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Abstract:-  

 

 Purpose 

The primary purpose of this study is to evaluate of 

role and challenges of pharmaceutical marketing from 

the perspective of new social media techniques. 

 

 Design/Methodology/Approach 

In order to lead the study, the researcher has 

adopted “primary quantitative data” with the 

collaboration of “SPSS Software” to make a valuable 

first-hand and fresh paper. 

  

 Findings 

The findings indicate that social media marketing 

has gained significant popularity in recent years for 

pharmaceutical marketing. 

 

 Originality/Value 

The research explores the collaboration between 

the pharmaceutical industry and social media platforms. 

  

 Paper type 

Review paper 

 

Keywords:- Pharmaceutical Industry, Social Media 

Platforms, Functions, Competitiveness, Profits, Innovation, 
Modern Style, Easy Purchase.   

 

I. INTRODUCTION 

 

In this modern era, with the insurrection of social 

media techniques, “retail pharmacy production” has become 

modified a lot. In recent years, the emergence of the internet 

has changed the way of business as well as the global 

community (Infante & Mardikaningsih, 2022) [1]. It has 

been observed that integrating social media platforms has 

enabled business forms to collaborate and interact with 

partner organisations (Cartwright, Davies & Archer-Brown, 
2021) [2].  It has been found that most of the population 

across the world is connected to social media techniques and 

the number is near about 120 million [3]. This present study 

is focusing on the evaluation of functions associated with 

the pharmaceutical sector and its progress with social media 

techniques. 

  

 

 

 Objectives of the Study 

The research objectives set by the researcher are 

mentioned below: 

 

 To identify the perspective of using social media 

techniques in the pharmaceutical marketing process.  

 To find out the related issues associated with social 

media techniques and pharmaceutical marketing to 

resolve them to make it sustainable. 

 To study the ABCD Analysis of the pharmaceutical 

sectors based on the proposed review study. 

 

 Methodology 

To prepare the research paper, selecting methods is 

highly essential and it decides the quality of the research 

paper. In this research topic, to arrange all the data and 
information, the researcher has adopted a “primary 

quantitative data collection tool”. Quantitative studies 

depend on systematic strategies for generating knowledge 

and gain insights (Mohajan, 2018) [4]. This is identified as 

useful for the researcher as it serves fresh and first-hand data 

(Thorman et al. 2022) [5]. The process of survey has been 

done with 50 participants with 11 “close-ended questions”. 

In recent years, online surveys have become an inevitable 

option for data collection as digital media enables reaching 

the target population (Schneider & Harknett, 2022) [6]. In 

addition to that, to make statistical analysis, the researcher 
has found an “IBM SPSS software” most useful tool, 

especially for primary numeric data. 

  

In order to control the large size population and 

manage the structure of the study paper, “positivism 

research philosophy” has been proved useful. It has been 

proved also beneficial for this study as it makes the 

researcher free from the provisions of human interest (HR & 

Aithal, 2022) [7]. A “descriptive research design” has been 

used to make it more evaluated and perfectly justified along 

with an “inductive research approach”. A descriptive 
approach helps to describe the research phenomenon 

accurately (Atmowardoyo, 2018) [8]. Apart from this, an 

inductive approach is used for identification of patterns 

(Walter & Ophir, 2019) [9].  
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II. RELATED RESEARCH WORK 

 
The following tabular and descriptive style is 

associated to serve a summary and contrast discussion to 

present the perspectives. 

  

A. Descriptive focus 

 

 Paper 1 

 

 Functions of Pharmaceutical Marketing 

In paper 1, the functions of pharmaceutical marketing 

have been discussed and it has been identified that 

pharmaceutical marketing is vital for doctors as well as 
patients. Additionally, doctors and healthcare professionals 

rely on this information for deciding therapies and making 

informed medical decisions. Thus, the integration of 

information and communication technologies has changed 

the healthcare practices and approaches (Aceto, Persico & 

Pescapé, 2018) [10]. 

 

Pharmaceutical marketing helps to develop effective 

brand strategies for targeting the ideal customer base and 

promoting the brand. The main advantage of this marketing 

is to help pharmaceutical brands to achieve their business 
goals, enhance profitability however, it faces several 

regulatory complications regarding safety and digitalisation 

(Gioumouxouzis, Karavasili & Fatouros, 2019) [11]. 

