Warner-Lambert’s
Strategic Plan’

arner-Lambert markets products in three industry

segments: ‘pharmaceutical (prescription and over-
the-counter), consumer health‘care, and confectionery. The
first two segments are: roughly equa} each with about 40 per
cent of -total revenues; confectlonery items account for 20
per-cent.of overall revenues.

Many Warner-Lambert products are among the market—
share leaders in theif category. The firm’s best-known
brands include Halls cough tablets, Listerine mouthwash,
Rolaids antacid, Certs breath mints, Sugar Babies candies,
Trident and Dentyne chewing gum Schick razors, and Tetra
aquarium supplies, -

‘Warner-Lambert’s overall marketmg objectxves are
keyed to keeping its: cnrrent market- leadership positions,
managing key brands S0, they will improve their market

shares even further, ‘and gaining. other marketl}eaders. The

firm is strongly committed to sales growth, a global em-

phasxs ‘the introduction of new products, and its thrce—ms :

dustry—segment approach :
: - Warner-Lambert views its. market opportumtles on a
global (not. nattonal or reglonal) basis. Nearly one-half of its

annual sales are outside the United States. The company has |

operations in. .more. than 130 countries., and.is-the leading

producer of over—the—counter hedlth—care products in many ‘

geographlc regmns. For example, Wamer~Lambert was re-
sponsﬂ) e-for creating the: demand for mou vwash m Japan
by mtroducing hstérmé It now has a 34 per cent market
~ share there. -

The firm recognizes the xmportance of new products in
increasing sales and profits. Thus, it has invested large sums
in research and development, with annual expenditures for
new pharmaceutical and consumer products totaling about
$425 million (an amount equaling 8 per cent of total sales).
_The firm’s ’Qracnce is to selectively invest in areas that have
the. greatest medical and: commercxal potential. These en-
comipass such illnesses as diabetes, heart disease, bacterial
infection, -and cancer. Among the new products the com-
pany has introduced in recent years are the Nicotrol nico-
tine patch (a prescription drug), Soothers throat drops, the
Schick Tracer razor system, Lubriderm skin products,
Dentyne Cinn-A-Burst gum, and Cool Mint Listerine.

The company’s three-industry-segment approach has
advantages due to the diversification (spreading revenues

T The data in this case are drawn from Gary Hoover, Alta Campbell, and
Patrick J. Spain (Editors), Hoover’s Handbook of American Business
1993 (Austin, Texas: Reference Press, 1993), p. 561; Joseph Weber,
“Curing Warner-Lambert—Before It Gets Sick,” Business Week
(December 9, 1991), pp. 91, 94; and Warner-Lambert 1991 Annual
Report.
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QU ESTIONS™

1. Evaluate the situation in wfnch Warner-Lambert now.
finds itself.

2. How could the Boston Consultmg Group matrix be -
used in identifying possible strategxes for Warner=
Lambert?

3. Apply the Porter generic strategic model to Warner—
Lambert.

4. Present several suggestions as to how Warner-
Lambert could evaluate its performance.

VIDEO QUESTIONS ON WARNER-LAMBERT
1. Discuss Warner-Lambert’s global strategy.
2. Comment on the success of Listerine mouthwash.
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