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ANNOTATION
In the qualification work, the impact of social networks on the formation of
the image of a pharmaceutical company was investigated. Recommendations for
improving the image of pharmaceutical companies using social networks have been
developed. The total volume of work is 40 pages, contains 20 figures. A bibliography
including 30 sources is also provided.
Key words: influence, social networks, image, pharmaceutical company,

efficiency.
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INTRODUCTION

Relevance of the research topic. In the modern era of digitalization, the way
businesses communicate and interact with their audience has undergone a radical
transformation. Social networks, initially designed as platforms for personal
interaction, have evolved into powerful tools for corporate communication,
branding, and image management. This shift is particularly relevant for
pharmaceutical companies, which operate in a highly regulated, competitive, and
sensitive industry where trust, transparency, and credibility are of paramount
importance. The relevance of studying the influence of social networks on the
formation of the image of a pharmaceutical company lies in understanding how these
platforms shape public perception, enhance corporate communication, and
ultimately influence business outcomes. The pharmaceutical industry, traditionally
perceived as conservative, has been increasingly adopting digital tools, including
social networks, to engage with both consumers and healthcare professionals. This
digital transformation is driven by several factors, including the growing use of the
internet for health-related information, the increased reliance on online platforms for
product and service recommendations, and the desire for more personalized and
direct communication between companies and their stakeholders. Social networks
have become essential channels for pharmaceutical companies to share information,
build relationships, and enhance their corporate reputation [4].

Pharmaceutical companies face unique challenges when it comes to
maintaining and promoting their image. The industry is frequently under scrutiny
due to its involvement in public health, the development of medications, and the
regulation of life-saving treatments. Moreover, the rise of misinformation and
skepticism about pharmaceutical practices, particularly in the wake of events such
as the COVID-19 pandemic, underscores the need for transparent and strategic
communication. Social networks offer pharmaceutical companies an opportunity to
directly address concerns, provide accurate information, and foster trust with a
global audience. Social networks offer an unprecedented level of accessibility,

allowing pharmaceutical companies to engage directly with a diverse range of
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stakeholders, including patients, healthcare professionals, regulatory bodies, and the
general public. Platforms such as Facebook, LinkedIn, Instagram, and Twitter allow
companies to disseminate critical information, respond to public inquiries, and
showcase their commitment to health and wellness initiatives. Moreover, social
networks enable companies to share success stories, such as clinical trial
advancements, drug development milestones, and partnerships with healthcare
institutions. These narratives help shape the public's perception of the company as
innovative, ethical, and patient-centric. However, the influence of social networks
on the image of pharmaceutical companies goes beyond merely sharing information.
The interactive nature of these platforms enables real-time feedback from users,
which can significantly impact how a company is perceived. Positive feedback, in
the form of likes, comments, and shares, reinforces the company’s reputation and
boosts its visibility. Conversely, negative feedback or viral complaints can damage
a company’s image and lead to public relations crises if not addressed promptly and
appropriately. This dynamic underscores the importance of a well-thought-out social
media strategy that not only promotes the company's strengths but also mitigates
potential reputational risks. For pharmaceutical companies, building and
maintaining trust is crucial to their long-term success. Trust in the efficacy and safety
of their products, as well as their overall ethical practices, is essential for securing
public confidence. Social networks serve as platforms where companies can foster
this trust by engaging in transparent communication. Sharing information about drug
safety, clinical trial results, corporate social responsibility (CSR) initiatives, and
regulatory compliance helps build credibility. Additionally, pharmaceutical
companies can use social media to humanize their brand by showcasing the people
behind the research, development, and delivery of life-saving medications [11].
Moreover, the rise of patient advocacy and peer-to-peer communication in
social networks has shifted the traditional top-down communication model in
healthcare. Patients increasingly rely on peer recommendations and shared
experiences on social media when making health-related decisions. Pharmaceutical

companies can leverage this trend by facilitating patient support communities and
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collaborating with patient influencers to promote accurate information and
encourage dialogue around their products. Despite the potential benefits,
pharmaceutical companies must navigate several challenges when using social
networks. Regulatory restrictions, privacy concerns, and the need to ensure that all
content adheres to strict industry guidelines are significant factors that can limit the
freedom of communication. Pharmaceutical companies must strike a balance
between engaging with their audience and complying with regulations such as the
Health Insurance Portability and Accountability Act in the U.S., the General Data
Protection Regulation in the EU, and other industry-specific codes of conduct.
Additionally, the ethical considerations of promoting prescription drugs or
discussing sensitive health issues on public platforms necessitate a careful and
strategic approach to content creation [17].

In conclusion, the study of how social networks influence the formation of a
pharmaceutical company’s image is highly relevant in today’s digital landscape. As
social media continues to shape public perceptions across industries, pharmaceutical
companies must harness its potential to communicate effectively, build trust, and
enhance their corporate reputation. Understanding the nuances of social network
dynamics, the preferences of diverse audiences, and the ethical implications of
online communication will be key to navigating the evolving digital environment.
This research will provide valuable insights into how pharmaceutical companies can
successfully use social networks to strengthen their image, build stronger
relationships with their stakeholders, foster a positive impact on public health [6].

The purpose of the qualification work is to study of the influence of social
networks on the formation of the image of a pharmaceutical company.

To achieve the goal of the qualification work, it is necessary to solve the
following tasks:

" to study the role of social networks in creating consumer trust and
loyalty and the concept and components of the image of a pharmaceutical company;

. to analyze of factors affecting the formation of a company's image

through social networks;
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= to study of effective content types for building brand image on social
media in pharmaceutical companies;

" to study of cases of successful use of social media by pharmaceutical
companies;

. to develop recommendations for pharmaceutical companies to improve
their image through social networks.

The object of the research is pharmaceutical companies.

The subject of the study is the analysis of the influence of social networks
on the formation of the image of a pharmaceutical company.

The methods. The research employed a multifaceted approach, utilizing a
combination of quantitative and qualitative methods to gather comprehensive data.
These methods included: questionnaires; systematic approach; graphical methods;
observation.

Practical significance of the obtained results. The findings of this research
offer valuable insights for pharmaceutical companies seeking to enhance their image
through social networks.

Approbation of research results and publication. The qualification work
was tested on scientific and practical internet conference with international
participation” Topical issues of clinical pharmacology and clinical pharmacy". The
article was published: Bondarieva 1.V., Malyi V.V, Ifrad Y. Study of cases of
successful use of social media by pharmaceutical companies. Topical issues of
clinical pharmacology and clinical pharmacy : materials of the scientific and
practical internet conference with international participation (October 29-30, 2024,
Kharkiv) / editor. : O. Ya. Mishchenko, Ya. O. Butko, E. V. Bondarev and others. -
Kharkiv: NUPh, 2024. - P. 221-224.