 

The financial obligations and barriers associated with 

marketing, research and development and clinical trial have 

been identified to be the main factor influencing price 

increases in the pharmaceutical industry. Additionally, the 

main stakeholders associated with pharmaceutical marketing 

are hospitals, consumers, commercial pharmacies and other 

healthcare providers. In this regard, this marketing is heavily 
regulated and optimised which has enhanced price 

differences (Puetz & Wurm, 2019) [12]. 

 

The pharmaceutical sector maintains various activities 

including the formation of an organisation, manufacturing 

products, marketing and promotion. The main factors 

influencing the growth of the pharmaceutical market are 

decreased amount of tax, decreased drug pricing, emerging 

GDP, the ageing population and increasing chronic diseases 

along with the integration of advanced technology in R&D 

areas (González Peña, López Zavala & Cabral Ruelas, 2021) 

[13]. 
 

 Importance of Using Social Media in Pharmaceutical 

Marketing 

Social media platforms have emerged as among the 

most vital aspect in recent years and it consists of both 

negative and positive impacts. Nowadays, the prevalence of 

chronic diseases has increased rapidly and with the help of 

social media platforms, people have been more indulged in 

self-medication practices. The emergence of digital 

technologies and media has allowed business organisations 

to communicate more effectively and flexibly (Gruner & 
Power, 2018) [14]. 

 

Social media platforms allow customers to access huge 

datasets and different social media sites, which has 
influenced pharmaceutical organisations to promote their 

products and services through different social media 

platforms. Consequently, during the recent COVID-19 

pandemic, social media platforms have taken an active role 

for the pharmaceutical industry by encouraging patients to 

take vaccines (Aloweidi et al. 2021) [15]. 

 

Increased use of social media platforms has developed 

chaos involving medical information, opinion from users 

and a mess of true and false data associated with the 

pharmaceutical industry. These aspects have eventually 

influenced “health-related misinformation” for patients 
which has affected the reputation and profitability of the 

pharmaceutical sector also. Therefore, it has become a major 

change for patients to decide on reliable medication and 

medical intervention (Chou, Oh & Klein, 2018) [16]. 

 

Social media platforms have taken an active role in 

promoting vaccines during the COVID-19 pandemic. It has 

been observed that a major portion of social media users is 

youths and these sites have been used for influencing them 

toward vaccination of themselves as well as their family. 

Thus, social media sites have the potential to influence 
positive practices among youth and have reinforced 

vaccination by reaching those (Benis, Seidmann & 

Ashkenazi, 2021) [17]. 

 

 Role of Social Media in Pharmaceutical Marketing 

Social media platforms have become inevitable for 

business and marketing in the contemporary era. 

Considering the advantages and opportunities of these sites, 

pharmaceutical organisations have been more focused on 

integrating these sites into their marketing approaches. 

Consequently, social media platforms allow users to share 
knowledge and content on different aspects, which has a 

major influence on attracting consumers, especially 

millenials of the contemporary era (Silvia, 2019) [18]. 

 

In this context, pharmaceutical organisations spend a 

significant amount on advertising and business promotions 

via social media platforms. The data included in Paper 1 

indicates that around 90% of total digital media users are 

young adults and these people prefer to discuss medication 

and health practices on social media platforms. These are 

the main activities associated with social media platforms 

that influence the youth and regarding this, business 
organisations use social media platforms (Moran, Muzellec 

& Johnson, 2020) [19]. 

  

The increasing use of social media has posed both 

positive as well as negative impacts on users. Regarding 

this, it has become vital to consider both impact and 

influence of social media as most of the audience has been 

focused on depending on these sites for their health and 

medical preferences. This emergence has also led to the 

development of crucial challenges including consumer 

acquisition and business goal achievement and has also 
provided with an effective competitive advantage 

(Venkateswaran, Ugalde & Gutierrez, 2019) [20]. 

http://www.ijisrt.com/


Volume 8, Issue 2, February – 2023                International Journal of Innovative Science and Research Technology                                                 

                                                      ISSN No:-2456-2165 

 

IJISRT23FEB1194                                                               www.ijisrt.com                                                            1751 

In addition, considering the increasing competition in 

the contemporary business market, pharmaceutical 
organisations have to ensure sharing of reliable and accurate 

information with customers in order to build trust and 

loyalty among consumers. These organisations can also 

focus on keeping a track record of the progress of these 

activities to measure the effectiveness of the marketing 

approaches for achieving the business goal. It has been 

observed that the integration of digital media helps to 

upgrade business model innovation (Li, 2020) [21]. 

