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Abstract: This study focused on the influence of pharmaceutical digital marketing on consumer purchase
decisions regarding Over-The-Counter (OTC) medication. The study conducted an online survey using a self-
administered questionnaire to assess the impact of pharmaceutical digital marketing, reference groups, and
brand experience on consumer decisions when purchasing OTC medications.

The survey collected primary data from 158 consumers of pharmacies in the Hyderabad Telangana region.
The collected data was analyzed using the IBM SPSS software. The study’s findings indicated that consumers
in Hyderabad are knowledgeable about using OTC medications for common ailments. It also suggested that
pharmaceutical companies, the government, and other health stakeholders have a role in enhancing consumer
knowledge and awareness regarding the safe and effective use of OTC medications, particularly through
digital channels.
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scheduling and the need for accurate
information and services for consumers.

INTRODUCTION

The influence of pharmaceutical digital
marketing on consumer buying decisions
related to  Over-The-Counter (OTC)
medication is increasing the importance of
consumer preferences in shaping the market,
especially in the pharmaceutical industry.
The shift towards  consumer-centric
marketing and the need to consider various
factors
inmarketinggoodsduetovaryingconsumerpref
erences. Thepharmaceutical industry, being
unique due to its involvement with health
and medicines, presents challenges in
analyzing consumer behavior.

The role of OTC drugs, their safety when
used a directed, and their significance in the
medical field are important. The influence of
social media and online platforms in the
pharmaceutical industry is increasing, it is
important to understand the role of digital
marketing in gathering customer information
and enhancing their experience.

The impact of digital marketing, reference
groups, and brand experience on OTC
medicine purchasing decisions need to be
accessed. To conclude the findings of the
study will contribute to pharmaceutical
marketing strategies, provide insights into

The impact of pharmaceutical  digital consumer behavior, and potentially serve

marketing on consumer purchasing decisions
of OTC drugs and identifying factors
influencing these decisions acknowledges the
competitive nature of the pharmaceutical
industry and the regulatory environment in
which it operates. The growth of the OTC
drug market is increasing, along with the
challenges posed by changes in drug
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as a foundation for future research.

The growth of the OTC drug market
within the pharmaceutical industry is
increasing, and the need for businesses to
adapt their strategies and information
dissemination methods to gain a
competitive advantage through effective
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marketing is underscored. The literature
review suggests that consumer buying
decisions for OTC medications can indeed
be influenced by the evolving landscapeof
pharmaceutical marketing.

Pharmaceutical digital marketing

Digital technology has revolutionized
pharmaceutical marketing. Online platforms
facilitate product launches, gather consumer
feedback, and enable targeted marketing.
Pharmaceutical companies leverage digital
channels to connect with consumers,
healthcare professionals, and caregivers.
Search engine optimization (SEO) and user-
friendly websites are crucial for reaching
consumers engaged in self-diagnosis. Digital
marketing offers cost-effective, data-driven
approaches to enhance consumer
engagement and sales. The digital economy
and how it has led to the widespread
adoption of digital technology in modern
economic settings. The primary goal of
marketing efforts is noted to be sales and
profit growth, achieved by enhancing
customer communication through digital
means.

The role of digital marketing in bringing new
products to market is enormous, particularly
during the early stages of a product's
development. Digital marketing allows for
disseminating information to potential
customers, gathering feedback, and making
adjustments based on real-time interactions.
This is particularly important for innovative
products with complex features.

In the pharmaceutical industry, digital
marketing is described as replacing
traditional methods due to its ease of
connecting  with  end-users,  cost-
effectiveness, and the changing behaviors
of doctors and healthcare professionals
who are becoming more engaged with
social media and digital technologies.

The impact of social media on building
social  connections and  exchanging
information has transformed how patients,
clinicians, and healthcare organizations
interact. The pharmaceutical industry is
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noted to be adapting to these changes by
embracing digital marketing and leveraging
online platforms to engage with consumers,
physicians, and caregivers.

