JECM 2022/7

NANA GORGASLIDZE 1, SHAFIGA TOPCHIYEVA ?, MARINA GIORGOBIANI?,
NODAR SULASHVILI*
THE IMPACT OF PHARMACEUTICAL MARKETING ON THE SOCIETY AND INDIVIDUAL
PATIENT AND ITS SPECIFICATION OF HANDLING
IThilisi State Medical University, Department of Social and Clinical Pharmacy, Georgia; “Institute of Zoology,
National Academy of Sciences of Azerbaijan; *Tbilisi State Medical University, Faculty of Public Health;

Department of Hygiene and Medical Ecology, Georgia; “Tbilisi State Medical University, Georgia; Alte

University, International School of Medicine, Division of Pharmacology, Tbilisi, Georgia
Doi: https://doi.org/10.52340/jecm.2022.07.07

bobo gmergolicmnody 1, Joqpago oxmabagge 2, Got0bo gom&gmdosbo 3, beaod bycmodgacmo *
0goA3d393(h w0 856 39h0bg0lb 3ogemgbs LoBrmgdEMYds8g o brngayOeY® 3309608 o Bolo
396934896hol mogalgdntagdgde
l;doemobol LobgemdBoggm bedgoo30bem yboggélogghol bmosemn®o o 3emobo e ggocdsz00l
@3306(50836(50, bodoém:m@m; 208366003060b 33360363600)0 36)(‘036‘3@0 ) 30@3300[} Smm@maoob osbd)odm(bo;

Sondacmobols bobgqaagoosm boaaQoBOGm 36033&:[500300, bo%maoqmobéo:go 306@0(330[} BOINhIho; anogsobo
o boangBo&a 9 3m@maoob @330600335(50, bod06m33@m; *ondacmobols bobg@aﬁ'oosm bo33@0306m

360336bo®3¢o; seohg 360336)[50@3@0, 33@08060b bogémﬁmt{)obm b 3OO, 030630 309@00800[5 806809030@860,
odacmobo, bod06m33@m;
6980739

33@830[} 8080600 DCBCDOOdOb 30808600}06 QO bO%maO@mgbObmos 380)0@[)06@0[}0360
'36)0)086)0)0’)60[} o@bgbmbo 3("')836030800[} QO 80)03'36)0 36)06803060[} 800)30@0[)6068600) @O 0)030[)
8b6)03, 30808660[} QO bo%maongbob 333303306)0[) BObObOOO’)OBQOBOb 38[}603@0 0({30}0058630
00060336003@35[) () BQBQSEOSBB dmérol os(baaéoeoob @msggbob 33[)603@0 o domo 36)0d003‘3@0
Ob0b30 doémnq: 0306)808836’3@ bogsgbao, 386}(’0’)@, 00‘30’)0058630. @q)al), bodoéjm33@m30, 00300005330
gbm-gbomn  yzgemodg LBGoogo gobgomobgdymm Loggbmb Bo8moggbl, Locoy 3otgoce HobL
boboéagquo Qmsg. 08063033303@0 3063800680 o6 560l 3(*)3530(4)353@33 0063086006863@0.
b0306)m86860 QO 80')0’)b00360@86860 06) Ddsb, 80(7) OCBCDOOdO USQD 803@68[) 06@030@30@360@ QO
dooBememb agboboaobo 8m3bob~36)360, (4:03 n@05em™mdob 8086@ob 30335@360 boanoggboo. oc{a)moodob
83633836@[} BQBOSGOSBOB 3003[)053(4)350[) %méagbo NG od3oo 3033303363@0, yzgamo 3°B°860b
88[}0536)86006 86)0’)6006)0 030')6)800), 800)0 030606[)36)0 3880’)[}03@0060’)60[} QO’)GO[}
6030)30@0[)60686@0@

Introduction. Marketing researchers often indicate that ethical norms and behaviors are a
necessary condition for social marketing. Thus, this form of marketing is especially necessary and
necessary for pharmacies. The management of the pharmacy shall determine the overall condition of the
competitors around it and the needs of the targeted customer, which in itself will satisfy the interests of
the public.

