectives that match with this tool are:

· To increase the brand awareness of Clarityne among the Chinese young parents by 100% within one year 

· To increase the awareness of Schering-Plough among the Chinese young parents by 100% within  one yearTo generate an understanding among 40% of  the target group that Schering-Plough is a company that wants to build long-term relationship with patients within one year

· To generate the intention to purchase Clarityne by 30% of the Chinese young parents within 1 year 

Duration= fourteen months 

When= June 2007 to August 2008

Cost: forty million RMB (Sponsorship fee for Olympic Beijing on 2008 Starts at 1.6 Million Euros, 2007, para.1).
Control 
All the actions mentioned above should be measured and controlled. Every action should be measured separately. This is relevant in order see all the developments of those actions. As far as actions are concerned, we will be able to judge and see if there is increasing awareness of allergy and the brand and company. If any of the actions would not bring the desire goal, it must be adjusted or stopped.

Advertising 

As the main objective of this implantation is to increase the brand awareness among the target group, then to increase the sales of the product, so, this will be detected by through increase demand and high consumption of Clarityne.  

Also, Schering-Plough could conduct a survey after the period of the implantation, to examine the results of the advertising campaign, if this brings Clarityne to top-in-mind brand among the buyers as it desires to be. 

Allergy education article 

As far as the evaluation strategy for this plan is concerned, firstly we will check out from the management of the newspaper where the article is published to know from them how many people most probably would have read the articles. In addition, we will inquire from them to know if there has been any particular reaction concerning the articles. Finally, we will encourage Schering-Plough to try to get information as much as he can from new customers about how they knew about allergy. 

Parents education seminar

The evaluation of this strategy could be get immediately after each seminar, the company could conduct a small survey to the parents who attend the seminar about their perception change on allergy,  what are they purposed behaviour change as well. 
Sponsorship 

The most effective way to evaluate this strategy is to observe the media. Since this strategy’s main aim is to build the positive image of Schering-Plough and Clarityne, media’s feedback will reflect public’s perception, and people’s perception could then influence the buying behaviour. In this way, media’s feedback is the most important aspect for Schering-Plough to follow after the implantation of this strategy.
Chapter 5 General Conclusion
The aim of this report is providing Schering-Plough a competitive communication plan in China base on the research about the awareness of allergy among Chinese citizens and the situation of its core product—Clarityne in the market. In this report, I mainly focused on one particular target group, which was also the most important target group for Clarityne in the existing market, Chinese young parents. 

So, before I started, I have made the central question about my research as followings:
What is the awareness of allergy among Chinese young parents and how will the perception influence their behaviours to them and their children’s allergic illness?

After the research, I found out that the awareness of allergy among the target group is low; around 30% of the Chinese young parents did not have the knowledge of allergy at all. And the brand awareness needed to be enhanced according to the research results.  
To increase the awareness of the disease and the awareness of the brand Clarityne, the company should use communication effectively.  The company ought to make use of the communication tools in order to reach its desired target group, and then achieve its goals. So, Schering-Plough should use some attractive tools within the marketing communication mix in order to attract more consumers among the target group. 

In this report, I mainly suggest four different communication tools, adverting and sponsorship are two main tools with in the marketing communication mix, and they will help Schering-plough to get more consumers and gain more profits. And education program and parents education seminars are two communication tools to help people to increase their knowledge to allergy, and build the positive image of Schering-Plough; finally, these will also help the company to increase sales. 
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Appendix 1
Original Questionnaire in Chinese 
过敏离您的孩子有多远？

1．在最近的一个月中，您的孩子出现过多少次以下症状？

                 
    
1-5次       6-20次      20次以上

鼻塞                   O           O            O
鼻痒                   O           O            O
连续喷嚏5个以上       O           O            O
流大量清水涕           O           O            O