The benefits of digital marketing for
pharmaceutical companies are incredible,
including cost-
effectiveness,improvedconsumerinteraction
s,andthegenerationofvaluableinformation.

Online applications and networks are
discussed as tools for enhancing consumer
satisfaction and increasing sales and profits.

The advantages of search engine
optimization (SEO) and having user-
friendly web pages are significant,
especially in an environment where
consumers are increasingly engaged in
self-diagnosis and research before
consulting a physician.

The importance of digital marketing in the
pharmaceutical sector and the need for
employees in pharmaceutical industries to
be aware of the advantages of digital
marketing. The role of digitalization in
maintaining a competitive edge and
maximizing profits within the
pharmaceutical industry.

Over-The-Counter(OTC) medication and digital

marketing

The rise of OTC medications aligns with
the growth of digital health resources.
Consumers increasingly rely on online
information to make healthcare decisions.
Digital marketing campaigns for OTC
products often emphasize convenience,
self-care, and product benefits. Social
media plays a pivotal role in shaping brand
perception and consumer behavior. The
shift towards OTC medications is attributed
to OTC evaluations that emphasize safety,
effectiveness, and labeling as essential
components. This transition has led to an
increase in the use of non-prescription
medications for self-medication.

The role of individual experiences and word-
of-mouth marketing in building brand
identification among the public. It also
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acknowledges the impact of digital
marketing, which can create strong desires
for products and influence consumer buying
decisions. Online promotions and advertising
play a significant role in enhancing
consumer awareness of branded
pharmaceuticals.

Pharmaceutical companies are encouraged
to adopt new strategies for marketing OTC
drugs due to the changing landscape of
marketing, including  the  growing
importance of online marketing and e-
commerce. The Internet and social media
are highlighted as essential tools for
organizational adaptation in the OTC
pharmaceutical industry.

The integration of social media into
consumer relationship management for OTC
drugs is discussed, emphasizing how online
marketing  has influenced traditional
marketing strategies. The reliance of
consumers and health care professionals on
digital drug information to make OTC
choices. The importance of accurate and
quality online medication information is
highlighted, and the potential impacton self-
initiated medication purchases via online
platforms is noted.

A need for organizations, particularly
pharmaceutical companies, to adapt their
communication strategies to the digital
landscape. It mentions the shift towards
social media platforms like Facebook and
Twitter as avenues for communication and
relationship-building within the healthcare
industry.

The "reference group™ and its influence on
the purchase decisions of Over-The-
Counter(OTC) medicine

Reference groups, including pharmacists,
doctors, family, and friends, influence OTC
medication choices. Consumers seek
information, advice, and reassurance from
these groups. Pharmacists offer expertise
and recommendations, while family and
friends share personal experiences. Brand
loyalty is often influenced by positive word-
of-mouth and personal  experiences.
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Individuals today have easier and quicker
access to various reference groups due to
the prevalence of social networking
platforms and increased information
availability. Reference groups significantly
impact individuals' ideas, attitudes, and
choices. People use these reference groups
as benchmarks for self-evaluation, ensuring
that their behavior aligns with that of the
reference group.

The influence of the reference group on
consumer behavior is described in two main
ways: informational effect and normative
effect. The informational effect occurs
when the reference group provides
information about themselves or others,
directly  contributing to individuals'
knowledge. This influence is particularly
powerful when the information acquired
from the reference group enhances
comprehension, reduces ambiguity, or
improves individuals' ability to handle
potential risks.

The normative effect, on the other hand,
refers to how the actions of individuals are
influenced by their desire to conform to the
expectations of the reference group.
Individuals who adhere to the reference
group's expectations are more likely to
receive praise or avoid penalties. This effect
is most evident in social interactions, where
individuals consciously align their behavior
with group norms to gain acceptance or
recognition.

Throughout interpersonal interactions,
individuals recognize the significance of
adhering to group standards and may
intentionally identify with other group
members. Comparing themselves to the
reference group leads to self-evaluation,
and individuals may make specific
changes to conform to the reference
group's behavior and norms.