The main thing in marketing is targeted orientation and complexity. Targeted orientation on the
demand of a particular customer ensures the efficient operation of enterprises, since the customer is the
evaluator and recruiter of their activities. The main task is to identify and satisfy the needs and interests
of the targeted user in more efficient ways compared to competitors in the face of maintaining and
improving the well-being of consumers and the whole community altogether. Generally, some factors in
the public-economic situation became the cause of the origin of the socio-ethical concept of marketing.
In Georgia, the origin of this form of marketing is associated with a change in public form, which on the
one hand was manifested by the presence of a free economic market. Changes in the market in the XXI
century led to the improvement of marketing methods and ways and the development of new marketing
approaches. Pharmacies began to identify the needs of customers and worry about satisfying them.

Pharmaceutical Marketing. The pharmacy has a multifaceted function. The first among them are:
to ensure human health, pharmaceutical care, timely and quality delivery of medicines and patient care
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items, competent and integrated communication with the patient and the public, and full compliance with
ethical norms. Pharmacy management should understand that each patient has his own needs and
requirements for medicines. The consumer, in turn, chooses the pharmaceutical product he needs, and it
is clear not only the influence of pharmaceutical marketing on the consumer, but also the influence of the
consumer on the marketing itself.Based on consumer psychology, an important determinant of consumer
behavioral marketing is the need for a pharmaceutical product. We should also mention the attitude of
the user/patient towards the pharmaceutical product, which is seen as a necessity and not as a desired
product. This is an important feature of pharmaceutical marketing. The lack of necessary information
(evidential information) about the pharmaceutical product has a serious impact on the decision of the
user/patient. We cannot ignore such an important indicator as the quality of the pharmaceutical
product. We have already mentioned that one of the participants in pharmaceutical marketing is the
doctor, the doctor's qualifications (how well the doctor knows innovations, drug forms, dosage,
pharmacokinetics).

Pharmaceutical marketing management. Since marketing theory has been combined with
management theory, it is known as "market management theory" and is based on data from applied
science. Pharmaceutical marketing management process includes: formulation of goals and determination
of priorities; to receive information about the object to be studied; information processing and decision-
making; issuing management orders; Information support is the process of meeting the information needs
of specific users, based on its acquisition, processing, filling and use of special methods and means.
Qualified pharmacy management concentrates on several important points during marketing
management. Among them, the main emphasis is on: the study of consumer psychology, behavior,
motivation to buy; on innovative marketing, which relies on scientific and technical development in
accordance with market requirements. Particular attention is paid to: pharmaceutical products, prices,
sales and communication policy (integrated marketing).

Factors influencing patient/consumer behavior. User behavior is influenced by various factors
that are unique to each individual, content-wise, on the one hand, the individual level of analysis, and
on the other, general facts that reflect the environmental level of analysis. At the individual level of
analysis, the focus is on the individual characteristics of the user: his perception, attention to memory,
feelings, motives, persuasive communications, etc. At the environmental level, researchers examine
how the group and family influence the implementation of purchasing behavior, what are the
situational factors, for example, the atmosphere of the pharmacy, what are the effects of culture, the
influence of economic conditions, government regulations. Identifying the needs, demands and
interests of the pharmacy on the one hand, and ensuring the well-being of the patient, consumer and
society is a matter of social-ethical marketing concept. Thus, this form of marketing accurately
expresses the process of pharmaceutical marketing and pharmaceutical assistance implementation.

The relevance of the research. Pharmacies in the modern pharmaceutical market have a special
functional load. In addition to taking care of the image and reputation of the pharmacy, it is obliged to
provide competent consultation, pharmaceutical assistance and proper use of integrated activities. It
becomes relevant to study the issues of pharmacy, pharmacist, doctor, patient and community relations
and the methods of its implementation.This communication process is not one-way, and both society and
consumers (patient, doctor) have an influence on marketing. If this interdependence is balanced, then the
society and the pharmaceutical establishment itself will be in favorable conditions. The general situation
of the mentioned issues determined the relevance of the research.