注：若您的孩子没有出现过上述的症状，无须继续填写以下问卷中2、3、4题。

2. 当您的孩子出现以上症状时，您当时采取的是以下哪种措施？

· 没有采取任何措施，过几天就好了

· 使用抗过敏药

· 使用感冒药

· 去医院看医生
3． 您的孩子曾患有以下哪种过敏性疾病？（可多选）

· 过敏性鼻炎

· 荨麻疹

· 湿疹

· 哮喘

· 皮炎

· 其他_______________________________________

4． 在以下常见的过敏原中，您或您的孩子对哪些产生过敏？（可多选）

· 尘螨

· 花粉、柳絮

· 海鲜

· 鸡蛋

· 花生

· 药品

· 化妆品

· 其他_______________________________________

5. 以下选项中，哪项是对过敏的解释是正确的？

· 过敏是由其他疾病（如感冒）而引起的身体不正常反应。

· 过敏是身体的自发性变态反应。

· 过敏是由于体质差而引起的身体不适反应。

· 过敏是身体在一种或多种异物刺激下产生的变态反应。

6． 以下选项中，哪项正确描述了过敏性鼻炎与哮喘之间的相互关系？

· 过敏性鼻炎与哮喘无关

· 过敏性鼻炎与哮喘是不同气道内的同一种疾病

· 过敏性鼻炎与哮喘是同一气道内的不同疾病

· 过敏性鼻炎与哮喘是同一气道内的同一种疾病，两者会相互诱发

7． 您认为过敏体质是否会遗传？

· 是

· 否

· 不清楚

8．第二代抗组胺药是目前治疗过敏性疾病的最常见用药，以下关于抗组胺药的说法中哪项是

 正确的？

· 第一代组胺药与第二代抗组胺药最大的区别在于前者不会导致嗜睡

· 所有的第二代抗组胺药都有心脏毒性

· 应该首选第二代抗组胺药

9． 您的家庭平均每年因治疗过敏性疾病而产生的花费？

· 500元以下

· 500——1000元

· 1001——2000元

· 2000元以上

感谢您的积极参与！

Appendix 2

Translation of the Questionnaire in English 

How far away between allergy and your Children? 

1. In the latest month, how frequent did your children have symptoms as the following:


                             1-5times       6-20times      20times and above

Snuffle                                 O           O            O
Itchy nose                                                       O           O            O
Sneezing over 5 times continuously        O           O            O
Runny nose                                                    O           O            O
Notes: If your children did not have the symptoms mentioned above, skip questions 2, 3 and 4.
2. Which of the following actions did you take when your children got the symptoms above?
· Did not take any action, since they will recovery a fewer days later  

· Used anti-allergic drugs 

· Used drugs for normal flu 

· Go to the hospital and see the doctor 
3. Which of the following allergic illnesses have your children ever had?  (Could have more than one answer)

· Allergic rhinitis 

· Urticaria

· Eczema

· Asthma
· Dermatitis
· Others_______________________________________

4. Among the following allergens, which allergens are you and your children sensitive to? (Could have more than one answer)

· Dust mites 
· Pollen
· Seafood

· Eggs

· Peanut
· Leechdom

· Cosmetic
· Others_______________________________________

5. Which of the following statements about allergy is true?

· Allergy is the body not normally responded which  caused by other diseases (for      example cold) Allergy is 

· Allergy is the bodily spontaneous reaction
· The allergy is the bodily ill response which causes as a result of the poor physique.

· Allergy is the body abnormal reaction which stimulates in one kind or the many kinds of foreign matter produces
6. Of the following options, which one states the relation between allergic rhinitis and asthma correctly? 

· The allergic rhinitis has nothing to do with the asthma
· The allergic rhinitis and the asthma are identical kind of disease in the different windpipes
· The allergic rhinitis and the asthma are different diseases in the identical windpipe
· The allergic rhinitis and the asthma are identical kind of disease in the identical windpipe, two can mutually induce
7． If you think whether the allergic physique can inherit?