Structure and scope of qualification work. The qualification work includes
an introduction, a literature review, an experimental part, general conclusions, a list
of used literary sources and appendices. The total volume of the work is 40 pages,
which include 20 figures. In addition, the work lists 30 sources of literature that were

used for research and analysis.



CHAPTER I
THEORETICAL ASPECTS OF THE INFLUENCE OF SOCIAL
NETWORKS ON THE IMAGE OF THE COMPANY

1.1. The role of social networks in creating consumer trust and loyalty

The pharmaceutical industry, which plays a crucial role in healthcare, faces
unique challenges when it comes to building consumer trust and loyalty. Given the
critical nature of its products and services, trust in pharmaceutical companies is
essential for ensuring consumer confidence in medications, treatments, and overall
healthcare services. With the advent of social media, pharmaceutical companies
have gained a new avenue for engaging with consumers and fostering a sense of trust
and loyalty. Social networks provide an interactive platform for transparency,
education, and relationship building, all of which are key to enhancing consumer
perception of pharmaceutical companies. Understanding how to effectively utilize
these platforms can significantly impact the reputation and success of these

companies in the digital age [4].

Social media interrelation is presented in Fig. 1.1.

Social
Recomm/
Reviews

Fig. 1.1. Social media interrelation

Social networks offer pharmaceutical companies the opportunity for real-time

interaction with their audiences. Unlike traditional media, which primarily allowed
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one-way communication, platforms like Twitter, Facebook, Instagram, and
LinkedIn enable companies to engage in meaningful, two-way conversations with
consumers. This direct interaction helps to break down barriers between the
company and its audience, making the company seem more approachable and
responsive to consumer needs [16].

For example, pharmaceutical companies can use social networks to respond
to questions or concerns about drug safety, side effects, or efficacy. By addressing
consumer inquiries in a timely and transparent manner, companies can demonstrate
that they value their customers’ health and well-being. This level of engagement
helps build trust, as consumers feel heard and appreciated. Furthermore, this
dynamic interaction helps create a sense of community and belonging, which can

contribute to long-term consumer loyalty. Key social platforms are presented on Fig.

1.2 [20].
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Fig. 1.2. Key social platforms
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In addition to addressing concerns, pharmaceutical companies can use social
networks to interact with consumers during major healthcare events or public health
crises. During such times, the public looks for authoritative sources to provide
guidance and updates. Social networks allow pharmaceutical companies to step into

this role, providing real-time information, dispelling myths, and offering support to
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those in need. The ability to act as a trusted source of information during critical
moments further solidifies the company’s relationship with its consumers [12].

One of the primary factors in building consumer trust is transparency. In the
pharmaceutical industry, where trust is often tied to product safety and efficacy,
transparency in operations, product development, and corporate values is key. Social
networks provide an excellent platform for pharmaceutical companies to share
behind-the-scenes insights into their research and development processes, clinical
trials, and corporate social responsibility initiatives. For instance, a pharmaceutical
company may share updates on a new drug that is undergoing clinical trials. By
explaining the trial phases, detailing the research process, and addressing any
potential concerns related to side effects or regulatory approval, the company can
demystify the drug development process. This openness helps to counter skepticism
or fears that might arise due to the complexity of pharmaceutical products. In turn,
this builds trust by showing that the company is committed to honesty and integrity
[8]. Moreover, transparency on social networks goes beyond product-related
information. Companies can also share their commitments to ethical practices,
sustainability, and community engagement. For example, pharmaceutical companies
often collaborate with NGOs, healthcare organizations, and governments to improve
access to essential medications in underserved regions. By sharing these stories on
social networks, pharmaceutical companies can enhance their reputation as socially
responsible and ethical entities, which strengthens consumer trust [1].

One of the most powerful ways that social networks help build consumer trust
and loyalty in the pharmaceutical industry is through education. Empowering
consumers with knowledge about their health and the products they are using fosters
a sense of control and confidence. In an age where misinformation about health and
medicine is rampant, pharmaceutical companies have the opportunity to use social
networks as educational platforms to provide accurate, evidence-based information
to their audience. Pharmaceutical companies can publish educational content such
as blog posts, infographics, videos, and webinars that explain complex health topics

in a simple and understandable way. Topics might range from how certain
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medications work to managing chronic diseases or understanding the side effects of
certain treatments. By positioning themselves as a reliable source of health
information, companies can build a deeper level of trust with their audience, as
consumers appreciate being informed and empowered to make better health
decisions. Furthermore, providing educational content on social networks can also
help pharmaceutical companies combat misinformation. In recent years, the spread
of false information about vaccines, medications, and health practices has led to
confusion and skepticism among consumers. By proactively sharing scientific facts,
addressing misconceptions, and engaging in dialogue with users, pharmaceutical
companies can play a critical role in ensuring that the public has access to reliable
health information. This not only helps to protect consumer health but also reinforces
the company’s role as a trusted and responsible entity. In addition to building trust,
social networks provide pharmaceutical companies with the opportunity to foster
long-term loyalty by creating a sense of community. By facilitating spaces for
consumers to connect, share experiences, and support each other, pharmaceutical
companies can build relationships that extend beyond the transactional nature of
buying products [9]. For example, a pharmaceutical company that produces
medications for chronic conditions such as diabetes or asthma might create a social
media group or forum where patients can come together to share tips, advice, and
encouragement. These online communities not only provide a support network for
patients but also create a positive association with the company that provides the
necessary medication. Consumers who feel a sense of connection with the brand and
the community it fosters are more likely to remain loyal in the long term. In addition,
pharmaceutical companies can build loyalty by highlighting patient stories or
testimonials on their social networks. When consumers see how a product has
positively impacted the lives of others, it can create a deeper emotional connection
to the brand. Sharing authentic, real-world experiences from patients humanizes the
company and makes it more relatable. This approach can significantly increase
consumer loyalty, as people tend to be more loyal to brands they feel an emotional

connection with. While social networks offer tremendous opportunities for building
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trust and loyalty, they also present risks. Negative feedback, product recalls, or
adverse side effects can quickly escalate into public relations crises if not handled
effectively. However, pharmaceutical companies that use social networks for
proactive reputation management can mitigate potential damage and even strengthen
consumer trust by demonstrating accountability and responsiveness [2].

