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ABSTRACT

Pharmaceutical marketing plays a crucial role in shaping healthcare practices, influencing both medical
professionals and consumers. However, ethical concerns have emerged regarding deceptive advertising,
financial incentives for healthcare providers, and the exploitation of vulnerable populations. The objective is
to assess how various marketing strategies influence public and healthcare professionals’ ethical perceptions
of pharmaceutical industry practices and identify areas for improvement in regulatory frameworks.
Independent variables include Direct-to-Consumer Advertising (DTCA), Financial Incentives (Fl) to
healthcare providers, Transparency of Drug Information (TDI), Regulatory Compliance (RC), and Public Trust
(PT) in the pharmaceutical industry. The dependent variable is the Ethical Perception of Pharmaceutical
Marketing(EPPM),measured by the perceptions of healthcare professionals and patients on the ethical
practices in pharmaceutical marketing and their trust in the industry. Data is collected through surveys of
306 healthcare professionals and 216 patients, along with interviews with pharmaceutical executives, using
descriptive statistics and regression analysis in SPSS 25. Regression analysis reveals significant correlations
between pharmaceutical marketing practices and public trust. Descriptive statistics were performed to
identify relationships between revealed varying levels of ethical concerns, particularly related to DTCA and
financial incentives. The findings suggest that increased transparency, adherence to regulations, and ethical
advertising could improve industry practices and enhance public confidence in pharmaceutical companies.

Keywords: Pharmaceutical Marketing; Healthcare Industry; Ethical Challenges; Descriptive Statistics.
RESUMEN

El marketing farmacéutico desempeia un papel crucial en la configuracion de las practicas sanitarias,
influyendo tanto en los profesionales médicos como en los consumidores. Sin embargo, han surgido problemas
éticos relacionados con la publicidad enganosa, los incentivos economicos a los profesionales sanitarios y
la explotacion de poblaciones vulnerables. El objetivo es evaluar como influyen las distintas estrategias
de marketing en las percepciones éticas del publico y los profesionales sanitarios sobre las practicas de la
industria farmacéutica e identificar areas de mejora en los marcos normativos. Las variables independientes
son la publicidad directa al consumidor (PVDC), los incentivos econdmicos (IF) a los profesionales
sanitarios, la transparencia de la informacion sobre medicamentos (TDI), el cumplimiento de la normativa
(CR) y la confianza publica (CP) en la industria farmacéutica. La variable dependiente es la Percepcion
Etica del Marketing Farmacéutico (EPPM), medida por las percepciones de los profesionales sanitarios y
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los pacientes sobre las practicas éticas en el marketing farmacéutico y su confianza en la industria. Los
datos se recogen mediante encuestas a 306 profesionales sanitarios y 216 pacientes, junto con entrevistas
a directivos farmacéuticos, utilizando estadistica descriptiva y analisis de regresion en SPSS 25. El analisis
de regresion revela correlaciones significativas entre las practicas de marketing farmacéutico y la confianza
del publico. Se realizaron estadisticas descriptivas para identificar las relaciones entre los distintos niveles
de preocupacion ética revelados, especialmente en relacion con la publicidad directa al consumidor y los
incentivos economicos. Los resultados sugieren que el aumento de la transparencia, el cumplimiento de la
normativa y la publicidad ética podrian mejorar las practicas de la industria y aumentar la confianza del
publico en las empresas farmacéuticas.

Palabras clave: Marketing Farmacéutico; Industria Sanitaria; Desafios Eticos; Estadistica Descriptiva.

INTRODUCTION

The pharmaceutical sector utilizes two independent terms, marketing for pharmaceutical and medico, to
support its products and names to produce significant profits and occupy a variety of marketing and medical
methods." The healthcare sector is working to improve access, enhance productivity, and provide superior care
at a lower cost. For medical experts, chronic, severe neurological conditions have presented difficulties.® In
the resource-intensive clinical area of healthcare, huge amounts of data are frequently generated, retrieved,
and shared. It is both essential and extremely challenging to store and transmit this enormous amount of
data because of its critical nature and limiting factors like security and privacy.® Personnel expenses are the
most significant contribution to hospital expenditures, followed by purchasing and material costs. Hospitals
should use automated order collecting to lower delivery frequency and assist effective inventory management,
reduce storage space to enhance inventory turnover, and assure fair bidding for inexpensive to maximize
operations.® Over the years, attempts to market pharmaceuticals to doctors have gained increasing attention.
Pharmaceutical industries use a variety of tactics to increase medicine adoption, such as physician-targeted
marketing and other presents.® To examine the collision of pharmaceutical marketing strategies on the ethical
perceptions of both healthcare professionals and the patients, the key factors, such as DTCA, Fl, TDI, RC, PT,
TPM, and TPI assessing their influence on trust and ethical concerns while recommending enhancements in
regulatory frameworks, was recognized.