 

The emergence of social media platforms has also 

expanded the user base of leading sites, including Facebook 

and Twitter. Additionally, this increased user base has 
influenced criticising and developing debates on various 

issues associated with pharmaceuticals, drugs or fossil fuel 

industries. These platforms have taken a major role in 

shaping debates and controversial aspects by influencing the 

preference and perceptions of the audience (Bruns, 2019) 

[22]. 

 

Social media content contains both positive and 

negative influences on public responses and directly impacts 

users’ sentiments. It has been observed that social media 

content containing positive messages helps users to address 
logic, while negative messages influence using emotions. 

Therefore, social media can influence the audience’s 

decision regarding HPV vaccination (Teoh, 2019) [23]. 

 

In Paper 1, a primary quantitative approach has been 

followed for gathering relevant and reliable data associated 

with the research phenomenon. In addition, the IBM SPSS 

software has been used for analysing and interpreting the 

outcomes. The outcomes indicate that a major portion of 

respondents prefers to consult a doctor than visit medical 

stores for their personal medical needs. 

 
In this regard, it can be stated that the significance of 

medical stores has decreased in recent years, while patients 

have been more focused on communicating with doctors and 

medical practitioners. Apart from this, the results have 

disclosed that most of the people who responded to the 

survey prefer using social media sites for their 

pharmaceutical needs. Utilising social media helps to gain 

relevant data and insights associated with healthcare 

practices and activities (Arigo et al. 2018) [24]. 

 

In recent years, the significance of social media 
platforms and associated marketing approaches has emerged 

rapidly. In addition, the content and features of these sites 

attract users and have also influenced their division-making. 

Social media sites consist of various effective features and 

advantages that are vital for both healthcare professionals 

and consumers and patients. Therefore, it can be stated that 

these sites have become more vital for pharmaceutical 

marketing than pharmaceutical stores across countries 

(Demant et al. 2019) [25]. 

 

Apart from this, social media platforms allow 
consumers to search for their intended products and services 

which are comparatively easy and flexible for the audience 

to access and gain their designed services. Purchasing 

medical products through online marketing has gained huge 
popularity in recent years and consumers are also highly 

satisfied with the quality and standard of these products. 

eWOM has been identified to be the main tool influencing 

consumers’ purchasing intention (Erkan & Evans, 2018) 

[26]. 

 

These sites help users to gain relevant and reliable 

information associated with medical practices and 

medications as well as influencing their purchasing 

decisions. In addition, social media enables users to access 

various tools and services along with providing discounts 

and various offers. Thus, these platforms have been emerged 
as alternatives to traditional medical stores in the 

contemporary era and organisations use influencers to attract 

customers (Lou & Yuan, 2019) [27]. 

 

 Pharmaceutical Digital Marketing Strategy  

According to paper 1, technological innovation is a 

continuous process and it allows the intervention process in 

a rapid way to modify the target goal. In order to secure the 

further growth of the pharmaceutical industry with the 

association of social media platforms, the process requires 

the adoption of new and modern technology to make it more 
flourish and active performance. Integration of technological 

innovation has provided various effective opportunities to 

business organizations (Kelly et al. 2021) [28]. 

 

The author also mentioned that with the adoption of 

modern and new technology, the pharmaceutical marketing 

process can be able to gain a remarkable profit margin to 

secure its business competitiveness. Healthcare consumers 

have been identified to prefer social media sites for 

maintaining health communications (Wong et al. 2021) [29]. 

 
Along with this, the digital marketing process has the 

advantage of cost-effectiveness that supported dealers, 

manufacturers, doctors, and also patients. Providing any 

kind of information or discounts have become easy with 

social media platforms for the pharmaceutical industry that 

also become flexible to create interest among patients and 

other customers to stay connected (Stellefson et al. 2020) 

[30].  

 

The author here makes a statement that social media 

platforms are one of the effective media that help the 

pharmaceutical industry to make a huge transformation in its 
business system. Implementation of digital marketing 

strategy in the medical process allows customers to purchase 

medicines and services online and this have been identified 

to consist of both positive and negative implications (Meier 

& Reinecke, 2021) [31]. 