· Yes
· No
· Not clear 
8. The second-general antihistamine is the most common drug now for treating allergic illnesses, which of the following statements on antihistamine is true?

a) The biggest difference between the first and the second generation antihistamine  is the former one could not causes people’s drowsiness

b) All seconds-generation antihistamines all have the heart toxicity

c) People should make the second-generation antihistamine drugs as their first choice
 9. Your family average every year the expenditure which produces because of the treatment allergic disease

· Below 500 RMB

· 500-1000RMB

· 1001-2000RMB

· Above 2000RMB 

Thanks your for you participation!
Appendix 3
Analysis of the Questionnaire
Although the questionnaire was sent by the NGO, namely Roots and Shoots, for 500 copies, they got around 430 back respondents, in five different elementary schools in five cities. They were Beijing, Shanghai, Guangzhou, Suzhou, and Hangzhou. They provided the analyzed data to my host company after they finished this survey. 
From the results, we could see that around 46% of the respondents’ children have allergic rhinitis. Among these 198 respondents, 23% percent of them did not take any action when their children got allergic rhinitis, although many of them choose to take their children to the hospital (35%), or to buy anti-allergy drugs (19%). They are still 24% of the parents chose to buy flu drugs. This indicated that still a lot of people did not have the knowledge for allergic illnesses. 
For question 3, there were over 51%of the respondents choose eczema and dermatitis, and the second one is rhinitis (29%).  4% of respondents selected asthma as well. 10% of them also selected others. 

Question 4 is a multi-choose question to research for the allergens. And from the results, we could see that pollen (21%) and dust mites (19%) are the two main allergens among the respondents. Food is also another common allergen (around 15%). 
Although question 5 seemed to be too medical for the normal people to choose, majority of people gave the correct answer (59%). 

Question 6 is about the knowledge between asthma and allergic rhinitis, only 35% of the respondents got the right answer, which meant people’s knowledge towards both asthma and allergic rhinitis should be enhanced.  
For question 7, only 38% of the respondents knew that allergic physique could inherit. More of them did not clear if it could or not, so they chose “don’t know” (40%). Only 22% of the respondents knew that allergic physique could inherit.
In question 8, 19% of the respondents could not tell the difference between the first generation and second generation antihistamine drugs. Another 35% thought other the first and second generation antihistamine drugs have heart toxicity. 46% percent of them got the correct answer. 
For the last question, there was no doubt that most of the family spent yearly less than 500RMB on treating allergic diseases (87%). 
So, it is a big challenge to Schering-Plough to increase the awareness of allergy among the target group. But, still one thing need to say is that the potential market for Clarityne is huge as well. 
1 In the latest month, how frequent did your children have symptoms as the following
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2. Which of the following actions did you take when your children got the symptoms above?
[image: image3.emf]23%

19%

24%

35%

46

38

48

66

 Did not take

any action,

since they will

recovery a fewer

days later  

Used anti-

allergic drugs 

 Used drugs for

normal flu 

 Go to the

hospital and see

the doctor 


3. Which of the following allergic illnesses have your children ever had?  (Could have more than one answer)
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4. Among the following allergens, which allergens are you and your children sensitive to? (Could have more than one answer)
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5. Which of the following statements about allergy is true?
[image: image6.emf]5% 18% 18% 59%

22

77 77

254

 Allergy is

the body not

normally

responded

which  caused

by other

diseases (for 

example cold)

 Allergy is

the bodily

spontaneous

reaction

The allergy is

the bodily ill

response which

causes as a

result of the

poor physique.

Allergy is the

body abnormal

reaction which

stimulates in

one kind or

the many kinds

of foreign

matter


6. Of the following options, which one states the relation between allergic rhinitis and asthma correctly? 
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7． If you think whether the allergic physique can inherit?
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8. The second-general antihistamine is the most common drug now for treating allergic illnesses, which of the following statements on antihistamine is true?

[image: image9.emf]19% 35% 46%

82

151

198

The biggest

difference between

the first and the

second generation

antihistamine  is

the former one

could not causes

people’s

All seconds-

generation

antihistamines all

have the heart

toxicity

 People should make

the second-

generation

antihistamine drugs

as their first

choice


9. Your family average every year the expenditure which produces because of the treatment allergic disease
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