In the event of a crisis, such as a product recall or safety concern,
pharmaceutical companies can use social networks to communicate quickly and
directly with their audience. By providing clear, accurate information and updates,
companies can show that they are taking the issue seriously and are committed to
resolving it in the best interest of their customers. Addressing negative feedback
openly and with empathy can help turn a potentially damaging situation into an
opportunity to build even more trust with consumers. Social networks also allow
companies to monitor public sentiment in real time, enabling them to address issues
before they escalate. By responding to consumer concerns and correcting
misinformation promptly, pharmaceutical companies can maintain control over their
narrative and demonstrate that they prioritize consumer safety and satisfaction [6].

Social networks have revolutionized the way pharmaceutical companies build
trust and loyalty with their consumers. Through real-time interaction, transparency,
educational content, and community-building efforts, these platforms offer a unique
opportunity for companies to engage with their audience on a deeper level. The
interactive and transparent nature of social networks not only helps to build trust but
also fosters long-term loyalty by creating meaningful relationships and empowering
consumers. At the same time, the ability to manage reputational risks and respond
to crises in real time further strengthens the trust and credibility that are so essential
in the pharmaceutical industry. As social networks continue to evolve, they will
remain a vital tool for pharmaceutical companies looking to build lasting consumer
trust and loyalty [1].

1.2. Concept and components of the image of a pharmaceutical company

Image (from English "image" < Latin "imago" - form or representation) of an

organization or product refers to the idea or association that arises in connection with
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respective names. The image of an organization reflects its perception among
various groups of the public. The image of a pharmaceutical company may vary
across different target audiences. For the general public, the company’s active civic
engagement (such as philanthropy, environmental concerns in production, and the
renewal of medicinal plant habitats) is important. For healthcare professionals, it is
crucial to receive reliable information about the specifics of drug use,
contraindications, and side effects. For intermediaries, the company’s market
stability, reliable partnerships, and innovative collaboration methods are essential.
For end consumers, the guarantee of product efficacy and affordability is of utmost
importance. The image of a pharmaceutical company serves as a tool to achieve its
strategic goals. A positive image attracts more partners and consumers, accelerates
and increases product sales, enhances competitiveness, and facilitates access to
financial, human, and informational resources. The image is a vital part of the
pharmaceutical company’s PR resources. Key indicators of a positive image include
expanding the product range, strengthening advertising support, improving product
quality and effectiveness, and aligning the price with the product's value. Creating a
positive image involves external communication efforts, proactive responses to
potential crises, and mitigating the negative impact of adverse events in the market
related to the company’s products [4].

The formation of a company's image consists of four components:

o Internal image — the atmosphere within the company, the positive or
negative attitude of employees towards management and company policies, which
is reflected primarily in their loyalty to the organization.

o External image — public opinion about the company, shaped by
advertising campaigns, product quality, and media relations.

o Tangible image — what the consumer can see, try, or hear, essentially

the company’s products or services.
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o Intangible image — the level of service, employee attitudes towards
customers, and factors such as the appearance of the office and customer service
[20].

The effectiveness of image formation is measured by several parameters:

o Image evaluation indicators (qualitative: objectives, structure, content,
execution, implementation technologies; quantitative: costs, timelines, results,
economic efficiency).

o Evaluation methods (perception profile, semantic differential method).

o Image characteristics (perception group; set of perceived and
measurable properties; importance and weight of property evaluations; longevity
and stability of the image; level of positivity/negativity; optimality; cost of creating
the image).

A product image is a stable "representation” of a product, which can be built
based on the product itself or the perception of its after-sales service. When forming
a positive product image and converting it into a marketable item, it is essential to
consider: the characteristics of the consumer segment being served (tastes, demands,
preferences); the functional purpose of the product (technical and economic features,
appearance); additional attributes (services) that give the product distinctive
properties. These attributes are divided into two groups: necessary attributes (name,
design, packaging, quality, set of features); supporting attributes (payment terms,

after-sales service, warranty, delivery, installation) [14].

CONCLUSIONS TO CHAPTER I
1.  Therole of social networks in creating consumer trust and loyalty were
analyzed.
2. Concept and components of the image of a pharmaceutical company

were analyzed.
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CHAPTER II
ANALYSIS OF THE USE OF SOCIAL NETWORKS BY
PHARMACEUTICAL COMPANIES

2.1. Analysis of factors affecting the formation of a company's image
through social networks

We conducted a survey of 21 managers of pharmaceutical companies to study
how their organizations utilize social media platforms to shape their brand image
and the key factors influencing this process (Appendix A).

In the study, respondents were asked to indicate their positions within the
company. The largest group, representing 39%, were pharmaceutical
representatives, reflecting their direct involvement in the distribution and promotion
of products. Heads of marketing departments made up 24% of the participants,
showcasing their leadership in shaping overall marketing strategies, including the
use of social media. Marketing specialists accounted for 19%, indicating their roles
in executing various marketing campaigns and initiatives.

Finally, 18% of respondents were SMM (Social Media Marketing) managers,
emphasizing their specialized focus on managing social media platforms and content
for brand image development. This distribution highlights the diverse range of roles
involved in pharmaceutical companies’ marketing efforts, from leadership to hands-

on social media management and product representation (Fig. 2.1).

= Head of the marketing

department

39% Marketing specialist

SMM manager

19%

Pharmaceutical

representative
18%

Fig. 2.1. Analysis of respondents’ positions within the pharmaceutical

company
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It was determined that 27% of participants reported that their companies had
been using social media for 1 to 5 years, indicating a gradual integration of these
platforms into their marketing strategies. Additionally, 34% of respondents have
been active on social media for 6 to 10 years, showing a more established presence
and experience in using these platforms.

The largest group, comprising 39% of the participants, indicated that their
companies have been utilizing social media for over a decade, reflecting long-term
investment in social media as a core tool for building and maintaining their brand
image. These findings highlight the increasing reliance of pharmaceutical companies
on social media, with many viewings it as an essential aspect of their overall strategy

for brand development and engagement (Fig. 2.2).

more than 10 years 39%
6-10 years 34%
1-5 years 271%

0% 10% 20% 30% 40% 50%

Fig. 2.2. Research of duration of pharmaceutical companies' activity on social

media

The next step of the study focused on identifying which social media
platforms pharmaceutical companies actively use. The most popular platform among
respondents was Twitter/X, with 27% of companies actively engaging on this
platform, likely due to its wide reach and real-time communication capabilities.

