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The article examines the specifics of applying digital marketing in the pharmaceutical
industry, which faces high competition, modern concept of sustainable development,
strict regulation, and changing consumer behavior during wartime. Modern tools and
channels of digital communication are analyzed - social networks, search engine
optimization, content marketing, mobile applications and telemedicine services,
omnichannel marketing and digital platforms. It is emphasized that analytics and Al
technologies have become central tools for optimizing the assortment policy of a
pharmaceutical company. Particular attention was paid to issues of brand trust,
personalization of communications, and compliance with regulatory restrictions on the
promotion of pharmaceutical products. Key digitalization trends are presented, including
the use of big data, artificial intelligence, and automation of interactions with patients
and the medical community. It is concluded that digital marketing is becoming a strategic
tool for increasing the effectiveness of pharmaceutical product promotion and strengthening
long-term relationships with the target audience. It is noted that the war in Ukraine
stimulates the development of digital marketing tools. For this purpose, the experience
of digitalization of marketing approaches in Germany was studied.

Keywords: pharmaceutical market, digital technologies, sustainable development, digital

marketing, online communications.

DOI: 10.32434/2415-3974-2025-22-2-286-291

Introduction

Recent research conducted by Ukrainian scientists
has demonstrated the impressive speed with which
key digital marketing technologies are being
implemented. As for the situation in the
pharmaceutical market, it is not exceptional. It is
known that the health of the country’s citizens depends
on the pharmaceutical industry, and marketing
practices have a direct impact on the availability,
awareness and decision-making regarding the use of
medicines.

Under the influence of global digital
transformations, the use of old, traditional marketing
approaches cannot be effective. They have been
replaced by innovative digital strategies focused on
personalization, communication technologies, and
patient engagement in digital channels.
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Under these circumstances, when Ukraine is
implementing a program of strategic sustainable
development goals, solving the problems of
implementing sustainable pharmaceutical marketing:
ecological marketing (eco-marketing), social marketing,
corporate social responsibility without the help of local
communities is impossible.

Recently, artificial intelligence (AI) and
personalized medicine have been crucial in
transforming the pharmaceutical market. But the
application of these new technologies in marketing
strategies poses a number of new challenges for
pharmacists, including: introducing innovations in
marketing communications, adapting enterprises to
the modern environment, and ensuring effective
consumers (patients) communication.
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Analysis of recent research and publications

Digital marketing in the pharmaceutical market
is of interest to many researchers, due to innovative
changes in communication technologies, the structure
of demand for medicines. Research in recent years
has emphasized the digitalization of marketing
processes, personalization of interaction with patients,
and the integration of digital technologies into the
strategic planning of pharmaceutical companies.

In the context of the digital transformation of
the pharmaceutical sector, scientific research highlights
the rapid growth of the role of innovative marketing,
combining Big Data technologies, social media,
automation and personalization of communication.
According to the study by Miozza, Brunetta and Appio,
digital transformation in the pharmaceutical industry
is the multi-level dynamic that includes not only
technological changes, but also managerial adaptation
to new business customer-oriented models [1].

Ventola’s article made a significant contribution,
outlining both the benefits (broadening audience reach,
increasing awareness of drugs) and the risks (unregulated
content, ethical dilemma) for healthcare professionals.

Ventola et al. [2], in their review, show the
potential of social media in increasing the efficiency
of healthcare, while at the same time, drawing attention
to the need for the reliability of information and
control of sources.

Eysenbach, in his concept of “Medicine 2.0”,
has demonstrated a framework for understanding the
digital era in healthcare as an open, interactive
environment where the patient becomes an active
participant in the treatment process [4]. In this context,
new research highlights the growth of online platforms
for the sale and promotion of pharmaceutical and
cosmetic products, which is influencing the marketing
strategies of companies.

The purpose of the article

Studying the main directions of implementing
digital technologies in marketing programs developed
by pharmaceutical companies in order to achieve long-
term sustainability in the market. The results obtained
can become the basis for research and development
of strategic recommendations for pharmaceutical
companies seeking to effectively apply digital
technologies in modern marketing programs.