In the context of OTC medicine, the
influence of the reference group—whether
it be pharmacists, doctors, family
members, or friends—can play a crucial
role in shaping consumer purchasing
decisions. Individuals often look to these
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reference groups for information, advice,
and validation when making decisions
about which OTC medicines to purchase
and use.

Pharmacist and Doctor Recommendations

Pharmacists are recognized as experts in
medications and therapy, and they play a
crucial role in providing information,
guidance, and counseling regarding non-
prescription drugs. Due to their expertise,
pharmacists can assess a patient's condition
and recommend appropriate treatments.
They can also discourage healthy
individuals from unnecessary purchases and
direct sicker patients to doctors or hospitals.
Pharmacists can assist customers in their
buying decisions by conveying information
about the use of OTC drugs. This ability to
offer guidance on the effective and safe use
of OTC medications contributes to public
health and self-care behaviors.

Pharmacists' involvement extends to
advising customers on the quantities and
varieties of OTC drugs that are effective and
safe  for addressing specific health
objectives. Many individuals seek the
assistance of healthcare professionals, like
pharmacists, when choosing OTC options to
reduce perceived post-purchase risks. The
attributes of pharmacy staff, such as
professionalism and kindness, impact
consumer decision-making in choosing OTC
drugs. Personalized conversations with
pharmacy employees contribute to customer
satisfaction.

Family and Friends Recommendations

Word-of-mouth (WOM) communication,
which includes recommendations from
family and friends, plays a significant role
in  shaping  consumers' attitudes,
preferences, and behaviors toward
products or services. Consumers tend to
rely on word-of-mouth when purchasing
OTC medications. Information about a
brand, especially if tried by family and
friends, influences customer decisions
and post-purchase perceptions.
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Family and friends' recommendations can
impact consumer choices and medication
selection. People may trust recommendations
from those close to them, believing that OTC
medications are generally safe and mild.
However, this perception can lead to
unawareness of potential adverse effects or
drug interactions while self-medicating.

The influence of family and friends is most
pronounced when recommendations are
based on personal brand experiences.
Consumers are more likely to follow
recommendations that align with their own
experiences or when they witness positive
outcomes from the recommended OTC
medication.

Brand Experience and Purchase Decision

Brand experience and knowledge of a product play
a significant role in consumers' decision-making
process when purchasing OTC medicine. The
effectiveness of a drug in addressing a health issue
can only be truly understood through usage,
making brand experience and product familiarity
crucial factors in making a buying choice.

Consumers are often hesitant to switch
medications once they have found one that is
effective for their needs. This reluctance to
switch is due to the challenge of acquiring
accurate information about the value and
effects of different medications. The
purchase experience involves both internal
and external memories, both of which
contribute to the decision-making process.
Internal memory refers to the experience and
satisfaction a consumer derives from using a
product, while external memory comes from
learning about the product, often through
experiential learning.

The memories formed during the buying
experience are stored in consumers' minds
for anextended period. This means that
consumers continue to evaluate their
purchases after
thetransactionandtheimpactoftheirshoppinge
xperienceontheproduct'sperformanceremain
sintheirmemory.
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Impact on OTC Medication

For OTC pharmaceuticals, the experience of
using the product, its pricing, and the
dependency on the brand are key factors
influencing whether a consumer  will
repurchase the product. Familiarity with a
specific OTC brand is a critical factor in
determining whether a consumer will
choose to purchase that product again.
Previous experience and knowledge of a
specific OTC brand can significantly
influence ac consumer's decision to buy it
again in the future.

The loyalty and repetition of purchase are
directly linked to a consumer's familiarity
and positive experiences with a particular
brand of OTC medication. Consumers who
have had a positive brand experience and
find a medication effective are more likely
to become loyal, long-term users of that
specific OTC product.

HYPOTHESE AND CONCEPTUAL MODEL

H1: There is a positive significant impact
of pharmaceutical digital marketing on
consumer buying decision-making of OTC
drugs.