The research calculated the ethical difficulties in aesthetic surgery, asking whether it is a medical necessity
or a profit-driven enterprise.® Findings indicate an identity crisis, as commercialization risks converting the
field to a beauty industry that prioritizesfinancial gain over patient well-being. The integrity of the profession
was undermined by some surgeons who adhere to ethical standards, while others employ aggressive marketing
strategies. The subjective division between medical necessity and elective procedures, as well as different
cultural perspectives, was among the limitations. The research emphasized the need to restore core medical
values, ensuring that aesthetic surgery remains patient-centered rather than profit-driven. The laws governing
the compassionate use of illegal substances in different countrieswas examined.” The outcomes draw awareness
toimportant ethical issues, such as fair patient selection and informed consent. Furthermore, ethical frameworks
for concerned therapies were provided. Limitations, however, include unpredictable regulations and real-world
execution issues in various geographical areas. By exploring prescribing challenges in various countries, the
investigation aimed to establish the ethical considerations of Antimicrobial Resistance (AMR).® The outcomes
demonstrate how national characteristics impact ethical concerns, such as recommending autonomy, group
effort, and moral duties to future generations. The results specify that well-organized stewardship applications
involve a grasp of country contexts. The complexity of cultural and economic variances, which could affect
generalizability, was one of the limitations. Addressing these moral issuesmight support establishing a balance
between short-term patient care and long-term public health objectives. The function of the research was to
examine the occurrence and effects of DTCA, a topic that has establishedslight attention in scholarly research,
on Pakistani consumers’ purchasing decisions for over-the-counter (OTC) medications.® The findings showed
that, regardless of regulatory limitations, DTCA was frequently used to sell unregistered medications, even
though it has a key impact on consumer perceptions and needs recognition. In-depth interviews with important
parties and meta-synthesis were utilized in the research to shed light on the moral and legal issues surrounding
DTCA. The use of qualitative methodologies, which might not accurately reflect the wider customer response,
was a significant drawback. The DTCA should be responsibly adopted by pharmaceutical and healthcare
professionals for proficient medicine promotion. The investigation examined the primary causes of corruption in
pharmaceutical acquisition as well as methods for improving accountability, transparency, and anti-corruption
measures.® The various levels of government and healthcare systems were prejudiced by the procurement
process’s high susceptibility to corruption. Risks can be reduced by enhancing accountability and transparency
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through practices like integrity agreements and open contracting. The research’sdependence on a narrative
estimation of the research, which includes both peer-reviewed and grey research, can restrict the thoroughness
of the results.

Hypothesis Framework
Hypothesis 1 (H1): DTCA positively influences the EPPM

The technique of marketing prescription products directly to consumers through print, digital, and television
media is known as DTCA. It desires to educate individuals about medical procedures along with promoting
patient interaction and dialogue with medical professionals.

Hypothesis 2 (H2): FI to healthcare providers negatively influences the EPPM

Pharmaceutical industries give financial incentives to healthcare personnel in terms of bonuses, commissions,
or gifts in an attempt to alter prescription procedures. These incentives might lead to a clash of interests;
involving financial gain takes precedence over the welfare of patients in medical decisions. By eroding confidence
in medical practitioners and the sector, this behavior has a detrimental impact on the ethical perception of
pharmaceutical marketing.

Hypothesis 3 (H3): Increased TDI positively influences the EPPM

The open and accurate discovery of a drug’s benefits, risks, cost, and clinical trial data is known as improved
precision of drug information. This enhances the ethical perception of pharmaceutical marketing by removing
misinformation and promoting trust, which in turn assists patients and healthcare providers make informed
decisions based on objective information.

Hypothesis 4 (H4): Higher RC by pharmaceutical companies positively influences the EPPM

The pharmaceutical industries can achieve better regulatory compliance by strictly following the rules,
regulations, and moral principles that control the creation, promotion, and sale of drugs. Observance to
regulations guarantees equitable procedures, precise medication details, and the avoidance of deceptive
advertising. This promotes honesty, responsibility, and public confidence, all of which have a beneficial ethical
impact on pharmaceutical marketing.