Aim and objectives of the research. The purpose of our research is to establish the pharmacy's
honest relationship with the patient and the community, taking into account the communication and
ethical principles, and in turn, to study the characteristics of the feedback from the patient and the
community.Studying the levels of integration between employees and patients in pharmacies and their
practical reflection in the Georgian pharmaceutical business, in particular, in pharmacies. Pharmacies are
one of the fastest growing areas in Georgia, where the not very useful level of using modern
pharmaceutical management and marketing principles is clearly visible.
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In addition, we tried to determine to what extent the awareness of pharmacy employees depends
on marketing issues and management principles; Relationship between pharmacy employees and patients,
communication efficiency; Pharmacy popularity - if the same customer enters the same pharmacy many
times; What is the effectiveness of communication with the customer;Due to the fact that marketing
communications and ethics are evolving, research analysis will allow us to formulate practical
recommendations. And to find out as much as possible the effectiveness of communication with the public
and the customer. As well as the norms of important communication and ethics, how correctly it is drawn
up, on which the image of pharmacies depends.

Research Results. The following was interestingly revealed from the mentioned data: 29 from the
respondents aged 19-30 work in a pharmacy; 31-40 years old - 25; 41-50 years - 9 pharmacists. It was
interesting for us to continue the research according to their education and official status. According to
the status of the respondents participating in the study (the position held in the pharmacy), it was revealed
that 37 respondents have a higher pharmaceutical education; 16 - a graduate of the College of Pharmacy;
10 respondents with higher medical education; Among the respondents with other non-medical education
- 51 respondents participated; with secondary education-1; and a student - 10.

Q-1. Does pharmacy management use the targeted market selection system?

All respondents working in pharmacies answered that the management selects target markets based on its

goals and resources. Obviously, without it, it will be difficult for the pharmacy to function. (Figure-1).
Figure-1.

mYes 63
mNo O

| do not know 0

Also, we received an almost identical answer about the use of marketing complex processing
methods, which will help to influence the target market and get the desired result.

Q-2. Does the pharmacy management advertise the pharmaceutical product? (Figure-2).
Figure-2.

M in cooperation with clinics 12
0%

m With the development of

81% o .
° communication skills O

The management of the pharmacy advertises the pharmaceutical products mainly with the
encouragement of consumers/patients. This includes offering discounts and gift cards, promotions, and
other activities by pharmacies to attract and retain customers. Also, a small part of the respondents (19%)
noted that the management advertises pharmaceutical products in cooperation with clinics.Our next
question was related to such an important issue of pharmacy operations as the management of demand for
pharmaceutical products and their corresponding satisfaction.

Q-3. Does the management of the pharmacy carry out the promotion of medicinal products? (Figure-3).
Figure-3.
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100% of the respondents noted that the management promotes medicinal products.

The result is natural because, in addition to the companies that produce the pharmaceutical
product themselves and promote it in their pharmacies, other pharmacies also cooperate with
pharmaceutical companies.

Q-4. Does pharmacy management study the issue of pharmaceutical product demand and unsatisfactory
needs? (Figure-4).
Figure-4.

H By surveying employees 22

= By anonymous customer survey 0

m Accounting for shortages of
pharmaceutical products 41

Out of 63 pharmacists, 22 do not know whether the pharmacy management is studying the issue
of product demand and unmet needs; 41- The respondent believes that the management keeps deficit
accounting and probably they consider it a more effective way. We think that pharmacy management
studies the issue of pharmaceutical product demand and unsatisfied needs mostly by accounting for
pharmaceutical product shortages. They probably find it more effective.It has been observed that (100%)
the pharmacy uses to improve customer satisfaction, in case of non-availability of the drug, noting the
customer's need and in case of availability, informing the customer.This indicates that pharmacies are
communicating properly with customers/patients, which will certainly bring positive results.

Q-5. Are there noticeable changes in consumer behavior that affect their actions: they are not in a hurry
to buy; Are they starting to look for "cheaper" products? (Figure-5)
Figure-5.

0%

H They are notin a hurry to buy 31

m They start looking for cheaper products 32

m It is not noticeable 0

This is the case when the consumer is not in a hurry to buy the product he needs due to the high
price and financial situation (49%) or starts looking for a cheaper product (51%)

Q-6. For a pharmacy, which form of system is important when interacting with the customer? (Figure-6).
Figure-6.