 

Along with this the author also observed that besides 

the pharmaceutical industry, other existing industries also 

focus on the adoption of digital marketing processes to make 

the business process flexible and easy. In addition, 

providing reports and even appointing any doctor also has 
become possible with digital platforms (Bharskar & 

Siddheshwar, 2020) [32] 
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The purpose of this paper is to increase the awareness 

of technology and convergence of digital marketing to make 
it clear that it how can be proved useful for the 

pharmaceutical industry. In addition to that, the author also 

stated that bringing innovation in any business is capable of 

drawing the attention of the customers and digital platform 

is playing the key role in it (Erlangga, 2022) [33]  

 

 Paper 2 

 

 Role of the Pharmaceutical Sector 

According to paper 2, the pharmaceutical industry has 

made tremendous growth in this recent era with the 

collaboration of social media techniques. The 
pharmaceutical industry has developed its brand value and 

margin by creating a brand strategy. It also has been 

observed that the emergence of social media has provided an 

exclusive opportunity to improve branding (Scolere, 

Pruchniewska & Duffy, 2018) [34]. 

 

The sector of pharmaceutical ensures a healthy and 

safe atmosphere to serve the patient a better motive to live. 

Due to improving the quality of life and life expectancy, the 

role of pharmaceuticals cannot be ignored. The main desire 

of the pharmaceutical sector is to design a quality product 
and deliver better performance to secure healthcare along 

with enhancing sustainability (Narayana, Pati & Padhi, 

2019) [35]. 

 

In this regard, it can be mentioned that most of the 

pharmaceutical markets are trying to expand to gain more 

profit margin. Thus, the industry also contributed a little 

profit amount to the individual country’s GDP. In order to 

fulfill this target, the pharmaceutical sectors are adopted 

several types of business strategies (Basha et al. 2020) [36] 

 
The author here makes a statement that “some 

multinational pharmaceutical sectors are taking the strategic 

approach to make innovation by shaping the system of the 

business market”. The multinational pharmaceutical 

company follows specific policies, expertise, and funding 

process through the collaboration of high technology to 

modify the business growth and structure (Robaczewska, 

Vanhaverbeke, & Lorenz, 2019) [37] 

 

 Impact of Social Media Techniques on Pharmaceutical 

Marketing  

In paper 2, the author has observed that social media 
has captured a large portion of the current lifestyle of people 

across the world. It has played a great role to make a 

positive support in making a vast promotional activity. 

Accompanied by the invention of modern technology, the 

lifestyle of people has become transformed. Growing 

sustainability concerns have also influenced people to shape 

their lifestyle (Welch & Southerton, 2019) [38]. 

 

Depending on this fast-growing lifestyle, the 

association of social media platforms has a tremendous 

impact. However, it has proved useful in the medicine-
recalling process. In addition to that, getting reviews 

regarding any medicines has become possible with the 

platform and people also can provide their opinion regarding 

the research topic. Facebook has been identified to be the 
main medium for marketing and advertising of business 

organisations (Abuhashesh et al. 2021) [39]. 

  

In this article, the journalist stated that social media is 

playing a great role in influencing the practice of the 

pharmaceutical industry. Thus the pharmaceutical industry 

recently entered into this modern technological approach to 

make a wide change. The social media marketing arena has 

a widespread and can welcome a new marketing trend. It is 

the process of direct consumer advertisement and also 

customers are able to give their opinions at the same phrase 

(Willis & Delbaere, 2022) [40] 
 

The author pointed out in this article that during the 

pandemic situation, the purchase or delivery process of 

medicine has become impossible. In that situation, social 

media platforms played a vital role to make the continuation 

of the procedure of purchase and delivery of medicines. In 

order to make healthy communication with the 

pharmaceutical sector in the modern era, social media is one 

of the easy and flexible mediums (Schillinger, Chittamuru & 

Ramírez, 2020) [41] 

 

 Theoretical Framework  

According to paper 2, the author has mentioned that to 

understand the process of social media marketing in the 

process of business of the pharmaceutical industry, the 

“Marketing Equities Theory” has been identified as 

beneficial. This theory is effective to recognise the positive 

effect of the social media marketing procedure. 

Additionally, the main approach of this theory involves 

promoting the brand level and improving the brand equity of 

organisations (Theurer et al. 2018) [42]. 

 
In addition to that, modifying the communication 

process between the industry and its customer, following the 

strategy of this theory has been proven effective and simple. 

The author stated that this theory is also able to concentrate 

on different perspectives of the social media marketing 

techniques that are suitable to promote any particular brand 

or product or service. 

  

The author of this study stated that the “social capital 

theory” is a useful framework that is able to make people 

work together. This theory is applicable to setting a specific 

goal to achieve and is also able to serve the required 
guideline to make it possible to get. All the functions 

associated with the leading process of the pharmaceutical 

sectors can be mentioned and followed with this theory. 