LinkedIn followed closely, used by 24% of companies, which reflects the platform's
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professional nature, making it a key tool for business networking and industry
updates. Facebook was chosen by 17% of respondents, continuing to be a reliable
platform for broader audience engagement. Instagram, with 15%, is utilized
primarily for its visual storytelling, aiding in brand awareness

YouTube, used by 12% of companies, serves as a platform for more detailed
content, such as product demonstrations and educational videos. Finally, TikTok,
with 5%, shows emerging interest in targeting younger demographics through short-
form content. These findings illustrate the variety of social media platforms
employed by pharmaceutical companies, with each platform serving different
strategic purposes for brand image development and audience engagement (Fig.
2.3).

m Facebook
= [nstagram
Twitter/X

LinkedIn

= YouTube

27% = TikTok

Fig. 2.3. Analysis of social media platforms used by pharmaceutical

companies

It was set to explore the primary objectives of pharmaceutical companies'
social media presence. The results indicated that product promotion was the most
common objective, with 34% of respondents prioritizing this goal to drive sales and
market visibility. Following closely, 30% of participants identified brand awareness

as a key focus, reflecting the importance of establishing a strong brand identity in a
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competitive market. Patient education emerged as an objective for 12% of
companies, highlighting the role of social media in disseminating valuable
information about health and medications. Engagement with healthcare
professionals was a goal for 5% of respondents, underscoring the importance of
building relationships within the medical community. Crisis communication and
community building were each prioritized by 5% of participants, showcasing the
need for proactive communication strategies during challenging times and fostering
connections among stakeholders. Finally, 6% of companies indicated that customer
service was a significant aspect of their social media strategy, reflecting a
commitment to addressing customer inquiries and concerns promptly. Overall, these
findings illustrate a diverse range of objectives that guide pharmaceutical companies
in their social media efforts, emphasizing both marketing and educational priorities
(Fig. 2.4).

Customer service I 6%

Community building I 5%

Crisis communication I 8%

Engagement with healthcare
professionals

Patient education N 12%

B 5%

Product promotion N 34%
Brand awareness N 30%

0% 10% 20% 30% 40%

Fig. 2.4. Study of primary objectives of pharmaceutical companies' social

media presence

It was found that the frequency of social media posting varied across the

pharmaceutical companies surveyed. The majority of respondents, 47%, reported
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posting weekly, indicating a steady and consistent approach to maintaining their
online presence. Close behind, 39% of companies engaged with their audiences
daily, demonstrating a highly active and frequent communication strategy aimed at
keeping followers regularly informed and engaged. On the other hand, 11% of
companies posted on a monthly basis, which suggests a more strategic or event-
driven approach to content sharing. Only 3% of respondents stated they posted
rarely, indicating a minimal presence on social media. These findings highlight the
different levels of engagement across the industry, with a significant portion of
companies adopting frequent posting schedules to optimize their social media

impact (Fig. 2.5).

= Daily = Weekly = Monthly = Rarely

Fig. 2.5. Analysis of posting frequency on social media by pharmaceutical

companies

Next, the study examined how pharmaceutical companies measure the
effectiveness of their social media activities (Fig. 2.6). The most widely used metric,
reported by 31% of respondents, was conversion rates, such as product inquiries or
sales, reflecting a focus on tangible outcomes and return on investment. Follower
growth was the second most common measure, cited by 24%, indicating the
importance companies place on expanding their audience reach. Website traffic

generated from social media platforms was used by 20% of respondents,
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highlighting its role in driving potential customers or patients to more detailed
resources. Engagement through likes, shares, and comments was considered a key
indicator by 19%, showing how companies assess real-time interaction and content
resonance. Finally, engagement specifically with healthcare professionals was
tracked by 6% of companies, reflecting the value placed on building connections
within the medical field. These metrics underscore the various ways in which
pharmaceutical companies evaluate the impact of their social media presence,

balancing engagement with tangible business outcomes.

Engagement with healthcare 0
professionals - 6%

Conversion rates (e.g., product
inquiries, sales)

31%

Website traffic from social media 20%

Follower growth 24%

Likes, shares, and comments 19%

0% 5% 10% 15% 20% 25% 30% 35%

Fig. 2.6. Analysis of metrics for measuring social media effectiveness in

pharmaceutical companies

In the next stage of the study, we analyzed the importance of social media in
shaping the image of pharmaceutical companies (Fig. 2.7).

The results showed that 65% of respondents consider social media to be very
important for creating and maintaining a positive company image. This indicates

that the majority of companies recognize the key role social media platforms play in
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brand building, customer engagement, and strengthening their reputation in the
market. Additionally, 30% of respondents rated social media as moderately
important, viewing it as a supplementary but not primary tool for image-related
work. Only 5% of respondents indicated that social media is not important for their
company’s image, possibly due to the nature of their business or reliance on other
communication channels. This highlights the growing significance of social media
in the pharmaceutical industry as an effective means of communication with various

audiences.

= very important = moderately important = not important

Fig. 2.7. Study of the importance of social media in shaping pharmaceutical

companies' image

The study explored which aspects of a pharmaceutical company's image are
most influenced by its social media presence (Fig. 2.8). The findings revealed that
the majority of respondents, 30%, believe that social media has the greatest impact
on perceptions of product or service quality. This indicates that customers closely
associate the company's online activities with the overall quality of its offerings.
Reliability was the next most impacted aspect, with 19% of respondents highlighting
it, showing that consistent social media communication can enhance the perception
of a company’s dependability. Innovation, cited by 12%, underscores how

companies use social media to showcase new products and technological
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advancements, positioning themselves as leaders in the field. Corporate social
responsibility (CSR) was selected by 11% of respondents, reflecting the importance
of demonstrating ethical practices and community engagement through social
platforms. Trustworthiness and transparency, both critical to pharmaceutical
companies, were noted by 10% and 9% respectively, indicating how important
honest and open communication is in building trust with customers. Lastly,
accessibility to customers was also noted by 9%, underscoring the role of social
media in improving direct communication and support. These results show that a
company's social media presence can significantly shape multiple facets of its public

image.
Transparency I 9%
Corporate social responsibility N 11%
Reliability I 19%
Quality I 30%
Accessibility to customers [N 9%
Innovation N 12%

Trustworthiness I 10%

0% 5% 10% 15% 20% 25% 30% 35%

Fig. 2.8. Analysis of image aspects most influenced by social media presence

in pharmaceutical companies

It was revealed that the primary target audience for pharmaceutical companies
on social media is the general public, with 74% of respondents indicating this as
their main focus (Fig. 2.9). This suggests that companies prioritize reaching a broad
audience to enhance brand visibility, educate the public, and create awareness about

their products and services. Patients and consumers, who directly benefit from
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pharmaceutical products, represent 12% of the focus, reflecting the industry's effort
to engage with end-users more specifically. Healthcare professionals account for
8%, highlighting the importance of maintaining relationships with medical experts
who may influence treatment choices and recommendations. Regulatory bodies are
the focus for 4% of companies, showing a need for transparency and compliance
through online platforms. Lastly, investors and stakeholders are targeted by 2% of
companies, indicating that social media is less commonly used for investor relations
compared to other traditional communication methods. These results demonstrate
that pharmaceutical companies primarily leverage social media to engage with the

general public, but also recognize its value in reaching more specialized audiences.

