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The aim. Development of a conceptual model for the formation of strategic partnerships between the subjects of 

the pharmaceutical market and the effectiveness of their management; development and testing of methods for 

assessing the quality of partnerships between pharmaceutical market participants in the system of promotion of 

medicines based on multi-criteria selection. 

Materials and methods. Methods of content analysis, logical analysis, grouping, generalization, marketing re-

search, statistical analysis, graphical method and “classification tree” (CART) method were used to implement 

the outlined research tasks. 

Research results. The conceptual model of formation of strategic partnership relations (PR) and efficiency of 

their management between subjects of the pharmaceutical market (SPM) in system of advancement of medicines 

(drugs) in the pharmaceutical market is developed, the implementation of which will facilitate the integration of 

efforts to provide quality pharmaceutical care to the population of Ukraine. According to the expert survey, the 

importance of the criteria for evaluating SPM partnerships is determined: the duration of the relationship, the 

depth of the partnership, the possibility of duplication, the reliability and dynamics of the partnership, the effec-

tiveness of the partnership. A method for assessing the quality of PR between SPM in the system of drug promo-

tion based on multicriteria selection using the method of “decision tree”, which was tested in the practice of the 

studied pharmaceutical company (PC) in promoting the pharmaceutical enzyme complex to restore spine and 

joint function. PR quality assessment between SPM in the pharmaceutical product promotion system according 

to the developed algorithm is done by sequential comparison of predictors-criteria with the threshold values of 

their scores, according to which the descent along certain tree branches is reached until a terminal node corre-

sponding to a certain the value (high, medium or low) of the level of quality of the relationship with the partner 

in the promotion of goods. The overall accuracy of the constructed algorithm is 80.2 %. Combinations of values 

of evaluation of partnership criteria which provide high, average and low level of quality of PR are defined.  

Conclusions. The obtained results allowed to determine the group of the most optimal partners of the studied 

PC, which provide effective promotion of the pharmaceutical product on the basis of a high level of PR quality. 

The developed methodology for assessing the quality of PR between SPM in the system of pharmaceutical pro-

motion based on multi-criteria selection will be useful for SPM who seek to develop and maintain long-term re-

lationships with partners for consolidated cooperation by optimizing marketing activities. The results obtained 

are of practical importance and can be useful for SPM in order to form an effective and lasting partnership in 

the field of drug promotion, which will help improve the quality of pharmaceutical care and the availability of 

drugs for the population 
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1. Introduction 

In the context of globalization of the pharmaceuti-

cal market and increasing demand for its products, it is 

important to establish PR, as building an effective system 

of relationships in the long run is a prerequisite for mar-

ket stability of PC and gaining competitive advantage. 

However, unequivocal recognition by scientists and 

pharmacy practitioners of the importance of PR issues 

between SPM does not provide a complete answer to the 

most effective ways, mechanisms and technologies to 

develop mutually beneficial cooperation and dissemina-

tion of partnership practices. All this determined the 

relevance of the chosen direction of the research. The 

development of the general theory of trust between part-

ners and directly the trust of the subjects of final con-

sumption as a component of social responsibility of busi-

ness has been thoroughly influenced by the scientific 

works of such authors as [1–3]. Assessment and devel-

opment of relations between business partners and their 

interaction and current directions of PR formation were 

considered in [4, 5]; directly on the formation of interna-

tional PR in the modern world economy could be found 

in work [6]; the question of the level of awareness of PC 

specialists about the basic principles of relationship mar-

keting is covered in the works [7]; research of the system 

of state regulation of pharmaceutical legal relations in the 

field of drug circulation, in particular, normative-legal 

regulation of import-substituting drug production in 
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Ukraine, is revealed in the work [8]; issues of improving 

the logistics service of industrial PC customers as a basis 

for the formation and development of PR in the transition 

of industry to quality management were considered in [9, 

10]. Given the significant amount of work on business 

PR and the phenomenon of trust, etc., we can note the 

growing interest of scientists, researchers and practition-

ers in the pharmaceutical sector in the formation of effec-

tive mutually beneficial cooperation between SPM.  

