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Abstract - As we are going through eras of social sharing and, more recently, artificial intelligence, innovation in value 
delivering is becoming more important, even in traditional industries like pharmaceutical industry. Strategies from the head 
quarter of multinational pharmaceutical companies have to be adapted in branch markets and Thailand is an important 
branch market in Southeast Asia due to the population size and market growth opportunity. Growth in these branch markets 
depend on how much value delivery can be maximized.  Three main customer approaches multinational pharmaceutical 
companies use to develop strategies are service-oriented, customer-oriented, and digital-oriented approaches. The question is 
how these customer approaches differently influence value delivery innovation.  In this study, sequential mixed method 

approach is designed to gain both qualitative and quantitative results from innovative multinational pharmaceutical 
companies in Thailand. The conceptual framework in this study can be applied in other countries with multinational 
companies in pharmaceutical industry and other similar industries. 
 

Index terms - Value Delivery, Firm Performance, Service-Oriented Approach, Patient-Oriented Approach, Digital-Oriented 
Approach, Pharmaceutical, Multinational Pharmaceutical Companies. 

I. INTRODUCTION 

 

Value creation and value capture have been main 
focus on BMI research. Innovation of value delivery 

is becoming more frequent and disruptive to crease 

new business value (Daeyoup, 2015).  An example of 

value delivery is Apple. Instead of selling device to 

service providers, Apple has own distribution 

channels and receives 10% of service fee from 

service providers.  Apple also provides a platform, 

iTunes, which directly connects to content providers.  

Content providers share the content sales revenue 

with Apple.  This new way of delivering value creates 

new business model with sustainable revenue sources 
(Daeyoup, 2015). 

 

As we are going through eras of social sharing and, 

more recently, artificial intelligence, innovation in 

value delivering is becoming more important, even in 

traditional industries like pharmaceutical industry.  

Digitized patients today research for information 

before going to clinics and can see price of medicines 

across the globe.  Pharmaceutical companies today 

are exploring for what and how to adapt themselves 

in our digital era.  Multinational pharmaceutical 

companies, as leaders of this industry, now focus on 
how to successfully adapt themselves to the new eras 

by launching new business models and various digital 

strategies.  Many of these model and strategies 

require to be locally adapted to implement in branch 

markets including Thailand.  The key success of these 

branch markets depends how to best deliver value to 

patients. 

Thailand is an important branch markets for 

pharmaceutical industry with the value over $5.0 

billion, which is the second largest market in 

Southeast Asia (Thailand Drug Market Update, 

2017).  Thailand pharmaceutical market value 
continues to grow to be doubled by 2020.  Sales per-

capita is also increasing from $75 in 2016 to $125 

expected by 2014 (Thailand Drug Market Update, 

2017).   

 

Value delivery in pharmaceutical market in Thailand 

has to be tailored for different channels. Three main 

channels of pharmaceutical market in Thailand are 

public hospital, private hospital, and drugstore 

channels.  The majority of the market, 60%, relies on 

public hospital channel (Tunpaiboon, 2017).  Main 
differences among these three channels are key 

stakeholders.  Unlike the drugstore channel where 

patient is the decision maker, prescribing doctors and 

service providing hospitals are main decision makers 

for which drug and/or brand the patient will receive.  

Moreover, direct-to-patient promotion is prohibited in 

Thailand.  Hence, not all global model and strategies 

from the headquarter office can be applicable in 

Thailand and have to be locally adapted to maximize 

value delivery. 

 

Business model innovation, especially value delivery 
for multinational pharmaceutical companies in 

Thailand, is crucialfor companies to survive in 

economy environment today.  Limited research has 

been done on the impact of different customer 

approaches on value delivery and its end results in 

firm performance. 

 

Three main customer approaches of pharmaceutical 

business are service-oriented, patient-oriented, and 
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digital-oriented approaches.  With the change in 

economy environment today, deciding which 
approach to invest most on is crucial. Therefore, 

objectives of this study are 1) to measure impact of 

value delivery innovation on firm performance of 

multinational pharmaceutical companies in Thailand; 

and 2) to measure influence levels of service-

oriented, patient-oriented and digital-oriented 

approaches on value delivery innovation of 

multinational pharmaceutical companies in Thailand. 

 

II. THEORETICAL BACKGROUND AND 

RESEARCH FRAMEWORK 

 
Continuous change in business model and 

identification of new ways to deliver value to 

customer put firms into sustainable competitive edge 

in quickly changed environments (Adamantia, 2005). 

Value delivery innovation leads to firm performance. 