Describing the norms, trust, values, identity, and key tools 

of mutual relationships can be marked throughout this 

specific theory (Dwivedi et al. 2021) [43]  

 

 Opportunities and Challenges in the Pharmaceutical 

Marketing Process 

Based on paper 2, it has been observed that most 

pharmacists believe that the collaboration of the social 
media marketing process in the pharmaceutical industry is 

able to improve the quality of the consumers. In addition, to 
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that social media platforms and techniques are also able to 

increase the annual revenue of the pharmaceutical industry 
to maintain its competitive advantage in this competitive 

business world. In addition to that, it also has been observed 

by the author that the pharmaceutical industry is constantly 

developing its usage of social media platforms to promote 

its services and products and also to enhance the customer 

base (Tsoy, Tirasawasdichai & Kurpayanidi, 2021) [44]. 

Thus, the author has noticed both opportunities and 

challenges in the pharmaceutical marketing process. 

  

On one hand, based on this collaboration consumers 

get access to a lot of resources and also get medical 

advertisements to make sure which product or brand will be 
beneficial for their well-being. In addition, it is a cost-

effective process that is constantly improving the 

manufacturing process. On the contrary, the using 

technology in social media platforms is not well modified 

which limited the scope of search but during the pandemic 

situation social media was became one of a major part of 

pharmaceutical sectors (Zhou et al. 2021) [45].  

 The author pointed out based on this article that social 

media platforms have increased the service quality of the 
pharmaceutical sector a lot. Thus the author also identified 

that most people have found a lack of features in the using 

adaptation in the pharmaceutical sectors or industry. In 

addition to that, therapeutic development is also identified as 

another disturbance in the pharmaceutical marketing process 

with the collaboration of social media techniques 

(Mahlapuu, Björn, & Ekblom, 2020) [46] 

 

The author desires to highlight in this article that social 

media platform has transformed the way of the 

pharmaceutical industry by developing its annual revenue. 

There are several advantages to social media techniques but 
it is limited in implementing theoretical computational 

approaches. In addition to that integrating multi-source data 

is also a major issue in this technology which bounded the 

potential growth of the pharmaceutical industry (Jarada, 

Rokne, &Alhajj, 2020) [47] 

 

 

III. NEW RELATED ISSUES 

 

Table 1 Researchers' Contribution to Social Media Marketing of the Pharmaceutical Sector 

S. No Field Of Research Focus Outcome Author 

1 Leadership and 

digitalisation in 

pharmaceutical 

industry 

Assessing the influence 

of leadership and 

digitalisation on business 

performance of the 

pharmaceutical industry 

The results of this study have highlighted the 

importance of digital technology and different 

leadership practices for encouraging the 

market performance of the pharmaceutical 

sector. It has been identified that servant 

leadership has the potential to influence 

market performance, while digitalisation or 

digital leadership consists of a positive and 

significant effect on business performance of 

the sector. 

Purwanto, 

(2020) [48] 

2 Contemporary 

debates of the 

pharmaceutical 

sector in the 

context of social 

media 

Social media and 

contemporary debates in 

the pharmaceutical 

industry 

The main focus of this research is to assess the 

influence of social media platforms on the 

contemporary pharmaceutical debate 

regarding vaccination. Consumers’ increased 

focus on using social media sites has 

influenced and increased this debate. 

Numerato et al. 

(2019) [49] 

3 Changing 

practices, 

techniques and 
activities of the 

medical sector  

Emphasising the 

influence of social media 

in changing the medical 
practices and activities  

It has been identified that medical blogs 

provide significant opportunities for patients 

and medical service providers. Apart from 
this, including case studies in these blogs and 

social media posts helps patients to contrast 

with their issues and access required services. 

Terrasse, 

Gorin&Sisti, 

(2019) [50] 

4 Social media 

advertising in the 

pharmaceutical 

industry  

Identification of the main 

factors influencing 

consumers’ purchasing 

intention regarding 

pharmaceutical products 

In this study, E-WOM or electronic word of 

mouth has been identified to be the main tool 

influencing consumers toward purchasing 

pharmaceutical products. Additionally, the 

main factors leading consumers’ purchase 

intentions are collaborating with friends and 

features for sharing information and content. 

Mekawie& 

Hany, (2019) 

[51] 
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Table 2 Social Media Sites Influencing Pharmaceutical Marketing 

S. No Field of Research Focus Outcome Author 

1 Influence of 

pharmaceutical 

marketing via 

social media 

Impact of social 

media on developing 

pharmaceutical 

marketing during the 

COVID-19 pandemic 

Importance of social media in advertising 

pharmaceutical business across the globe 

Impact of social media on spreading awareness 

about the pandemic 

Influencing people to take the advantage of e-

pharma products and purchase them online 

(Habes, et al. 