The aim of the research. Development of a con-

ceptual model for the formation of strategic partnerships 

(PR) between pharmaceutical market participants (SPM) 

and the effectiveness of their management; development 

and testing of methods for assessing the quality of PR 

between SPM in the system of promotion of medicines 

(drugs) based on multicriteria selection. 
 

2. Planning (methodology) of research 

The following research plan has been developed: 

• analysis and generalization of theoretical and 

scientific-practical approaches to building an effective 

PR system; 

• building a conceptual model for the formation of 

strategic PR between SPM and the effectiveness of their 

management; 

• determining the importance of the criteria for as-

sessing the participation of partners - SPM in the joint 

process of promotion of drugs in the pharmaceutical 

market using a questionnaire of experts; 

• development of a methodology for assessing the 

quality of PR between SPM in the system of promotion 

of pharmaceutical products on the basis of multi-criteria 

selection and its testing in the practice of domestic phar-

maceutical enterprises. 
 

3. Materials and methods 

Methods of content analysis, logical analysis, 

grouping, generalization, marketing research, statistical 

analysis, ABC analysis, graphical method and method of 

―classification tree‖ (CART) were used to implement the 

outlined research tasks. Experimental data were pro-

cessed on a personal computer using software packages 

Statistica, Microsoft Office Excel. 

Criteria assessment of PR between SPM in the 

system of promotion of drugs in the pharmaceutical mar-

ket was conducted by us using a questionnaire survey of 

160 experts from domestic PCs (manufacturers, whole-

salers, pharmacies) and foreign pharmaceutical compa-

nies. The experts were heads of structural subdivisions of 

manufacturers, heads of pharmacies and authorized per-

sons, whose functional or delegating duty is to communi-

cate with the wholesale network and/or structural subdi-

visions of manufacturing enterprises. The representative-

ness of the sample was confirmed by appropriate calcula-

tions. The number of experts exceeded the number of 

constituent PR criteria to be ranked in our study. The 

agreement of the surveyed experts was high, as the value 

of the concordance coefficient (W) was 0.78. To assess 

the significance of the concordance coefficient, the Chi-

squared test  2

p  was calculated, which is 1622.4. The 

calculated 2

p  was compared with the tabular value for 

the number of degrees of freedom 13 at a significance 

level of α=0.05. The calculated value of 2

p  exceeds the 

tabular value for the corresponding degrees of freedom 
2 22.36203,tab    2 21622.4 22.36203 .p tab     

Thus, with a probability of 95 %, it can be argued that 

the non-random consistency of the conclusions of the inter-

viewed experts was determined, and the results obtained 

during the questionnaire can be used in further research. 

The construction of the algorithm (model) of the 

―decision tree‖ to determine the optimal PC partner in the 

system of drug promotion was carried out using the 

method of ―classification tree‖ (CART). When construct-

ing the ―decision tree‖ the following parameters were 

used: missclassification cost is equal for all selected clas-

ses; a priori probabilities of assigning objects to classes - 

estimated by training sample, goodness of fit – by Gini 

measure, branching stop rule – direct stop by FACT 

method with a maximum number of 100 nodes and a 

share of unclassified observations of not more than 5 %. 

The accuracy of the developed algorithm (model) was 

evaluated by crossvalidation. 

 

4. Results of the research 

According to the innovative vector of development 

of the domestic healthcare sector, the effective functioning 

of the pharmaceutical sector is significantly related to the 

quantitative and qualitative indicators of partnerships. At 

present, in the conditions of globalization of the pharma-

ceutical market, scientific and applied researches of me-

thodical bases of formation of effective partnership rela-

tions between SPM in the field of promotion of medicines 

in Ukraine and foreign countries are actual. 