Value network methodology has been used to 

understand value delivery and to identify good 

examples in Pharmaceutical industry (Edwards, 

2009).  Viagra was a well-known example of value 

delivery innovation from using value network 

methodology and resulted in significant firm 
performance. Viagra was failing from its initial 

cardiovascular indication but from not giving up on 

the belief that value can be delivered to unmet 

medical need, realizing value from the network, and 

scanning external environment, Viagra became very 

successful for erectile dysfunction (Edwards, 2009). 

This drastically spiked firm performance of Pfizer. 

Therefore, we hypothesize that: 

 

H1: Value delivery innovation positively impacts 

firm performance of multinational pharmaceutical 

companies in Thailand 
 

Service-oriented approach changes mindset from 

providing a product to providing a service, product-

service concept. With this, customers and other 

partners become a network ecosystem. In 

pharmaceutical industry, partners include physicians 

and services include providing educational supports.  

In 2004, Lusch and Vargo introduced Service 

Dominant (S-D) logic due to increasing prevalence of 

digital technology supporting value creation 

contribution. S-D logic addresses that fact that digital 
technology can offer the economic exchange of 

product, services and actor networks 

(Lusch&Nambisan, 2015; Storbacka et al., 2012; 

Vargo and Lusch, 2016; Zolnowski, 2015).  

Therefore, we hypothesize that: 

 

H2: Level of focus on service-oriented approach 

positively influences value delivery innovation. 

 

Patient-oriented approach aligns with customer value 

creation processes and contexts to better respond to 

customer demands.  This is obvious in the drugstore 

channel where patient is the key decision maker.  On 

the other hand, for multinational pharmaceutical 
companies with majority of product in public hospital 

channel involving other key decision makers in 

additional to patients, patient-oriented approach may 

have less impact on short-term firm performance.  

Therefore, we hypothesize that: 

 

H3: Level of patient-oriented approach impacts value 

innovation 

Aamantia proposed a methodology that generates 

contingencies for the evolution of a company or an 

industry's reference business model under the impact 

of a technology innovation (2005).  This method 
provide a set of scenarios that reflect alternative 

configurations to select for a firm’s most suitable 

future business model. Business model innovation 

have increased significantly in today era of digital 

transformation.   Digital approach is no longer an 

option for but a must to create competitiveness of the 

firm and sustainable growth.  Digital approaches 

bring value to customers and other stakeholders by 

enhancing connectivity, automation of manual tasks, 

improved decision making, and product or service 

innovation (Ganguly, 2015).  Digital approaches can 
be categorized into four steps: i) internal and external 

process optimization, ii) customer interface 

improvement, iii) new ecosystems and value 

networks and iv) new business models including 

smart product and services (Ibarra, Ganzarain, 

&Igartua, 2018).  Any of these steps can lead to new 

value delivery to customers.  Proactive born digital 

approach enables firms to exploit opportunities for 

extracting business value from customer data (Picoli 

and Watson, 2008) to better innovate value delivery. 

Therefore, we hypothesize that: 

 
H4: Level of focus on digital approach impacts level 

of value delivery innovation 

 

 
Figure 1:  Conceptual Framework. 

 

III. METHODOLOGY 

 

Research Design 

Sequential mixed method approach is designed for 

this study. Major findings on impact of approaches to 

value delivery innovation in multinational 

pharmaceutical industry from this study will be from 

quantitative study. Qualitative study will be used to 
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explain the rational of impact in difference 

approaches. Then, Structural Equation Model (SEM) 
will be used as analyzing tool for conceptual 

framework model. Initial in-depth interviews and 

pilot phase are planned to validate the concept of 

construct for the context. The results of this initial 

work will be used to validate questionnaires before 

moving to a quantitative study.   

 

Samples and Population 

The main targets for interview are staff who working 

in multinational pharmaceutical companies in 

Thailand, focusing on ones with innovative 

medicines.  These companies are members of 
Pharmaceutical Research & Manufacturing 

association (PReMA).  There is a total of 36 

companies with 5,000-7,000 staff in customer facing 

functions including, sales, marketing, medical, 

regulatory, clinical research, key account 

management, market access management and 

external affairs. Respondents have to have been with 

the company for at least 1 year. With the Structural 

Equation Modeling (SEM), the minimum sample size 

is 200 respondents (Kelloway, 1998) and Hair 

recommends 200-400 respondents for SEM (2010). 
Therefore, this research plans to collect data from 300 

respondents who is working at least one year in an 

innovative multinational pharmaceutical companies.  

Initial in-depth interviews and pilot phase will be 

conducted with 10-25 respondents 

 

IV. IMPLEMENTING THE FRAMEWORK 

 

The conceptual framework presented in here is being 

tested in Thailand and can be adopted to test in other 

countries as the study is focus on multinational 

pharmaceutical companies.  The results from this 
study can be used and applied for multinational 

pharmaceutical companies and may be adopted for 

multinational companies within other industries. 
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