H2: There is a positive significant impact of
reference group effect (pharmacist, doctor,
family, or friend) on the decision of
consumers when it comes to buying OTC
drugs.

H3: There is a positive significant impact of
brand experience on consumer buying
decision-making of OTC medicine.

Conceptual Model

A conceptual model was developed to
visualize the interplay between
pharmaceutical digital marketing, reference
group influence, and brand experience on
OTC medication purchase decisions. This
model posits that these factors collectively
shape consumer behavior by influencing
product  selection.  Digital marketing
strategies, recommendations from social
circles, and positive brand perceptions all
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contribute to consumers' ultimate choice of
OTC medication.

Key Components of the Conceptual Model:

Independent Variables:

1 Pharmaceutical Digital

Marketing(PDM)

Reference Group Effect(RGE)

Brand Experience(BE)
Dependent Variable:

Consumer Buying Decision(CBD)
Direct Relationships:

[J PDM can directly influence
CBD. For example,
informative and engaging
digital content can persuade
consumers to purchase a
specific OTC product.

[0 RGE can directly influence
CBD. Positive
recommendations from
reference groups can lead to
product purchase.

[J BE can directly influence
CBD. Positive past
experiences with a brand
can foster loyalty and repeat
purchases.

Indirect Relationships:

[1 PDM can indirectly influence
CBD through RGE. Digital
marketing can create
awareness and positive brand
image, leading to discussions
within reference groups and
ultimately influencing
purchase decisions.

[0 PDM can indirectly influence
CBD through BE. Effective
digital marketing can shape
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consumer  perceptions  and from"1=strongly agree" to "5 = strongly

experiences, impacting brand disagree." A lower score indicated a higher

image and loyalty. level of agreement with the statement.
Research Instruments Variable Measurement
The research utilized self-structured The items included in the questionnaire
questionnaires as the primary research were based on established methods and
instrument. This cross-sectional survey scales from previous research studies. The
employed a quantitative technique to items for each category (pharmaceutical
measure and gather data related to the digital marketing, reference group effect,
variables under investigation, namely brand  experience, and  consumer
pharmaceutical digital marketing, purchasing decision) were adapted and
reference group effect, brand experience, modified from existing literature to ensure
and consumer purchasing decision of the measurement of the variables
Over-The-Counter (OTC)medicine. accurately.
Data Collection Approach Participants
Data collection was carried out anonymously The participants in this study were
through an online questionnaire. consumers of pharmacies located in the
Respondents were asked to complete the main cities of Telangana, specifically
questionnaire form, which contained various Hyderabad and Secunderabad. A total of
questions aimed at assessing the different 158 customers completed the online
factors related to the study. The surveys, with70 male participants and
questionnaire was designed to ensure the 88femaleparticipants forming the sample
privacy of respondents and to facilitate ease for the study.

of participation.

Instrument's Reliability and Validity
Questionnaire Structure

A reliability study was conducted to assess

The questionnaire was organized into different the consistency and reliability of the
sections: responses to the items that constitute the
study's variables. The internal consistency of
Demographic Questions. The initial part the items was evaluated using Cronbach's
of the  questionnaire  collected Alpha values. According to Nunnally (1978),
demographic information about the a Cronbach's Alpha value 0f0.70 or higher is
respondents, such as age, gender, and considered acceptable for research purposes.
other relevant factors. In this study, the analysis results showed that
Cronbach's Alpha values were above 0.7 for
Sections for Factors. The subsequent all variables.
sections of the questionnaire contained a
total of 20 items designed to measure the This indicates good acceptability and reliability of
variables of  pharmaceutical  digital the measurement scales utilized.
marketing, reference group effect, brand
experience, and consumer purchasing The validity of the study's analysis is
decision of OTC medicine. determined by the items used to
measure the variables. These items were
Rating Scale. Each question in the adapted from previous instruments and
questionnaire was rated on a five-point scale, studies in the field. The items were
where respondents indicated their level of drawn from established theories and the

agreement by selecting a response ranging
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existing literature, which adds to their
validity(Kathiravanet al., 2019).