Hypothesis 5 (H5): PT in the pharmaceutical industry positively influences the EPPM

To examine how the ethical perspective of pharmaceutical marketing is improved by public trust in the
pharmaceutical sector. Analyzing elements that promote trust, such as openness, patient-centered procedures,
and corporate responsibility. Improving public trust can result in more people accepting pharmaceutical
marketing as morally just and advantageous.

Hypothesis 6 (H6): The EPPM is positively correlated with the overall TPI

To observe the way broad trust in the pharmaceutical industry is associated with the ethical perception
of pharmaceutical marketing. Examining the contact of ethical marketing strategies on the public’s trust in
pharmaceutical firms is a branch. Gaining insight into this relationship can aid in the development of tactics to
improve industry reputation and ethical standards.

These hypotheses form the foundation for the subsequent statistical analysis, as shown in figure 1, which
examines the direct, and interaction effects among the independent and dependent variables in the research.

H5

pTcA — . Eppm Ho

TPI

H2

TDI Fi

Figure 1. Hypothesis Framework
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METHOD

In A cross-sectional survey of 306 Healthcare Professionals and 216 patients was employed in their research
to evaluate ethical opinions on pharmaceutical marketing. Participants were chosen using stratified random
sampling and convenience. DTCA, financial incentives, openness, regulatory compliance, and public trust were
among the important features examined. Structured questionnaires were used to collect data, and SPSS 25
was used for both descriptive statistics and regression analysis. The results provide insight into how patients’
and experts’ ethical perspectives are influenced by pharmaceutical marketing. Figure 2 illustrates the entire
process of the method.

Data Collection —————— Questionnaires

Research
Instruments
(Linear Scaling)

Statistical Analysis
+——(Descriptive Statistics
Regression Analysis)

Evaluation
Result

Figure 2. Flow of methodology

Sampling

Patients and medical professionals were the research’s target population. In addition to 216 patients who
are undergoing or have received pharmacological therapies, 306 healthcare professionals, including physicians,
and pharmacists, are currently in practice. Depending on how easily accessible the target groups are, either
convenience sampling or stratified random sampling might be used as the sampling method. Convenience
sampling can be used if participant access is restricted; however, stratified random sampling might be utilized
to guarantee representation across various patient demographics and professional positions.

Data collection

A cross-sectional survey was conducted to assess the ethical perception of pharmaceutical marketing among
healthcare professionals and patients. A sample of 522 people, consistingof 306 medical professionals and 216
patients, participated in the research. DTCA, financial incentives for healthcare providers, drug information
transparency, regulatory compliance, and public trust in the pharmaceutical industry were among the marketing
strategies used. Measures of respondents’ views on ethical concerns, industry trust, and regulatory framework
awareness were also incorporated in the poll. The professional role, exposure to pharmaceutical marketing,
prior understanding of legislation, direct connection with pharmaceutical personnel, and belief in industry
directness were the seven main factors that influenced ethical judgments.

Questionnaires

The examination evaluates clinical experts’ and patients’ ethical views on pharmaceutical marketing. RC,
TDI, PT, FI, EPM, DTCA, and TPI are its seven key constituents. Participants’ answers are gathered using open-
ended questions. Demographic information serves as a control variable to guarantee thorough analysis. Responses
help determine how marketing tactics impact moral perceptions. Table 1 represents the questionnaire based
on the key factors and the collected data helps to understand how pharmaceutical marketing impacts public
and professional trust.
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Table 1. Factor-based Questionnaire

Factors Questionnaires
DTCA Do you believe DTCA provides accurate drug information?
Do DTCA campaigns influence patient demand for specific medications?
FC Do financial incentives influence healthcare providers’ prescription
choices?

Should financial relationships between doctors and pharmaceutical
companies be disclosed?

TDI Do pharmaceutical companies provide clear and honest drug
information?

Do you think drug risks are communicated as clearly as drug benefits?
RC Are pharmaceutical marketing practices sufficiently regulated?

Do you believe existing regulations effectively prevent unethical
marketing?

PT How much do you trust pharmaceutical companies?
Do past controversies in the pharmaceutical industry affect your trust?
EPPM What is your overall perception of pharmaceutical marketing ethics?

What do you think is the most concerning ethical issue in pharmaceutical
marketing?

TPI Do you believe pharmaceutical companies prioritize public health over
profits?

What factors most influence your trust in pharmaceutical companies?

Variables and measurements

The research evaluates significant contributing features to examine how pharmaceutical marketing was
apparent ethically. It discovers the effects on ethical judgments of DTCA, financial incentives, transparency,
regulatory compliance, and public confidence. Demographics are considered as control factors to ensure an in-
depth investigation. Insights into how marketing tactics influence public and professional ethical opinions are
offered by the findings.