We have developed a conceptual model of the for-

mation of strategic PR and the effectiveness of their man-

agement between SPM in the system of promotion of drugs 

in the pharmaceutical market, which is shown in Fig. 1. 

The process of formation and effectiveness of strate-

gic PR management in the system of drug promotion in the 

pharmaceutical market is a logical sequence of ten stages, 

which involve coordination of relationships and regulation, 

taking into account the impact of macro- and micromarket-

ing environment of SPM operation and interaction.  

At the initial stage, an analytical assessment of the 

system of drug promotion in the pharmaceutical market 

is carried out. To this end, it is necessary to determine the 

legal restrictions on the promotion of drugs in the coun-

try; selection of possible and appropriate tools that 

should be used to achieve the goals of the organization; 

identification of possible problems related to the promo-

tion of drugs in conditions of economic development and 

fierce competition in the market; formation of a general 

concept of partnership between SPM in the system of 

drug promotion. The main principles of determining 

strategic partners are their prospects for further coopera-

tion, consolidated strategic focus on achieving goals, 

adequacy and objectivity of management decisions to 

promote drugs in the pharmaceutical market.  
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Fig. 1. Conceptual model of formation of strategic partnerships and efficiency of their management between SPM 

 
The formation and development of PR on a stra-

tegic basis requires the mandatory coordination of goals, 
principles and general objectives of partnership and the 
formation of constructive relationships and channels of 
communication between partners. 

The main measures should be information support 
of partnership, ensuring the communicative adaptability 
of SPM. The development of PR involves the use of a 
strategy to increase the value of drug consumers, aimed 
at intensifying their purchases and adapting to their re-
sponse to the incentives of various instruments. In addi-
tion, the organization of strategic PR involves the devel-
opment of joint measures to manage the risks of partner-
ship in the system of promotion of drugs, taking into 
account external and internal risk factors in the market-
ing communication activities of SPM. When developing 
a plan for the promotion of drugs, it is reasonable to 
approach the choice of the optimal structure of the tools 
of the MC, taking into account the optimization compo-
nent of PC costs for their implementation and resource 
provision. It is important to assess the effectiveness and 
efficiency of PR in the promotion of drugs, which pro-
vides strategic, economic, social, marketing and psycho-
logical aspects of the effectiveness of interaction. Strate-
gic effectiveness is determined by the extent to which PR 
contributes to the achievement of compatible SPM goals; 
the ability to bridge resource gaps and create competitive 
advantages; reduction of terms of withdrawal of drugs to 
the pharmaceutical market; risk reduction; increasing the 
manageability of the relationship. The economic aspect 
of PR efficiency is aimed at reducing the cost of joint 
activities, increasing potential income. The social aspect 
involves the consolidated efforts of partners to ensure the 
availability of drugs for all segments of the population. 
Marketing - involves determining the level of satisfaction 
with the relationship; strengthening SPM's competitive 
position and increasing market share; growth of image 

and reputation of organizations; achieving the benefits of 
sharing branding and positioning; increasing consumer 
loyalty, etc. The psychological (behavioural) aspect in-
volves lowering the barrier of consumer distrust of drugs; 
formation of consumer perception of drugs as a commod-
ity to improve the quality of life, not for treatment.  