Presentation of main content

As mentioned earlier, digital marketing helps to:
increase sales; build a brand and increase its awareness;
improve the company’s reputation; attract new
customers or reduce the cost of attracting them; retain
customers and lead them to repeat purchases; create a
detailed portrait of each segment of the target audience.

As you know, Goal No. 3: “Ensure healthy

lives and promote well-being for all at all ages” was
approved at the UN Summit in September 2015. The
wording of Goal No. 3: “Ensure healthy lives and
promote well-being for all at all ages”. It is currently
impossible to realize this goal without the digitalization
of marketing, without the participation of
pharmaceutical companies in international sustainable
development projects.

Digital marketing differs from traditional
marketing in the platforms where promotion takes
place. While traditional marketing uses radio, television,
classic media, billboards and other physical media,
digital marketing involves interaction with the audience
via a computer, phone, tablet, etc.

The main areas of digital marketing are discussed
in the author’s Table.

The Table lists its strengths and weaknesses:

— omnichannel marketing and digital platforms.
At the same time, companies combine various online
channels: their own websites (branded and corporate),
special projects, aggregator pharmacies — for
comprehensive interaction with the audience via the
mobile web and applications. The main source of
traffic is considered to be effective search, especially
from mobile devices Pharmacy online. E-commerce
accounts for about 12% of the pharmaceutical market.
Key components of successful digitalization are
omnichannel, CDP platforms and logistics;

— online communications with healthcare
professionals. The importance of direct digital contacts
is growing: chat rooms, specialized sites for doctors,
closed platforms with access for medical professionals.
Agile marketing and active use of online events have
become important during field service restrictions,
such as due to the war. Pharmacy Prescriptions;

— remarketing and Programmatic messengers.
Remarketing and programmatic advertising are used
for precise targeting; messengers (mainly Viber,
Telegram) are actively involved as convenient channels
of communication with Apteka online customers;

— mobile apps and in-store technologies. Mobile
pharmacy applications offer functions: information
about medications, online consultations, promotions,
reminders, cashbacks, descriptions of medications, and
prescription scan codes — with the aim of increasing
loyalty and digitizing the point of sale. Tablets in
pharmacies allow you to collect customer data and
adapt advertising campaigns in real time;

— data analytics and CRM solutions. With the
help of analytics (Proxima Research Cloud
CRM, Proxima research cloud) pharmaceutical
companies can track the activity of medical
representatives, brand promotion activities, marketing
effectiveness, and interaction with doctors in real time;

Digital marketing of a pharmaceutical enterprise on the path to sustainable development
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Table
Strengths and weaknesses of digital marketing
Digital trendsin the pharmaceutical Strengths Weakn
market
1. Omnichannel marketing and Consistency of messages across | High implementation cost.

digital platforms

channels. Convenience for patients

Complexity of integrating different

and doctors in choosing a| channels. Need for specialized
communication channel. Increased | personnel
brand loyalty and awareness

2. Online communication with Speed and convenience  of | Lack of trust in online formats

medical professionals

information exchange. Ability to
reach alarge audience. Reduction of
costs for physical meetings

among some doctors. Legal and
regulatory restrictions. Risk  of
information overload

3. Remarketing, Programmatic,
messengers

High targeting accuracy.
Personalization of communications.
Optimization of advertising budget

Risk of negative perception due to
excessive retargeting. Dependence
on data quality. Difficulty in
controlling third-party platforms

4. Dataanalytics and CRM solutions

Deep understanding of customer
needs. Ability to forecast demand.

High requirements for data quality.
Need for analytics speciaists. Risk

Increased marketing efficiency of

leakage  of confidential
information

Source: developed by authors’

— personalized and interactive content. Adapting
content to the needs of doctors and patients, creating
digital brand ecosystems, feedback issues, and forming
Communities are key components for building
relationships with the Pharmacy Online audience.