0%

m information system 15

= Communication system 48

m The distribution system 0

From the answers to the question, it can be seen that only two forms, informational and
communicative, are used during interaction with the customer. Correct and effective communication
increases customer loyalty to the pharmacy.
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Q-7. Does pharmacy management conduct marketing research? (Figure-7).
Figure-7.

0% 0%
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100% of the respondents state that the management of the pharmacy conducts marketing research.
Which is an effective means of finding information about potential customers and organizing activities.

Q-8. Does the pharmacy management search for scientifically based information about new
pharmaceutical products? (Figure-8).
Figure-8.

‘ ®mYes 12 mNo 19 mldonot know 32

This means that the management of pharmacies does not try to include new products in their
assortment, the effectiveness, quality and safety of which will be scientifically substantiated. And
customer/patient confidence will also be high. We consider it unfortunate when the positive answer is
only 12%. 32% do not know. The questions drawn up in the second direction of the research, both
considered the research of specialists and non-specialists.

Q-9. In the pharmacy, are there cases of replacing the drug prescribed by the doctor with another drug?
(Figure-9).
Figure-9.

‘ ®Yes 37 mNo 24 mldonotknow 64

37 out of 125 respondents indicate that there are cases of replacing one drug with another, which is 30%.

Q-10. What is the patient's attitude towards the drugs available in the pharmacy? (Figure-10).

Figure-10.
1%‘

Most of the respondents (83%) trust the medicines available in the pharmacy. Most likely, this
result is due to effective and quality medicines.

W | trust 104

m | donottrustl

m It remains out of focus 20
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Q-11. Does the pharmacy fully meet the needs of customers? (Figure-11).

O%‘

Q-12. Is the pharmacist's advice about the drug you need clear? (Figure-12).

6% ‘ iOi

Q-13. Are you familiar with the concept of social-ethical marketing? (Figure-13).

Figure-11.

HYes103 ®mNoO mPartially 22

Figure-12.

M Yes 118

M It is saturated with unnecessary
information for me 0

H It always carries the same content 7

Figure-13.

1%
i ®Yes 44 m No 80 m|don't know whatitis 1

Q-14. Do you think that the determining indicators when buying a drug are its effectiveness, quality and

safety or price? (Figure-14).
Figure-14.

12% M Price 15
m Efficiency, quality, safety 22
m All these indicators are important 88

Price is of primary importance for 12%, which is probably due to their financial situation.
18% consider efficiency, quality, safety as the main indicators. It turns out that for them the price is not
as important as the indicators listed above. Most of the respondents (70%) attach importance to all these

indicators.

Q-15. Does the customer who enters the pharmacy notice the price increase? (Figure-15).

G%i

Figure-15.

M Yes, if he is a patient 52
mNo13

m does not pay attention 4
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75% say that patients notice the price increase immediately. Which is natural, if the patient often
uses the pharmacy and is certain about the prices, he soon notices the price change. 19% reported that
consumers do not notice price increases immediately. Probably, they rarely visit the pharmacy or buy
various medicines.And 6% believe that consumers do not pay attention to the increase in prices. Most
likely, the priority for them is the effectiveness and quality of medicines, not the price.

Q-16. Does the customer believe that the increased price is justified by the high quality of the product?
(Figure-16)

Figure-16.
0% 11%

4

Yes 14 No 111 | do not know 0

A small number of respondents (11%) believe that the increased price is justified by the high
quality of the product.The majority (89%) do not think so. Most likely, the reason for this is that there are
many imported medicines in the Georgian pharmaceutical market, and the increase in prices is related to

the increased taxes on the part of Georgian companies.

Conclusions:

1. Pharmaceutical marketing is not customer-oriented. Pharmacy management is focused solely on
profit. Not all customers have the same needs and needs, they must approach the pharmacy
individually and provide the appropriate service, which is an effective means of increasing loyalty.

2. The management of the pharmacy has not developed patient service forms. All patients are served in
the same way, regardless of their financial income level.