Investors and stakeholders § 2%
Regulatory bodies M 4%
Healthcare professionals Il 8%
Patients and consumers B 12%

General public I 749%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Fig. 2.9. Research of target audience focused on by pharmaceutical companies

through social media

It was found that pharmaceutical companies employ various strategies to
maintain regulatory compliance while managing their social media image (Fig.
2.10). A significant portion of respondents, 38%, emphasized the importance of
regular staff training. This approach ensures that employees are well-informed about
the latest regulations and best practices in social media communications, reducing
the risk of non-compliance. Automated regulatory tools were utilized by 37% of

respondents, highlighting the reliance on technology to monitor content and ensure
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adherence to industry guidelines. Internal compliance teams play a role in 14% of
the companies, providing oversight and guidance on regulatory matters related to
social media. Additionally, 11% of respondents engage third-party consultants to
assist with compliance, indicating a willingness to seek external expertise to
navigate complex regulations effectively. These findings illustrate that
pharmaceutical companies are committed to maintaining regulatory standards while
actively engaging with their audiences on social media, employing a combination of
training, technology, and expert support to achieve this goal.
40% 37% 38%

30%

20% 0
14% 11%

~ B =N
0%
Internal Third-party ~ Automated Regular staff

compliance  consultants  regulatory training
teams tools

Fig. 2.10. Analysis of strategies for maintaining regulatory compliance in

pharmaceutical companies' social media management

2.2. Study of effective content types for building brand image on social
media in pharmaceutical companies

The study examined the types of content that pharmaceutical companies find
most effective in building their brand image on social media. The results indicate
that educational videos or articles are the most impactful, with 24% of respondents
highlighting this content type. This reflects a strong preference for informative
resources that enhance public understanding of health-related topics and the
company's products. Following closely, 22% of respondents identified product-
related posts as effective, underscoring the importance of showcasing offerings
directly to consumers. Company news and achievements garnered attention from

16%, illustrating how sharing milestones can bolster credibility and enhance brand
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perception. Customer testimonials and reviews accounted for 11%, demonstrating
the value of social proof in influencing potential customers. Influencer
collaborations, which resonate with 10% of respondents, indicate a strategic
approach to leveraging trusted voices within the healthcare community.
Additionally, 10% noted the significance of corporate social responsibility (CSR)
initiatives, emphasizing the role of ethical engagement in shaping a positive brand
image. Patient stories, while garnering 7%, highlight the human aspect of the
pharmaceutical industry. These findings collectively illustrate that a diverse content
strategy, particularly one focused on education and transparency, is crucial for

building a strong brand image on social media (Fig. 2.11).

Corporate social responsibility (CSR)
initiatives
Patient stories NN 7%

I 10%

Company news and achievements I 16%
Influencer collaborations N 10%
Customer testimonials and reviews I 11%
Product-related posts NG 22%
Educational videos or articles [N 24%

0% 5% 10% 15% 20% 25% 30%

Fig. 2.11. Study of effective content types for building brand image on social

media in pharmaceutical companies

It was found that pharmaceutical companies face several key challenges in
maintaining a consistent social media image (Fig. 2.12). The most significant
obstacle, mentioned by 35% of respondents, is the difficulty in producing content
regularly. This challenge emphasizes the need for a steady stream of high-quality,

relevant content to engage with audiences effectively. Budget limitations were
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another major factor, affecting 30% of companies, which highlights the financial
constraints that can limit both content creation and marketing efforts on social
platforms. A lack of engagement from target audiences was identified by 20% of
respondents, pointing to the difficulty in capturing and retaining the attention of key
demographics such as patients, healthcare professionals, or the general public.
Regulatory restrictions, noted by 8%, remain an ongoing challenge in the highly
controlled pharmaceutical industry, where compliance with strict regulations can
hinder creative social media strategies. Negative feedback or criticism, mentioned
by 7%, also presents a challenge, as companies must manage their online reputation
carefully while addressing public concerns. These findings underscore the complex
nature of maintaining a consistent and impactful social media presence in the
pharmaceutical sector, where content production, financial resources, engagement,

and compliance are constant balancing acts.

Budget limitations [ 30%
Difficulty in producing content _ 0
regularly 35%
Lack of engagement from target I
audiences 20%
Negative feedback or criticism [ 7%

Regulatory restrictions [N 8%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Fig. 2.12. Key challenges in maintaining a consistent social media presence

for pharmaceutical companies

Opportunities for enhancing pharmaceutical companies' image through social

media were analyzed (Fig. 2.13).
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Real-time customer education [l 6%

Partnering with healthcare
organizations

Expanding global reach N 25%

BN 14%

Promoting new product launches I 39%

Collaborating with influencers or key

0
opinion leaders (KOLS) B 11%

Engaging younger audiences [l 5%

0% 20% 40% 60%

Fig. 2.13. Opportunities for enhancing pharmaceutical companies' image

through social media

The study revealed several opportunities that pharmaceutical companies
identify for further improving their image through social media. The most significant
opportunity, as cited by 39% of respondents, lies in promoting new product
launches. Social media platforms provide a powerful channel for raising awareness
and generating excitement around new pharmaceutical products. Expanding global
reach was recognized by 25%, demonstrating the potential of social media to connect
with international audiences and build a broader brand presence across different
markets. Partnering with healthcare organizations was seen as an opportunity by
14%, reflecting the strategic advantage of collaborating with trusted institutions to
strengthen credibility and enhance the company's image in the health sector.
Collaborating with influencers or key opinion leaders (KOLSs) accounted for 11%,
indicating the growing trend of leveraging influential voices to extend a company's
reach and reputation. Real-time customer education, noted by 6%, highlights the
potential of social media to provide immediate, accessible information to consumers,
enhancing trust and engagement. Finally, 5% of respondents identified the
opportunity to engage younger audiences, recognizing the importance of reaching

the next generation of consumers through platforms they frequently use. These
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findings underscore the diverse ways pharmaceutical companies can leverage social
media to enhance their image, from strategic partnerships to targeted marketing
campaigns.