Researchers confirm that the active use of digital
channels directly correlates with the growth of sales
of both OTC and Rx drugs [5].

Therefore, it can be argued that digital marketing
in Ukrainian pharmacy is already actively using:
omnichannel and online platforms, including e-
commerce, messengers, mobile applications, in-store
technologies, and analytical CRM systems such as
Proxima Cloud CRM.

Additionally, it should be noted that the role of
personalized, interactive content for different target
audiences is also growing. These tools help adapt to
changes, engage the audience, and increase the
effectiveness of the marketing strategy.

If we characterize digital marketing in the
pharmaceutical sector of Ukraine during martial law,
we can separate the areas of marketing activity taking
into account modern changes:

— marketing goals: Sales growth, market
expansion, brand strengthening, ensuring drug
availability, customer and physician support, social
responsibility;

— communication strategy. The tone of
communication is creative, sometimes emotionally
charged, with elements of goodwill;

— promotion channels. Personal visits by medical
representatives, conferences, offline events, digital as

an application 100% digital orientation: messengers,
social networks, email, webinars, mobile applications;

— geotargeting. Mostly stable geography of
campaigns. Dynamic adaptation to changing audience
location (IDP);

— content: product presentations, scientific
materials, promotions. Information on the availability
of drugs, pharmacy addresses, humanitarian initiatives,
online consultations;

— analytics. Scheduled performance assessment
(monthly/quarterly);

— real-time monitoring, rapid changes,
integration with e-commerce, CRM, marketplaces [6].

In addition, it is necessary to consider additional
work with notification services, shelter maps,
humanitarian platforms. Minimalism in visuals,
avoidance of traumatic topics, continuity of supply,
service and trust are important.

These characteristics demonstrate the fact that
marketing strategy during wartime became less
commercial and more service-humanitarian, and speed
of adaptation and mobile tools became critically
important.

At this time, it would be appropriate to investigate
the specifics of digital marketing in the pharmaceutical
market in a European country (Germany), which
combines regulatory restrictions, technological trends,
and specific approaches to the audience. Namely:

— strict regulation of advertising and
communications. Prohibition of advertising prescription
drugs to consumers: The Heilmittelwerbegesetz
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(HWG) strictly restricts advertising of prescription
drugs — it is only permitted for a professional audience
(doctors, pharmacists) with scientifically based and
transparent information;

— advertising of OTC products is possible, but
limited by the facts: for over-the-counter products, it
is permissible to advertise factual data, but avoid
excessive claims of benefit or effect;

— avoiding hidden advertising: Marketing through
influencers or patients must be clearly labeled
“Anzeige” or “Werbung” — only this meets the
requirements of the BfArM and the Federal Cartel
Office (FCO) kinda;

— compliance with digital health solutions
standards. Digital Therapeutics (DiGA): Germany is
the first country to integrate the DiGA system, allowing
doctors to prescribe digital therapeutic products and
insurance to cover them (~300 11 per course);

— the shift to personalization and technology
(MarTech). Omnichannel: Pharma companies
integrate emails, webinars, offline events, professional
portals, and social networks into a single way of
interacting with doctors and patients, which increases
the effectiveness of their outreach;

— content marketing — educational and
“leadership.” For example, associations (such as Pro
Generika) create informative pages and content clusters,
covering complex topics in an accessible and neutral
way — this increases trust and public respect;

— interactivity and personalization: Individual
content portals for HCP (Healthcare Professionals),
interactive quizzes, surveys, e-Detailing are used —
this enhances engagement and allows you to collect
data for targeting;

— the rise of MarTech and analytics: marketing
automation, analytics dashboards, CRM solutions help
track campaign performance and adjust strategies in
real time;

— government initiatives and regulations in digital
health. Electronic prescription registration and
telemedicine services. Thanks to the Digital Healthcare
Act, electronic patient records, e-prescriptions, and
online consultations are receiving strong support; this
stimulates digital marketing and the telehealth tool
implementation.