2019) [52] 

2 Impact of digital 

media on 

international 

pharmaceutical  

marketing 

procedures 

Impact of digital 

platforms and 

international 

pharmaceutical 

marketing procedures 

Analyse and understand the basic concept of 

international marketing 

Understand the procedures of regular 

pharmaceutical business 

Analyse the impact of the internet, smartphones and 

digital media in recent times 

Impact of digital media in advertising the 

international pharmaceutical marketing 

(Sheth, 2020) 

[53] 

3 Digital marketing 

gained focus 

during the 

pandemic through 

different online 

platforms 

Understanding the 

basic concept of 

digital marketing 

through different 

social media 

platforms 

Understanding the concept of digital marketing and 

establishing a clear concept of the procedures of 

advertisement procedures of digital marketing 

Analyse the role of social media in understanding 

the basic need for products of an individual 

customer 

Evaluating the role of social media in improving 

digital marketing procedures 

The impact of social media in influencing people to 

purchase products and the role of social media in 

establishing changes in customer’s buying 
behaviours 

(Mason,Narcum& 

Mason,2021) [54] 

4 Issues of social 

media in 

developing 

effective online 

pharmaceutical 

marketing 

Identifying different 

issues of social 

media and its 

negative impact on 

developing e-pharma 

marketing 

Evaluation of different negative factors associated 

with social media and its excessive usage across the 

whole world 

Understanding the basic concept of social 

networking services and the negative factors that 

affect social networking services negatively 

Understanding the analytics of social media and to 

understand the negative factors that disrupt the 
establishment of online pharmaceutical marketing 

 

(Abkenar, et al. 

2021) [55] 

5 Exploration of 

social media apps 

for accessing 

medicines and 

drugs from e-

pharma marketing 

Impact of social 

media apps to access 

different medicines 

and drugs through e-

pharma sites 

available in inline 
sources and different 

social media apps 

Understanding the demographic patterns of using 

social media apps in different countries across the 

globe 

The impact of diversification of social media in 

different online applications 

The importance of social media in accessing 
medicines from online sources 

The emergence of new changes in pharmaceutical 

marketing through implementing digital marketing 

procedures in it 

Evaluation of different new pharmaceutical 

marketing strategies and establishing a better 

understanding of the access procedures of 

medicines and drugs through different online social 

media applications across the whole world 

(Moyle, et al. 

2019) [56] 
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 Current Status  

In this digital era, pharmaceutical businesses are 
evolving with new dimensions as the businesses are 

emerging with e-commerce and social media having vast 

access to different businesses across the globe which has 

positively improved the business sectors of the country 

(Festa et al. 2021) [57]. Social media helps to improve the 

pharmaceutical businesses of a country through digital 

marketing procedures, in recent times.  

   
 Ideal Solution, Desired Status, And Improvements 

Required 

In this study, all the aspects of the pharmaceutical 

business and the social media marketing process have been 
evaluated in a detailed manner (Boyd & Koles, 2019) [58]. 

However, there are some gaps associated with the negative 

impact of social media functioning on the pharmaceutical 

business in different countries. Further researchers can 

concentrate on the negative factors of social media 

impacting pharmaceutical sectors and evaluate their studies 

in a detailed manner to provide a better understanding of 

digital marketing procedures of the whole world. 

       

 Research Gap 

In this digital era, marketing strategies have changed 
over time and every business sector of an individual country 

is relying upon digital marketing procedures, in recent 

times. The review of the study has shown a clear connection 

between social media and digital marketing which 

impactfully helps to improve the pharmaceutical business 

across the globe but the researcher does not concentrate on 

the negative impacts of social media that can negatively 

impact the digital marketing procedure of pharmaceutical 

sectors which remains ad a major research gap of this study. 

       
 Research Agenda 

The prime aim of this study is to understand 
pharmaceutical marketing procedures and the impact of 

social media in improving these marketing procedures in 

this digital era. This study focuses on the structure of 

pharmaceutical marketing procedures and the marketing 

techniques of social media in recent times, to improve the 

productivity of the business in different effective ways. 

  

 The main purpose of this study is to understand the 

basic concept of the pharmaceutical business and the 

functioning of this sector. 

 Another important purpose of this study is to evaluate 
the different perspectives of digital marketing to 

conduct proper e-pharma marketing across the globe.  