The next step of the study focused on how the social media presence of
pharmaceutical companies has impacted customer perceptions of their products. A
substantial 67% of respondents reported that their social media activities have
significantly improved how customers view their products. This highlights the
strong influence of social media in building trust, credibility, and a positive brand
image among consumers. Another 23% of respondents noted a moderate
improvement in customer perceptions, indicating that while social media efforts
have been beneficial, there may still be room for more impactful strategies. Only
10% of the participants observed no significant change, suggesting that for the vast
majority, social media is a crucial tool for enhancing customer perceptions and
engagement with pharmaceutical products. These findings reinforce the value of a
well-executed social media strategy in shaping positive customer attitudes (Fig.
2.14).

= Significantly improved = Moderately improved = No significant change

Fig. 2.14. Study of impact of social media presence on customer perceptions

of pharmaceutical products

The next step of the study explored how important it is for pharmaceutical
companies to showcase their corporate social responsibility (CSR) efforts on social
media(Fig. 2.15).
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= Very important

= Moderately
important

= Important

Fig. 2.15. Study of importance of showcasing corporate social responsibility

on social media

A significant 59% of respondents indicated that it is very important to
highlight their CSR activities, emphasizing the growing demand for companies to
demonstrate ethical practices and community engagement. Another 30% of
participants rated it as moderately important, suggesting that while CSR is crucial,
it may not be the top priority for all companies. Only 11% considered it simply
important, which shows that showcasing CSR on social media is seen as a vital
component in building trust and credibility with stakeholders, enhancing the
company’s overall public image and fostering stronger customer relationships

It was revealed that pharmaceutical companies actively promote a variety of

corporate social responsibility (CSR) activities through social media (Fig. 2.16).

Environmental projects I 10%
Employee well-being initiatives I 13%
Community engagement programs I 19%
Health awareness campaigns I 39%
Charitable donations I 8%
Sustainability initiatives I 11%

0% 10% 20% 30% 40% 50%

Fig. 2.16. Study of corporate social responsibility activities promoted by

pharmaceutical companies on social media
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Health awareness campaigns emerged as the most frequently highlighted CSR
activity, with 39% of respondents indicating their focus on such initiatives. This
suggests that companies are keen to emphasize their role in improving public health
knowledge and outcomes. Community engagement programs, chosen by 19%, and
employee well-being initiatives, at 13%, were also prominent, reflecting efforts to
demonstrate corporate responsibility both internally and within local communities.
Other activities included sustainability initiatives (11%), environmental projects
(10%), and charitable donations (8%), showcasing a broad approach to CSR that
aims to align the company's social media presence with values of environmental
stewardship, social support, and ethical operations.

It was found that a significant majority of respondents believe that their
company's social media efforts related to corporate social responsibility (CSR)

positively impact their overall image (Fig. 2.17).

= Strongly agree gree = Neutral

Fig. 2.17. Impact of CSR social media efforts on overall company image

Specifically, 77% strongly agreed with this statement, indicating a strong
conviction that CSR initiatives shared on social media enhance their company's
reputation and foster goodwill among stakeholders. An additional 20% agreed,
suggesting that while they may not feel as strongly, they still recognize the beneficial
effects of these efforts. Only 3% of respondents remained neutral, indicating that
virtually all participants acknowledge the importance of CSR in shaping a positive
corporate image through social media channels. These findings highlight the vital

role of CSR communications in building and maintaining a favorable public
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perception of pharmaceutical companies. The study revealed that a vast majority of
pharmaceutical companies have collaborated with influencers or healthcare
professionals on social media to promote their products or services. Specifically,
97% of respondents confirmed that they engage in such collaborations, indicating a
strong trend in leveraging the credibility and reach of influencers and professionals
to enhance their marketing efforts. This approach not only helps in building trust
among potential customers but also amplifies the visibility of their offerings in a
competitive market. Conversely, only 3% of respondents indicated that they do not
collaborate with influencers or healthcare professionals, suggesting that the vast
majority recognize the strategic value of these partnerships in effectively reaching
and engaging their target audiences. This trend highlights the importance of
collaboration in modern pharmaceutical marketing strategies.

The responses regarding the effectiveness of influencer marketing in shaping
brand image revealed a strong positive perception among pharmaceutical
companies. A notable 71% of respondents rated influencer marketing as very
effective, underscoring its significant role in enhancing their brand reputation and
visibility. Additionally, 20% found it moderately effective, suggesting that while
they see value in these collaborations, there may be room for improvement in
optimizing their strategies. Only 5% considered it effective, and a mere 4% deemed
it not effective at all, indicating that the vast majority of companies recognize the
substantial impact influencer marketing can have on their overall brand image.
These findings highlight the importance of strategic partnerships with influencers as

a crucial component of modern marketing efforts (Fig. 2.18).

Not effective 4%
Effective 5%
Moderately effective 20%
Very effective 71%

0% 20% 40% 60% 80%

Fig. 2.18. Effectiveness of influencer marketing in shaping brand image
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CONCLUSIONS TO CHAPTER 11

1. It was found that pharmaceutical companies in Ukraine are increasingly
relying on social media as a strategic tool to shape their brand image and engage
with their target audience. The survey of 21 managers from different pharmaceutical
companies revealed a diverse range of roles involved in social media management,
including pharmaceutical representatives, marketing heads, and social media
managers. This distribution reflects the growing significance of social media in all
levels of marketing efforts, from leadership to hands-on content creation and
engagement.

2. It was determined that the majority of companies have been using social
media for over a decade, indicating a long-term commitment to these platforms for
brand building and customer interaction. The data showed that 39% of companies
have been leveraging social media for over 10 years, with an additional 34% using
it for 6 to 10 years, highlighting that the integration of social media into the
pharmaceutical sector has been a gradual but persistent process.

3. It was set that Twitter/X and LinkedIn are among the most popular
platforms used by pharmaceutical companies, followed by Facebook, Instagram, and
YouTube. This diversity of platforms allows companies to target different audiences
and achieve various strategic objectives, including brand awareness, product
promotion, and patient education. The use of emerging platforms like TikTok shows
a growing interest in reaching younger demographics.

4, It was determined that product promotion and brand awareness are the
primary objectives of pharmaceutical companies’ social media strategies. However,
other goals such as patient education, crisis communication, and engagement with
healthcare professionals are also significant. This indicates that companies are not
only focused on marketing their products but also on providing valuable health
information and maintaining strong relationships with their stakeholders.

5. It was found that companies adopt various content strategies to maintain
their online presence, with 47% of respondents reporting weekly posts and 39%

posting daily. The most effective content types identified were educational videos
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and product-related posts, which help build trust and credibility with both patients
and healthcare professionals. It was determined that the effectiveness of social media
efforts is often measured through metrics such as conversion rates, follower growth,
and website traffic. These metrics allow companies to gauge the impact of their
social media campaigns on customer engagement and business outcomes, providing
valuable insights into the effectiveness of their strategies.