Based on the study of these features, it can be noted
that in Germany, digital marketing in pharmacy forms a
balance between: strict legislative regulation (HWG, DiGA,
BfArM, FCO), modern technologies and digital channels
(omnichannel, MarTech, DiGA), educational, interactive
content that builds trust and expertise.

Conclusion

The above sources provide insight into the key
dynamics of digital marketing in the pharmaceutical

industry. Analytics and Al technologies have become
central tools for campaign optimization. Omnichannel
strategies, video formats, content modular approaches
and e-detailing.

Barriers to the implementation of digital
technologies in pharmaceutical enterprises can be
considered: low technological awareness, lack of skills,
organizational inertia, insufficient legal framework,
which delays the digital transformation of
pharmaceuticals. Without them, it is currently
impossible to implement the sustainable development
goals.

But the war in Ukraine has largely stimulated
the development of digital marketing tools, confirmed
in local analysis. In addition, the experience of
digitalization of marketing approaches in the countries
of the European Union was taken into account.
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MA®POBUN MAPKETUHT ®APMAIEBTUYHOTO
HIAITPUEMCTBA HA HUIAXY CTAJIOI'O PO3BUTKY

Kpyeaixosa B. B., Kyiabneea O. A.

Y cmammi pozensioaomecsi 0cobaugocmi 3acmocysants
yuppoeoeo mapkemunzy 6 hapmauesmuurit iHdycmpii, aKa cmu-
Kaemocs 3 GUCOKOI KOHKYDEHUIEI0, CY4ACHOI0 KOHUenuiero cma-
020 PO3GUMKY MA CMPORUM DPe2yAlo8AHHAM | NOGEOIHKO0I0 Cho-
Jacueauie, wo 3miHoemoscs nid uac eitunu. Ilpoananizoeano cy-
YacHi IHcmpymeHmu ma KAaHaiu uyu@posoi KomyHikayii —
COUiQNbHI mepedci, nouwyKkoea Onmumizayis, KOHmMeHm-mapke-
muHe, MOOIAbHI npoepamu ma menemeouHi cepeici, OMHIKAHANb-
Huil mapkemune i uyugpogi naameopmu. 3pobaeHo Hazoaroc Ha
me, wo auarimuka i Al-mexnonoeii cmaniu yeHmpasbHUMU
[HCmpymeHmamu 0451 ONMUMI3ayii acopmumeHmuoi noaimuku gap-
Mmayeemuuno2o nionpuemcemea. Ocobaugy yeazy npuodinsiiocs nu-
manHam 008ipu 00 bpeHdy, nepcoHanizauii KOMyHikayiti ma dom-
PUMAHHS HOPMAMUBHUX 00MedceHb w000 NPOCYBAHHs hapma-
yeemuunux mosapis. Hasedeno kaiouosi menoenuii yugposizauii,
BKANMAIOUU BUKOPUCMAHHS GeAUKUX OQHUX, WIMYUHO20 [HmMeneK-
my ma asmomamu3auii 63aemMooii 3 nauieHmamu ma MeouHHoH
CninbHOMOI. 3pobaeHO BUCHOBOK, W0 UUDPOSUU MapKemuHe Cmae
cmpamezivHuM IHCMPYMEHmMoM NiOSUUEHHs epeKmuUeHocmi npo-
Cy8aHHs apmayeemuyHoi npodyKyii ma 3miuHeHHs 00820CMpPO-
KOBUX IOHOCUH 3 UINbO8OI ayoumopicio. 3a3HaueHo, wio GiliHa &
Ykpaini cmumyaroe  pozeumok digital-mapkemurneogux incmpy-
MeHnmig. 3 uicio memoro eusuascs 00ceio yugdposizayii mapke-
muneosux nioxodie y Himeuuuni.

Karouosi caoBa: dhapmaneBTUUHUI PUHOK, LUGPOBI
TEeXHOJIOTi1, CTaluii PO3BUTOK, MiIKUTaJI-MapKETUHT, OHJIAiH-
KOMYHiKallii.
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