Independent Variables (IVs)

The following factors are examined for their influence on ethical perception.

DTCA: Examines how marketing targeted directly at consumers (e.g., TV ads for prescription drugs) influences
their perception of pharmaceutical ethics.

Fl: Investigates whether payments or incentives given to doctors and other healthcare professionals affect
their ethical views on pharmaceutical marketing.

TDI: Assesses whether clear, honest communication about drug benefits and risks impacts ethical perceptions.

RC: Evaluates the role of following legal and ethical marketing guidelines in shaping perceptions of ethical
conduct.

PT: It looks at how much the public trusts pharmaceutical companies and how that trust affects ethical
perceptions.

TPI: Evaluates the extent to which public confidence in pharmaceutical companies influences ethical
perceptions of pharmaceutical marketing. More trust levels might lead to a more positive ethical perception,
while skepticism or past controversies can contribute to ethical concerns.

Dependent Variable (DV)
EPPM: It reflects how healthcare professionals and patients perceive the ethical nature of pharmaceutical
marketing practices.

Data analysis

The IBM SPSS version of 25, a statistical tool frequently employed for research analysis, was used to estimate
the data. Demographic information and survey results were gathered using descriptive statistics, which contain
means, standard deviations, percentages, and frequencies. The relationship between ethical judgments and
important determinants, such as professional function, exposure to pharmaceutical marketing, regulatory
knowledge, interactions with representatives, and trust in industry transparency, was considered using
regression analysis. To determine how these characteristics affected the ethical attitudes of pharmaceutical
marketing, statistical significance was assessed, undertaking accurate and fact-based findings.
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RESULTS

The outcomes show a strong connection between pharmaceutical marketing tactics and patients’ and
healthcare professionalsethical perspectives. While financial incentives provide away to ethical issues,
transparency and regulatory compliance have a beneficial impact on ethical attitudes. These impacts are
restrained by public trust, underscoring its critical role in the construction of perceptions. These results support
the goal of the research, which is to comprehend how ethical opinions are influenced by marketing strategies.

Demographic Table
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Figure 3. A graphical representation of demographic factors Gender (a), Age Group (b), Experience Level (c)

The analysis of the demographic data presents an approach into the characteristics of the participants
regarding ethical perceptions in pharmaceutical marketing. The sample contains an elevated proportion
of females than males along with both healthcare professionals and patients. The age distribution is well-
balanced, with a significant portion of participants in the middle-age category, while younger and older groups
are also fairly represented. Educational backgrounds vary, but the majority holds a bachelor’s degree, followed
by associates, masters, and doctoral degrees. In terms of experience, while participants are distributed
across different professional experience levels, a notable portion has 0-5 years of experience, indicating a
fair representation of early-career professionals. Table 2 illustrates the demographic characteristics of the
participants and figure 3 shows the graphical representation of the demographic variables.

Descriptive statistics

In pharmaceutical marketing, descriptive statistics are employed to assess important facets of ethical
judgments. Participants’ average perception score is modest, and the significant standard deviation (SD) suggests
that answers varied. According to statistical testing, ethical opinions are strongly influenced by transparency
and regulatory compliance, although the impacts of financial incentives are not entirely clear. Furthermore, a
high degree of favorability toward open communication points to its influence on moral opinions. Overall, the
results demonstrate how crucial marketing tactics are in shaping ethical attitudes.

_ [Zlw-w|?
T= S M

Table 3. Descriptive statistics of Pharmaceutical Marketing Factors and Public Trust

Variables Group Mean SD Min Max Median
DTCA Healthcare Professionals 3,8 0,9 1,5 5,0 3,9
Patients 4,2 1,0 1,8 5,0 4.3
EEPM Healthcare Professionals 4,0 0,8 2,0 5,0 4.1
Patients 3,7 1,1 1,3 5,0 3,7
Fl Healthcare Professionals 3,5 1,1 1,0 5,0 3,6
Patients 3,9 1,2 1,2 5,0 4,0
TDI Healthcare Professionals 4.1 0,8 2,0 5,0 4,2
Patients 3,7 1,0 1,5 5,0 3,8
RC Healthcare Professionals 4,3 0,7 2,5 5,0 4,4
Patients 3,8 1,1 1,5 5,0 3,9
PT Healthcare Professionals 3,7 1,0 1,5 5,0 3,8
Patients 4,0 1,1 1,2 5,0 4.1
TPI Healthcare Professionals 4,0 0,9 2,0 5,0 4.1
Patients 3,6 1,2 1,3 5,0 3,7
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Equation (1) aligns with the objective by computing variations in ethical insights of pharmaceutical industry.
Here, w represents the data value, w  is the average of the collected data, m-1 denotes the adjusted sample
size, and |w-w |2 captures deviations from the mean. This statistical approach helps assess the impact of
transparency, financial incentives, and regulatory compliance on ethical perceptions, supporting the research
goal of understanding how marketing practices shape public and professional views. The descriptive statistics
of key variables were listed in table 3 and the graphical illustrations were demonstrated in figure 4.