6. It was set that social media plays a critical role in shaping the public
perception of pharmaceutical companies. The majority of respondents consider
social media to be very important for maintaining a positive image, with many
believing that social media significantly impacts how customers perceive the quality
and reliability of their products. It was determined that regulatory compliance
remains a challenge for many companies, with strategies such as regular staff
training, automated compliance tools, and the use of internal compliance teams
being employed to navigate complex industry regulations. Maintaining compliance
while actively engaging with audiences on social media is crucial to ensuring both
ethical practices and effective communication.

7. It was found that collaborations with influencers and healthcare
professionals are highly effective in shaping the brand image of pharmaceutical
companies. A significant number of companies have embraced influencer marketing
as a key strategy, with the majority finding it very effective in enhancing brand
visibility and credibility. It was set that social media has a strong positive impact on
customer perceptions of pharmaceutical products. The vast majority of respondents
reported significant improvements in how customers view their products as a result
of social media activities, reinforcing the importance of a well-executed social media
strategy in the pharmaceutical industry.

8. It was revealed that showcasing corporate social responsibility on social
media is also a priority for pharmaceutical companies, with many using their
platforms to promote health awareness campaigns, community engagement
programs, and sustainability initiatives. This further contributes to building a

positive public image and fostering trust with stakeholders.



34

CHAPTER IlI
DEVELOPMENT RECOMMENDATIONS FOR THE USE OF
SOCIAL NETWORKS FOR PHARMACEUTICAL COMPANIES

3.1. Study of cases of successful use of social media by pharmaceutical
companies

In the era of digital transformation, social media has become an essential tool
for various industries, including pharmaceuticals. Traditionally, the pharmaceutical
sector relied heavily on healthcare professionals, direct advertising, and regulatory
channels to market products and build customer relationships. However, with the
rise of social media, pharmaceutical companies now have new opportunities to
engage with both consumers and healthcare professionals. The ability to disseminate
health information quickly, connect with a wide audience, and respond to patient
inquiries in real-time has transformed how pharmaceutical companies position their
products and brands. Despite the stringent regulatory environment surrounding
pharmaceutical communications, many companies have leveraged social media to
create successful campaigns that build trust, enhance brand visibility, and improve
patient engagement. Thus, examining the cases of successful social media use in the
pharmaceutical industry is relevant and crucial to understand best practices and
overcome challenges [4].

The main purpose of this study is to analyze successful cases where
pharmaceutical companies have effectively utilized social media platforms for
marketing, brand development, patient education, and customer engagement. The
study will identify key factors that contribute to the success of these campaigns,
explore how companies navigate regulatory constraints, and highlight the types of
social media content that resonate with different target audiences. Additionally, the
study aims to provide actionable insights and recommendations for other

pharmaceutical companies looking to optimize their social media strategies [5].
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Several pharmaceutical companies have successfully used social media
platforms like Facebook, Instagram, Twitter, LinkedIn, and YouTube to achieve a
variety of strategic goals [1].

For example: Pfizer has effectively used social media to launch public health
awareness campaigns. For instance, during the COVID-19 pandemic, the company
utilized platforms such as Twitter and Facebook to provide accurate and timely
information about vaccine safety and efficacy. Their use of infographics, Q&A
sessions, and partnerships with medical influencers boosted engagement and trust
among both healthcare professionals and the general public [4].

Johnson & Johnson has focused on creating communities and providing
patient support through social media. One of their most successful initiatives
involved engaging with cancer patients and survivors via YouTube and Facebook,
where they shared stories of hope, provided educational videos about treatment
options, and created forums for patients to share their experiences. This community-
building approach not only humanized the brand but also provided valuable support
for patients and caregivers. In addition to community engagement, Johnson &
Johnson has produced a wide range of educational content on various health topics,
including diabetes, skin care, and maternal and child health. This content is shared
through social media channels and distributed through partnerships with healthcare
providers and patient advocacy groups. As a result, Johnson & Johnson has
established itself as a thought leader in the healthcare industry, and their educational
initiatives have contributed to improved public health outcomes [12].

Bayer has integrated influencer marketing into their social media strategy to
reach younger audiences. By collaborating with healthcare influencers and lifestyle
bloggers, Bayer was able to successfully promote its consumer health products on
Instagram. These partnerships created authentic content that resonated with the
audience, driving brand awareness and product usage among new demographics
[11].

GlaxoSmithKline (GSK) has harnessed social media to improve customer

service. Through platforms like Twitter and LinkedIn, GSK developed a more direct
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line of communication with healthcare providers and patients. This strategy allowed
them to quickly address questions related to medications, side effects, and product
availability, providing a higher level of customer service and improving patient
satisfaction [7].

The study of successful social media use by pharmaceutical companies reveals
that social media can be a powerful tool when used strategically. The key to success
lies in developing content that is not only informative but also engaging, trustworthy,
and compliant with regulatory standards. Companies that have excelled in this space
have focused on building relationships with their audience, offering valuable
educational content, and creating online communities that foster trust and loyalty
[21]. The insights gained from this work can serve as a roadmap for pharmaceutical
companies looking to harness the power of social media to build stronger, more
meaningful connections with their stakeholders while maintaining compliance with

industry regulations [10].

3.2. Recommendations for pharmaceutical companies to improve their
image through social networks

In today's digital age, social media has become a vital tool for businesses to
connect with their target audiences, build trust, and shape their brand image.
Pharmaceutical companies, which traditionally relied on direct marketing,
healthcare professionals, and regulatory approvals, must now navigate the
complexities of social media to enhance their brand image and foster relationships
with stakeholders. The following recommendations aim to provide strategic
approaches for pharmaceutical companies to improve their image through social
media. It was found that one of the key challenges for pharmaceutical companies in
maintaining a social media presence is the need for regular content production. To
address this, companies should develop a consistent and authentic brand voice across
all platforms. Consistency in tone, messaging, and visual aesthetics will help create
a recognizable and trustworthy brand image. An authentic voice is equally crucial—

pharmaceutical companies should avoid using overly corporate language and instead
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focus on genuine communication that resonates with their audiences. By humanizing
their brand and adopting a more conversational tone, companies can better engage
with consumers and build stronger connections [14].