3. The majority of the respondents noted that the management of the pharmacy is not focused on
integrated marketing. Taking into account the concept of integrated marketing creates a continuous
functional chain with the customer. Obviously, the separate use of marketing communications does
not give the same effect as the integrated one.

4. Most of the respondents believe that the communication system is more important in dealing with the
customer. Naturally, correct and effective communication increases customer loyalty to the pharmacy.

5. The conducted research revealed that the management of the pharmacy advertises pharmaceutical
products mainly with the encouragement of consumers/patients. This includes offering discounts and
gift cards, promotions, and other activities by pharmacies to attract and retain customers.

6. It wasrevealed that companies conduct marketing research and use the results of marketing research.
But management does not collect scientifically based information about pharmaceutical products for
selection.

7. Also, according to the results of the research, a small part of the respondents is familiar with socio-
ethical marketing. The result is probably based on the extent to which they consider social
responsibility when using marketing.

8. Cases of replacing the drug prescribed by a doctor with another drug are common, in order to increase
the sale of pharmaceutical products in the pharmacy.
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PE3IOME

lenp Hamero ucciefoBaHUA — YCTAHOBUTh UeCTHBIE OTHOIIEHWS alTeKW C IAIUeHTOM H
OOIIEeCTBOM C Yy4YeTOM KOMMYHUKATHUBHBIX M OTHYECKMX INPUHIWIIOB U, B CBOIO OYepesb, HU3YyIHUTh
0coOeHHOCTH OOpaTHOM CBA3M OT IMAIlMeHTa M coobmecTBa. V3yueHue ypoBHeH HHTETpalliH MEXIY
COTPYZHHKAaMHU ¢ IAIMeHTaMKU B anTekaXx M UX IPaKTUYeCcKoe OTpaKeHHe B TPY3HMHCKOM
dapmaneBTruyecKoM OU3HecCe, B YaCTHOCTH, B anTeKax. Ha ceroguamuwmii nens B ['py3un anrexku ABIAI0TCA
OZHOI u3 HamboJylee AMHAMWYHO pasBUBAOWUXCA cdep, I7le ABHO BUAEH He OYeHb IIOJEe3HBIH yPOBEHb
IIpUMEeHEeHHNA COBpeMEeHHBIX IIPUHIWNIOB ¢apMaleBTUIeCKOro MeHeJXMeHTa M MapKeTHHTA.
dapmaleBTHYeCKU MAPKETHHT He OPHEHTHPOBAH Ha IalleHTaM. PYKOBOZACTBO alTeKu OPHEHTHPOBAHO
TOJIBKO HA IOJTy4YeHue MpuosLau. He y Bcex manueHTOB OMHAKOBBIE IIOTPEOHOCTH U TPeOOBAHM, alITeKa
IOJDKHA IOAXOAUTH K HUM MHAWBHZAYAJIBHO U IPeJOCTaBIATh COOTBETCTBYIOUIVE YCIYTH, UTO SIBJIAETCS
3P deKTUBHBIM CIIOCOOOM IIOBBIIIEHUS JIOSJIBHOCTU. PyKOBOACTBOM amnTeku He pa3paboTaHbl (HOPMEI
0OCTy>KMBaHUSA IIAIM€HTOB, BCE IAIIMEHTH OOCTYXXMBAIOTCA OZUHAKOBO, HE3aBUCHMMO OT YPOBHA HX
$buHAHCOBOTO JOXO0ZA.
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SUMMARY

The purpose of our research is to establish the pharmacy's honest relationship with the patient and
the community, taking into account the communication and ethical principles, and in turn, to study the
characteristics of the feedback from the patient and the community. Studying the levels of integration
between employees and patients in pharmacies and their practical reflection in the Georgian
pharmaceutical business, in particular, in pharmacies. Today, in Georgia, pharmacies are one of the most
rapidly developing areas, where the not very useful level of application of modern pharmaceutical
management and marketing principles is clearly visible. Pharmaceutical marketing is not customer-
centric. Pharmacy management is focused only on profit. Not all customers have the same needs and
requirements, the pharmacy should approach them individually and provide appropriate services, which
is an effective way to increase loyalty. The management of the pharmacy has not developed patient service
forms. All patients are served in the same way, regardless of their financial income level.
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