 Besides that, the aim of this study is to analyse the cost-

effectiveness of digital marketing to understand the 

effectiveness of e-pharma business procedures. 

 

 Analysis of the Research Agenda 

There are many other research studies conducted on 

the same phenomenon of this study but the methodologies 

have varied.  

 

 This Research has been Taken up to Analyse in Detail 

Regarding The 

 Perspectives of social media in utilising e-pharma 

marketing in a country 
 Role and experience of social media techniques in 

pharmaceutical marketing 

 The cost-effectiveness of digital marketing in the 

pharmaceutical business and the impact of social media 

in increasing the sales rates of e-pharma marketing. 

   

 Research Proposal 

It has been determined that additional work has to be 

done in order to improve the condition of e-pharma 

marketing procedures with the help of social media. Thus, 

this study focuses on examining the different techniques of 

digital marketing which positively improve the marketing 
process of the e-pharma business. Besides that, this study 

aims to focus on the impact of social media in developing e-

pharma marketing by implementing digital marketing 

procedures in the business to improve the business in the 

global market. 

 

 Proposed Title  

Functioning procedures of digital marketing in 

developing e-pharma marketing with the help of social 

media 

  

 Target 

Respondents 

 

 Objectives 

 

 To understand the concept of pharmaceutical marketing 

procedures 

 To identify different social media techniques in 

developing the pharmaceutical marketing process 

 To find out the different issues related to digital 

marketing 

 

IV. ABCD LISTING 

 

ABCD is a four-letter acronym that stands for 

Advantages, Benefits, Constraints and Disadvantages and 

this analysis creates a systematic matrix that handles all the 

variables of the study by evaluating the core challenges and 

finding vital aspects based on these four restrictions 

(Ferreira et al. 2021) [59]. 

    

 Advantages 

 

 Social media enables pharmacists to bring attention to 

their brand and work. 

 Social media allows the profession to highlight and 

showcase the values of pharmaceutical marketing in 

this digital era (Naslund et al. 2020) [60]. 

 In this digital era, through e-pharma marketing 

procedures people are able to access their medicines 

without any risks.  

 There are virtuous online applications available in 

recent times which give more access to people to get 

their medicines from any online source though with the 
help of digital marketing (Kraus et al, 2021) [61].  
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 Digital marketing of pharmaceutical business has given 

access to the people and people are now establishing 
pharmaceutical businesses in private locations. 

 New technologies used in digital marketing procedures 

provide more safety than in previous years.  

 The drug trade has increased in recent times with 

enthusiasm.  

 The cost-effectiveness of e-pharma marketing has 

increased over previous years and has changed the 

dimension of the pharmaceutical business across the 

globe (Kim et al. 2020) [62]. 

   

 Benefits 
 

 The usage of social media helps advertise the company 

which helps individual pharmaceutical organisations 

and stores to connect with people from different 

countries of the whole world (Merkuryeva, Valberga  & 

Smirnov, 2019) [63].  

 Different techniques of digital marketing help the 

pharmaceutical business to emerge with new changes 

and acquire additional knowledge about marketing 

strategies.  

 During the pandemic situation there was a lockdown in 
every country and in that time e-pharma marketing 

gained importance consumers started to order medicines 

from online platforms and suggested others through 

different online platforms which has positively 

increases consumer engagement in e-pharma marketing 

(Zheng et al. 2021) [64].  

 During the pandemic situation people depended on 

online platforms and social media platforms to access 

their daily needed things and medicines one major part 

of social media have advertised different e-pharma 

businesses which impactfully improve the marketing of 

pharmaceutical business in a digital process (Grewal et 
al. 2020) [65]. 

   
 Constraints 

 

 There are some limitations of this study such as, the 

researcher has only evaluated factors that are associated 

with the digital marketing of pharmaceutical business 

and the impact of social media in this business and thus, 

they failed in providing different other aspects that are 

associated with the pharmaceutical business in recent 

times (Krishen et al. 2021) [66].  

 This study only focuses on the digital marketing of the 

pharmaceutical business whereas access to different 

drugs that are not meant for everyone has not been 

evaluated throughout the study because of the 

limitations of this research study.   

 This study has mentioned the importance of social 

media in establishing an e-pharma business in a country 

but the researcher does not mention the negative impact 

of social media in recent years such as fraud, delivering 

wrong medicines, stealing personal information and 

many others which sometimes led a person to their 
death (Nourani et al. 2020) [67.  