TPI

PT

RC

TDI

Variables

Fl

[ Patients
EEPM [ Healthcare Prof

DTCA

0 2 4 6 8 10
Mean

Figure 4. A graphical representation of Descriptive statistics

Regression analysis

A statistical method used to examine relationships between independent and dependent variables was
regression analysis. It helps in understanding how factors such as transparency, regulatory compliance, and
ethical perception influence contract enforceability. The analysis identifies key predictors, measures their
significance, and provides empirical evidence for policy formulation. The regression equation is expressed
inequation (2).

X=b+ay+v (2)

Where b is the intercept, X is the dependent variable, y represents the independent variable, a represents
the beta coefficient, and v depicts the error term. Table 4 depicts the key variables in regression analysis.

Table 4. Regression Analysis of Factor Influencing Ethical Perception of Pharmaceutical Marketing

Factors Coefficient p-value 95 % CI (Lower, Upper) t-value Std. Error
DTCA 0,22 0,000 (0,12, 0,32) 4,40 0,05
EPPM -0,15 0,033 (-0,29, -0,01) -2,14 0,07
Fl 0,35 0,000 (0,23, 0,47) 5,83 0,06
TDI 0,27 0,000 (0,19, 0,35) 6,75 0,04
RC 0,25 0,000 (0,15, 0,35) 5,00 0,05
PT 0,30 0,000 (0,20, 0,40) 6,00 0,05
TPI 0,22 0,000 (0,12, 0,32) 4,40 0,05

These outcomes demonstrate how economic and moral considerations have an effect on the compliance of
contracts, which helps rigid and regulators make wise choices.

Path analysis

A statistical method for examining both direct and indirect links between research variables is path analysis.
The seven variables and their effects on public trust in the pharmaceutical sector are estimated using path
analysis. The outcomes show that while financial incentives have a harmful effect on ethical perception, DTCA,
transparency, and regulatory compliance have anoptimistic effect. Additionally, ethical perception is deeply
influenced by public trust, which in turn enhances overall trust in the pharmaceutical sector. The research offers
perceptive information on improving industry credibility and ethical marketing strategies. Table 5 represents
the results of pathway analysis.
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Table 5. Pathway Analysis

Hypothesis Pathway B t-value SE p-value Accepted / Not Accepted
H1 DTCA — EPPM 0,32 4,57 0,07 <0,001 Accepted
H2 FI — EPPM -0,28 -4,67 0,06 <0,001 Accepted
H3 TDI — EPPM 0,41 8,20 0,05 <0,001 Accepted
H4 RC — EPPM 0,35 5,83 0,06 <0,001 Accepted
H5 PT — EPPM 0,38 7,60 0,05 <0,001 Accepted
Hé EPPM — TPI 0,45 11,25 0,04 <0,001 Accepted

The test findings for various routes and their effects on EPPM and TPI are shown in the table. The findings
indicate that, depending on the pathway’s orientation, DTCA, Fl, TDI, RC, and PT all have a substantial influence
on EPPM, with either positive or negative coefficients. Furthermore, EPPM has a significant effect on TPI, which
emphasizes the importance of emotional processing in influencing public perception and trust. Since every
p-value was below the 0,001 threshold, confirming the strength of the correlations between the variables, all
of the hypotheses were accepted.

CONCLUSIONS

The research provides a general investigation of the ethical considerations in pharmaceutical marketing,
representing the way ethical attitudes are impacted by the seven variables. The results indicate that while
increased sincerity and regulatory compliance enhance industry trust, financial incentives might be a causal
factor to ethical issues. Regression analysis highlights the constraint for more severe laws and moral marketing
practices by confirming the well-built connection between marketing methods and ethical perception.
Enhancing compliance and openness can increase public trust and assurance a more ethical pharmaceutical
sector. To further improve industry credibility, future research should observe regional differences and the long-
term impacts of ethical marketing reforms.
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