We consider it appropriate to evaluate the partici-
pation of SPM partners in the joint process of promoting 
drugs in the pharmaceutical market according to the 
following criteria: duration of PR as a factor of long-term 
partnership, implementation of which will allow planning 
costs and time of projects, timeliness and quality of 
commitments; to avoid risks from storage of production 
and raw materials, in the course of sale and advancement 
of medicines; the depth of partnerships as a factor in the 
level of interaction of partners in different areas of activi-
ty. Also within the limits of this criterion are provided: 
assessment of the presence or absence of the process of 
joint planning and control of joint activities, creation and 
functioning of jointly created structures necessary for the 
best use of the partnership; the possibility of duplication 
(partner, communication channel, contact), which pro-
vides the ability of the company in the shortest possible 
time to replace one connection with another if the partner 
for some reason cannot fulfil its partnership obligations. 
This opportunity is realized due to the availability of 
contacts and partnership channels; reliability of partner-
ship, which is the result of trust, synchronicity in cooper-
ation; quantitative and qualitative assessment of the part-
ner, which is expressed in such parameters as financial 
performance, business reputation, ability to execute obli-
gations precisely and on shcedule; dynamics of partner-
ships as a factor in expanding the scope of PR, devel-
opment and implementation of new methods of estab-
lishing and extending partnerships, penetration with 
partners into new markets; the effectiveness of PR, 
which is determined by the ratio of the contract 
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amount to total operating income for a particular type 

of interaction or by comparing the terms of the agree-

ment; directly, the effectiveness of customers can be 

assessed by the share in total procurement. However, 

given that these indicators are a trade secret of any 

business structure, we propose as a criterion for the 

effectiveness of PR to use the indicator of fulfilment 

by partners of the following conditions: the possibility 

of reorientation of activities in accordance with market 

conditions; the ability of partners to achieve, maintain 

and strengthen their market competitive advantages in 

conducting business processes on an independent basis 

and in comparison on the basis of partnerships. 

To determine the importance of the proposed PR 

criteria, we conducted a questionnaire survey of PC-

based experts on a ten-point scale, where 10 points - the 

highest score of the criterion. Based on the obtained 

results, the arithmetic mean evaluation of PR SPM 

criteria was determined. The generalized results are 

shown in Fig. 2. 

 

 
Fig. 2. Assessment of the importance of SPM partnership criteria according to the expert survey 

 

The analysis of the importance of the criteria of 

partnership between SPM showed that in the first place 

in the implementation of partnership, according to ex-

perts, are such criteria as reliability, durability and the 

possibility of duplication (8.6; 7.8; 7.4 points, respective-

ly). Against this background, the importance of scoring 

criteria such as the dynamics of partnerships, their effec-

tiveness and depth (4.8; 4.6; 4.6 points, respectively) are 

of some concern, as they are indicators, first, of a radical 

change in approaches to development PR between SPM 

in the field of drug promotion; secondly - serve as a basis 

for the development of new business models in the mar-

ket; third, it is an indicator of market sustainability and 

the ability of partners to strengthen their market competi-

tive advantages through mutual understanding of the 

social orientation of the overall mission of the pharma-

ceutical sector and the importance of PR for its imple-

mentation. It should be noted that the results are re-

duced by the position of the retail sector, whose repre-

sentatives assessed the components of these criteria as 

indicating the current irrationality of their interaction 

with other PR participants and needs some adjustment 

in the future [11]. 

The implementation of the proposed conceptual 

model of PR formation between SPM in the system of 

drug promotion on a strategic basis will promote the 

integration of efforts to provide quality pharmaceutical 

care to the population of Ukraine. 

The practical implementation of the formation of 

strategic PR focuses on the development of methods for 

assessing the quality of PR between SPM, which will be 

the basis for selecting optimal partners to ensure the 

effective promotion of drugs in the pharmaceutical mar-

ket. Therefore, at the next stage of the study we first 

developed a method of assessing the quality of PR be-

tween SPM in the system of promotion of pharmaceuti-

cal products based on multicriteria selection. Approba-

tion of the proposed technique was carried out in the 

practical activities of the studied PC in the promotion on 

the pharmaceutical market of the plant enzyme complex 

to restore the function of the spine and joints. Statistica 

software (TIBCO Software Inc., USA) was used as a tool 

to develop the above methodology. 