Significant relationships between
pharmaceutical digital marketing, reference
group influence, brand experience, and
consumer purchasing decisions for OTC
medications. The results support the
formulated hypotheses and suggest that
these factors play important roles in
shaping consumers' decisions when it
comes to buying OTC medicines.

Regression Analysis

Regression analysis is a statistical method
commonly used in research to model and
assess the relationship between dependent
and independent variables. It helps to
understand how changes in independent
variables are associated with changes in the
dependent wvariable. In your context, it
appears that you are using regression analysis
to further explore and quantify the
relationships between the variables you've
mentioned in your study: pharmaceutical
digital marketing (PDM),reference group
(RG), brand experience (BE), and consumer
buying decision (BD) of OTC medication.

Regression analysis involves fitting a
regression model to your data and
estimating the coefficients that represent
the strength and direction of the
relationships between the variables. There
are various types of regression analysis,
such as linear regression, multiple
regression, logistic regression, etc.,
depending on the nature of your variables
and research questions.

Used multiple regression analysis to
examine how pharmaceutical digital
marketing, reference group influence, and
brand experience collectively influence
consumer buying decisions for OTC
medications. The regression model would
estimate  the coefficients for each
independent variable, indicating the extent
to which changes in those variables are
associated with changes in the dependent
variable (consumer buying decisions).
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CONCLUSION

This study has successfully established
connections between pharmaceutical digital
marketing, reference groups, previous
experience, and consumer buying decisions in
the context of over-the-counter (OTC)
medicines marketing in North Cyprus. The
findings of this research, derived from the
analysis of an online survey, shed light on the
dynamics of the pharmaceutical market for
OTC medicines. Pharmacists anticipate that
digital marketing will enhance the
accessibility and quality of information
available to customers regarding OTC
medications. This necessitates the adoption of
novel marketing strategies by pharmaceutical
companies to align with emerging online
innovations. Managers must consider user
behavior in the digital age when crafting
marketing strategies.

These research outcomes also raise new
inquiries in the domain of Internet and social
media  marketing, warranting  further
exploration beyond the pharmaceutical
sector. Mobile apps, which people use
throughout the day, provide a unique avenue
for investigation. Pharmaceutical firms need
to employ suitable promotional channels to
enhance brand awareness among the general
public for their OTC products. Engaging
pharmacists and healthcare professionals to
advocate for OTC brands can also be
beneficial. Notably, brand familiarity with
an OTC product emerges as the pivotal
factor influencing purchasing frequency.
Therefore, the pharmaceutical industry
should prioritize brand building and
positioning within their OTC marketing
strategy.

Policy and Strategic Implications

From policy and  business
perspectives, this study vyields
significant implications. For
pharmaceutical marketing, it is
evident that mere advertisements
may not suffice to drive consumers
to choose branded oTC
medications. Instead, digital
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marketing initiatives play a pivotal
role in bolstering consumer
understanding and enabling
informed decisions in OTC drug
purchases. As public awareness
rises due to online advertising,
there exists a potential for growth
within the OTC pharmaceutical
industry.

Community pharmacists, particularly, should
be prime targets for promotional campaigns
related to new OTC pharmaceutical releases
and direct selling strategies. Distributors and
importers of OTC medications can also
leverage the impact of brand experience on
their products to gain a competitive edge and
better cater to consumer needs. Reference
groups can serve as effective tools in OTC
marketing strategies, fostering collaborations
with professionals who engage daily with
consumers.  This  strategy  minimizes
perceived consumption risks, enhances
product confidence, and motivates consumer
purchases.

To enhance brand confidence and
elevate purchase intent, community
managers should assist consumers in
gaining a deeper understanding of
products and the purchasing process.

Encouraging consumers to share their
knowledge and shopping experiences
can facilitate word-of-mouth marketing.
These efforts are especially important
given the current state of pharmaceutical
digital marketing in North Cyprus,
which still presents untapped potential.
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