 Disruptions in marketing procedures can significantly 

harm a person’s health and rapid access to illicit drugs 

can create chaotic situations among the pharma 

businesses the consequences of wrong medicines and 
drugs are harmful to human health especially, for aged 

persons and children of an individual country (Flynn et 

al. 2021) [68]. 

  
 Disadvantages 

 

 There are many disadvantages of e-pharma marketing 

procedures as it includes social media and social media 

has a negative impact on human beings (Pulido et al. 

2020) [69].  

 People have more access to medicines and drugs that 
are not meant for everyone. 

 Sometimes some advertisements influence people in 

buying that medicine which is not necessary for them 

and sometimes the human body refuses to cope with 

those medicines which disrupt the metabolism system 

of the human body and the person faces several health 

issues (Suarez-Lledo & Alvarez-Galvez, 2021) [70].  

 in this digital era, with advanced technologies e-pharma 

businesses are established in almost every country of 

the whole world but many e-pharma platforms do not 

require prescriptions for buying medicine and thus 

people can access those medicines and drugs that are 
not meant for everyone.  

 Social media was a major leading medium of 

communication and advertising medium of many 

businesses which impactfully increases many 

businesses to reach its goal but many businesses face 

frauds and disruptions and in digital pharmaceutical 

businesses there are many people who have faced 

disruptions regarding e-pharma business such as the 

delivery of wrong medicine, late delivery of medicines, 

fraud bank transactions and many others (Jahanbakhshi 

et al. 2021) [71]. 
 

V. FINDINGS 

 

Throughout this entire discussion analysis it has been 

found that the majority of the people has become satisfied 

with the work process of pharmaceutical stores. 

  

 According to the majority of the people, pharmaceutical 

stores are now becoming more active and flexible to 

meet their needs.  

 The collaboration of social media platforms has been 
identified to be highly influential for attracting young 

adults (Mayrhofer et al. 2020) [72]. 

 Social media platforms are able to make the work 

process of pharmaceutical stores more secure to be 

sustained for a long-term issue.  

 Some people also believe that digital marketing 

techniques did not sustainable and also not capable of 

improving the coordination of sales by stocks.  

 Digital marketing process is helpful for its cost-

effectiveness, which is profitable for sale procedures 

and involves digital technologies (Desai & Vidyapeeth, 
2019) [73]. 
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 Some people also believe digital media can be proved 

hectic for the pharmaceutical industry as it requires 
proper management and observation on a daily basis.  

 Accompanied by a modern as well as high level of 

technology the business process of the pharmaceutical 

industry resulted best in the global business market.  

 Providing reviews and opinions regarding any disease 

or medicine has become easy with digital marketing 

techniques and platforms. 

  

VI. SUGGESTIONS 

 

 In order to run the pharmaceutical industry with the 
collaboration of social media platforms, it needs a 

proper and appropriate high level of technology. 

 Improving business strategy is another requirement to 

continue the business process of the pharmaceutical 

industry with digital marketing techniques. 

 Decreasing the price of medicines and products and 

incorporating six sigma practices can help to improve 

business performance of pharmaceutical organisations 

(Kartika et al. 2020) [74]. 

 Providing discounts and offers with medical products 

and services are also beneficial to create an interest 
among propel to make a purchase decision.  

 Raising awareness among people about the flexibility of 

social media platforms and their fast process of 

purchasing can increase the buying rate to influence the 

income status of the pharmaceutical industry.   

 Knowing the target customers is very important in 

running any business and also identifying the internet 

users to make them connected their needs proper 

business planning.  

 Using digital platforms needs to add some more value-

driven content to make the entire business process 
profitable and sustainable.  

 Accompanied by increasing competency with an 

effective marketing strategy the digital marketing 

process can secure further growth of business 

organisations in this competitive business world (Agung 

& Darma, 2019) [75]. 

 

VII. CONCLUSIONS 

 

In this study, all the necessary aspects of e-pharma 

marketing and the impact of implementing digital marketing 

procedures in the pharmaceutical business have been 
evaluated in a detailed manner. Besides that, another major 

focus of the study is the usage of social media in developing 

the e-pharma business in different countries and the impact 

of social media on this business has been evaluated in a 

detailed manner. In the concluding part of this study, it can 

be seen that there are many positive and negative impacts of 

the e-pharma business and due to lack of knowledge in 

digital techniques, lack of productivity, lack of concerns and 

other various reasons for which the businesses have to face 

challenging situations while establishing the business in a 

country. Considering all the factors, it can be stated that e-
pharma marketing is a steady and sustainable effort to be 

successful and achieve profit margins in the pharmaceutical 

business all across the world. 
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