To select the optimal partners of the studied PC, 

which will be able to ensure effective promotion of the 

enzyme complex on the basis of quality PR, we used the 

method of ―decision tree‖ (CART) [12,13]. The input 

data were the results of evaluation of PR with 101 part-

ners-SPM by PC specialists according to the criteria 

defined at the previous stage of the study (Table 1). 
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Table 1 

List of criteria for evaluating partnerships 

Partnership 

criteria 

Components of partnership criteria 

Longevity of 

partnership 

Timeliness and quality of obligations 

execution 

Risk avoidance 

Depth of 

partnership 

Joint planning process existence 

Control over joint activities existence 

Possibility of 

duplication 

Availability of contacts 

Approachability of partnership commu-

nication channels 

Reliability of 

partnership 

Assessment of trust in partnerships 

The grade of business reputation 

The grade of ability to execute obliga-

tions precisely and on shcedule 

Dynamics of 

partnerships 

Development and implementation of new 

methods of establishing and extending 

partnerships 

Penetration into new markets with the 

help of partners 

The effec-

tiveness of 

partnerships 

Ability to reorient activities in accord-

ance with market conditions 

The ability of partners to strengthen their 

market competitive advantages 

 

Each PR criterion was evaluated by experts on a 

10-point scale, where 1 point corresponded to ineffective 

PR, and 10 points – absolutely effective. Generalized PR 

indicators for each criterion were calculated as the arith-

metic mean of the scores of the individual indicators that 

make it up. According to the results, the experts of the 

studied PC rated PR with their partners at an above aver-

age level. The longevity of PR was estimated at a statisti-

cally significantly higher level than their reliability (Wil-

coxon T=1293, Z=3.542793, p=0.000396<0.003333) and 

the possibility of duplication (Wilcoxon T=1249.5, 

Z=4.277350, p=0.000019<0.003333).  

For its part, the possibility of duplication was 

much lower than the depth of partnerships (Wilcoxon 

T=1109, Z=3.532566, p=0.000412<0.003333).  

In Fig. 3 shows the algorithm for constructing a ―de-

cision tree‖ for the selection of optimal partners of the stud-

ied PC on the basis of multi-criteria selection in the process 

of promoting the pharmaceutical product. When construct-

ing the algorithm (model) of PR quality assessment, the 

scores of the target indicator were translated into an ordinal 

scale, on the basis of which the total sample of PC partners 

for promotion in the pharmaceutical market of the enzyme 

complex was divided into three segments: 

• segment 1: partners with a low level of PR quali-

ty - the average score of the generalized partnership indi-

cator does not exceed 5.5 points. This segment includes 

28 PC partner companies; 

• segment 2: partners with an average level of PR 

quality – the average score of the generalized partnership 

indicator is from 6 to 7.5 points inclusive This segment 

includes 35 PC partner companies; 

• segment 3: partners with a high level of PR qual-

ity – the average score of the generalized partnership 

indicator is 8 points and above. This segment includes  

38 PC partner companies. 

 

 
Fig. 3. Algorithm for building a ―decision tree‖ for the selection of optimal partners in the system of promotion of 

pharmaceutical products based on multicriteria selection 
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PR quality assessment between SPMs in the pharma-

ceutical product promotion system according to the devel-

oped algorithm (model) is done by sequential comparison of 

predictors-criteria with the threshold values of their scores, 

according to which the descent along certain tree branches 

until the terminal node is reached, which corresponds to a 

certain value (high, medium or low) level of quality of the 

relationship with the partner in the promotion of goods. 

The overall accuracy of the constructed algorithm 

(model) is 80.2 %, which is a fairly good indicator of its 

compliance with the input data. At the same time: 

• the accuracy of coverage of the group of partners 

with a high level of PR quality is 73.7 %, and the prog-

nostic accuracy of determining the partners of this 

class - 87.5 %; 

• the accuracy of coverage of a group of partners 

with an average level of PR quality is 80.0 %, and the 

prognostic accuracy of determining this class of part-

ners - 77.8 %; 

• the accuracy of coverage of the group with a low 

level of PR 89.3 %, and the prognostic accuracy of de-

termining this class of partners - 75.8 %. 

It should be noted that the constructed algorithm 

(model) of the ―decision tree‖ shows that the input data 

have almost no directly proportional dependences such as 

―if all predictor criteria have high/low scores, then the 

level of PR quality is likely to be high/low‖. For the most 

part, these dependencies are more complex, and a high 

level of PR quality may be due to high scores on one of 

the criteria of partnership, provided not high enough 

scores on a number of other criteria [14].  

 
5. Discussion of the results 

From the given algorithm (model) it is possible to 

draw a conclusion that the high level of quality of PR at 

advancement of the investigated pharmaceutical goods is 

provided by such combinations of values of estimations 

of criteria of partnership: 

• the assessment of the possibility of duplication 

exceeds 7.75 points, timeliness and quality of fulfilment 

of liabilities is estimated at more than 7.5 points, penetra-

tion into new markets with the help of partners – more 

than 5.5 points, but the overall reliability of partnership 

may be less than 8.33 points; 

• the assessment of the possibility of duplication 

exceeds 7.75 points, but the assessment of the timeliness 

and quality of fulfilment of liabilities may not exceed  

7.5 points, and the joint planning process - 7 points; 

• the assessment of the possibility of duplication 

may not exceed 7.75 points, risk avoidance – 7.5 points, 

the joint planning process - 8.5 points, but the assessment 

of the availability of partnership channels should be more 

than 7 points; 

• the assessment of the development and imple-

mentation of new ways of establishing and developing 

partnerships may not exceed 2.5 points, the possibility of 

duplication - 7.75 points, but the assessment of risk 

avoidance provided by the relationship with the partner 

should be more than 7.5 points; 

• the assessments of the availability of partnership 

channels and the reliability of partnerships may not reach 

the maximum possible value of 10 points, the grade of 

business reputation of the partner may not exceed 8.5 

points, and the possibility of duplication -  

7.75 points, but the assessment of development and im-

plementation new ways of establishing and developing 

partnerships should be at least 3 points, and the assess-

ment of control of joint activities - at least 6 points, in 

addition, the value of the assessment for the criterion of 

risk avoidance should be in the range from 7.5 to  

9.5 points, for the ability to accurately and timely fulfil 

the commitments - in the range from 5.5 to 9.5 points and 

for the dynamics of partnerships - from 6 to 8.25 points. 

The average level of PR quality in the promotion 

of pharmaceutical products is provided by the following 

combinations of values of the evaluation criteria of the 

partnership: 

• the assessment of the possibility of duplication 

exceeds 7.75 points, timeliness and quality of obligations 

execution is estimated at more than 7.5 points, the overall 

reliability of partnership - more than 8.33 points, penetra-

tion through partners into new markets - more than 5.5 

points ; 

• the assessment of the possibility of duplication 

does not exceed 7.75 points, availability of partnership 

channels - 7 points, risk avoidance 7.5 points. 

The other four sets of criteria that determine the 

average level of PR quality have the same common pre-

requisites, which include requirements for evaluating the 

development and implementation of new ways of estab-

lishing and developing partnerships at more than  

2.5 points, duplication - no more than 7.75 points and 

Approachability of partnership communication chan-

nels - 9 points or less. When fulfilling these require-

ments, the average level of PR quality is achieved by a 

combination of the following values of the evaluation 

criteria: 

• the assessment of risk avoidance should be 

greater than 7.5 points, the depth of partnerships – more 

than 5.25 points, but the assessment of the ability to 

accurately and timely fulfil liabilities may be 9 points or 

less, the assessment of joint activities – no exceed  

5.5 points, and the reliability of the partnership – 6.2 

points; 

• the assessment of risk avoidance should be high-

er than 7.5 points, the ability to accurately and timely 

fulfil the liabilities – no more than 9.5 points, the depth 

of partnerships – no more than 5.25 points, and the con-

trol of joint activities – no more than 5.5 points; 

• the grade of business reputation of the SPM 

partner must be higher than 8.5 points, control of joint 

activities – more than 5.5 points, risk avoidance – more 

than 7.5 points, assessment of the reliability of the part-

nership may be high, but not exceed 9.5 points, but the 

assessment of the ability to accurately and timely fulfil 

the liabilities must be in the range from 5.5 to  

9.5 points; 
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• the grade of business reputation of the SPM 

partner may not exceed 8.5 points, but under these condi-

tions, to classify the partnership to the average level of 

PR quality, the assessment of joint control should exceed 

5.5 points, the assessment of the reliability of the partner-

ship should not exceed 9.5 points, the assessment of the 

ability to accurately and timely fulfil the commitments 

must be in the range from 5.5 to 9.5 points, the assess-

ment of risk avoidance – in the range from 7.5 to 9.5 

points, and the assessment of the dynamics of partner  

ties – in the range of either from 0 to 6 points inclusive, 

or from 8.25 to 10 points. 

All other possible combinations of values of part-

nership criteria evaluations will indicate a low level of 

PR quality, which will not ensure effective promotion of 

the product in the pharmaceutical market. 

The obtained results allowed to determine the 

group of the most optimal partners of the studied PC, 

which provide effective promotion of the enzyme com-

plex on the basis of a high level of PR quality. 

For the final selection of strategic PC partners in-

volved in the promotion of the enzyme complex and 

ensure its accessibility to the population of the country, 

we used ABC analysis. The initial data were the annual 

volume of purchases of the enzyme complex by each 

partner of the studied PC. The priority partners for coop-

eration with PC are the enterprises that account for the 

largest annual volume of purchases of the enzyme com-

plex. According to the results of ABC analysis, it was 

found that 79.34 % of the annual procurement of the 

enzyme complex is provided by 41 PC partners (group 

A). Group B included 15 partners. Group C consists of 

45 partners, which account for the smallest annual vol-

ume of procurement of the enzyme complex. 

In the following, we compared the previously ob-

tained results of the distribution of partners by PR quali-

ty with the results of ABC analysis and determined that 

only 18 partners out of 101 are strategically important 

and the most optimal for further cooperation of the PC. 

These partner companies have a high level of PR quali-

ty in the promotion of pharmaceuticals, due to the ap-

propriate combinations of values of the evaluation crite-

ria of the partnership, and fell into group A according to 

the ABC analysis, which indicates the economic feasi-

bility of further cooperation with them. Potentially 

optimal partners can also be considered 16 partners 

from group A, which have an average level of PR quali-

ty and 5 partners from group B, which have a high level 

of PR quality. 

Study limitations. The presented algorithm for 

constructing a "decision tree" for selecting optimal part-

ners in the pharmaceutical promotion system based on 

multicriteria selection is not sensitive to the number of 

input variables - with increasing or decreasing the num-

ber of partnership criteria, the number of certain tree 

branches increases or decreases. The logic of the algo-

rithm does not change, which in turn has practical value 

for all subjects in the pharmaceutical market. 

Prospects for further research. It is promising 

to use the proposed conceptual model of strategic PR 

formation between SPM and methods of assessing the 

quality of partnerships in the system of drug promotion 

based on multicriteria choice when entering international 

pharmaceutical markets to prevent and/or minimize pos-

sible risks and threats from environmental factors.  

 

6. Conclusions 

Therefore, the developed methodology for as-

sessing the quality of PR between SPM in the system of 

pharmaceutical promotion based on multi-criteria selec-

tion will be useful for SPM who seek to develop and 

maintain long-term relationships with partners for con-

solidated cooperation by optimizing marketing activities. 

The obtained results are of practical importance 

and can be useful for SPM in order to form an effective 

and lasting partnership in the field of drug promotion, 

which will help improve the quality of pharmaceutical 

care and the availability of drugs for the population. 
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