One of the most effective content types for pharmaceutical companies on
social media, as revealed by the study, is educational materials. Pharmaceutical
companies should prioritize sharing valuable, informative content that educates the
public about health-related issues, medical advancements, and the benefits of their
products. Providing educational videos, infographics, and articles on common health
concerns or medications can position a company as a trusted authority in the
healthcare industry. Moreover, promoting patient education through social media
not only builds trust but also enhances public awareness and drives engagement.
Regularly updating this type of content will demonstrate the company’s commitment
to improving public health, which is key to shaping a positive brand image [6].

The importance of highlighting CSR activities on social media cannot be
overstated. The majority of respondents in the study believe that showcasing CSR
efforts positively impacts their company’s image. Pharmaceutical companies should
increase their focus on promoting CSR initiatives, such as health awareness
campaigns, sustainability projects, and charitable activities. These efforts
demonstrate the company's commitment to ethical practices, community support,
and social welfare. Additionally, engaging employees in CSR-related activities and
featuring these stories on social media can enhance internal morale and reflect a
strong, socially responsible corporate culture. CSR initiatives, when communicated
effectively, create a lasting, positive impression of the company, helping to
strengthen relationships with both consumers and industry partners [5].

Pharmaceutical companies can benefit significantly from partnerships with
influencers and healthcare professionals. The study showed that 97% of respondents
have collaborated with influencers or healthcare professionals to promote their
products or services, and this approach has proven to be highly effective in shaping
brand image. By leveraging trusted voices in the medical community or influential

social media figures, companies can amplify their reach and credibility. It is
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important for pharmaceutical companies to choose influencers who align with their
values and who can authentically communicate the benefits of their products or
services to their target audiences. Moreover, collaborating with healthcare
professionals can help bridge the gap between technical medical information and the
general public, further enhancing the company's reputation as a trusted expert in the
field. A key recommendation for improving a pharmaceutical company’s image on
social media is to focus on patient-centric content. Highlighting patient stories,
success cases, or testimonials can create an emotional connection with the audience.
People respond to personal experiences and real-life examples, especially when it
comes to healthcare. Companies should showcase how their products or services
have improved patients' lives, while ensuring compliance with regulations and
patient privacy. By focusing on the human side of medicine, pharmaceutical
companies can present themselves as empathetic and patient-oriented, which is
essential for building a compassionate and trustworthy brand [9].Engagement on
social media is not only driven by the frequency of posts but also by the format of
the content. Pharmaceutical companies should diversify their content formats by
incorporating multimedia such as videos, live streams, and interactive posts (e.g.,
polls, Q&A sessions). Engaging visual content, such as product demonstrations,
behind-the-scenes footage of research and development, or interviews with
healthcare experts, can help capture the audience’s attention and make complex
information more accessible. Interactive content, such as Q&A sessions or live
webinars with experts, also provides an opportunity for direct engagement with
followers, helping to foster a sense of community and trust [1].

It was found that managing negative feedback and criticism is a challenge for
pharmaceutical companies. To address this, companies must develop a proactive
approach to managing their online reputation. This involves closely monitoring
social media channels for comments, reviews, and messages and responding
promptly to both positive and negative feedback. Acknowledging concerns and
providing transparent responses in real time can demonstrate the company’s

commitment to customer service and accountability. When handled properly, even
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negative feedback can be turned into an opportunity to show responsiveness and a
willingness to improve. Ensuring that employees, especially those involved in social
media management, are well-trained in regulatory compliance and best practices is
essential. Regular training sessions on social media policies, industry regulations,
and communication strategies can help prevent compliance issues while ensuring
that the company’s social media presence aligns with its overall goals. The study
revealed that regular staff training was one of the top strategies pharmaceutical
companies use to maintain regulatory compliance. Investing in continuous training
will empower employees to represent the company positively and effectively on
social media platforms. While the general public is a major focus of pharmaceutical
companies on social media, as shown in the study, companies should also consider
segmenting their audiences and creating personalized content for specific groups.
For example, targeted content for healthcare professionals, patients, or regulatory
bodies can be more effective than a one-size-fits-all approach. Companies should
use analytics tools to understand the demographics and interests of their followers,
allowing them to tailor content that resonates with each group. Personalizing content
helps to increase engagement and ensures that each audience feels understood and
valued. Given the strict regulations surrounding pharmaceutical advertising and
communications, it is crucial for companies to use automated regulatory tools to
ensure compliance. These tools can monitor social media posts, flagging any content
that may violate industry guidelines. This not only reduces the risk of non-
compliance but also allows companies to focus more on creativity and engagement
without the constant worry of breaching regulations. By combining automated
compliance tools with human oversight, companies can maintain a robust, compliant
social media presence that supports brand development [20].
CONCLUSIONS TO CHAPTER 111

1. Cases of successful use of social media by pharmaceutical companies
were studied.

2. Recommendations for pharmaceutical companies to improve their

image through social networks were developed.
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GENERAL CONCLUSIONS

1.  Therole of social networks in creating consumer trust and loyalty were
analyzed. Concept and components of the image of a pharmaceutical company were
analyzed.

2. The survey of 21 managers from different pharmaceutical companies
revealed a diverse range of roles involved in social media management, including
pharmaceutical representatives, marketing heads, and social media managers. This
distribution reflects the growing significance of social media in all levels of
marketing efforts, from leadership to hands-on content creation and engagement. It
was determined that the majority of companies have been using social media for
over a decade, indicating a long-term commitment to these platforms for brand
building and customer interaction. The data showed that 39% of companies have
been leveraging social media for over 10 years, with an additional 34% using it for
6 to 10 vyears, highlighting that the integration of social media into the
pharmaceutical sector has been a gradual but persistent process. It was set that
Twitter/X and LinkedIn are among the most popular platforms used by
pharmaceutical companies, followed by Facebook, Instagram, and YouTube. This
diversity of platforms allows companies to target different audiences and achieve
various strategic objectives, including brand awareness, product promotion, and
patient education. The use of emerging platforms like TikTok shows a growing
interest in reaching younger demographics.

3. It was determined that product promotion and brand awareness are the
primary objectives of pharmaceutical companies’ social media strategies. However,
other goals such as patient education, crisis communication, and engagement with
healthcare professionals are also significant. This indicates that companies are not
only focused on marketing their products but also on providing valuable health
information and maintaining strong relationships with their stakeholders.

4, It was found that companies adopt various content strategies to maintain
their online presence, with 47% of respondents reporting weekly posts and 39%

posting daily. The most effective content types identified were educational videos
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and product-related posts, which help build trust and credibility with both patients
and healthcare professionals. It was determined that the effectiveness of social media
efforts is often measured through metrics such as conversion rates, follower growth,
and website traffic.

5. It was set that social media plays a critical role in shaping the public
perception of pharmaceutical companies. The majority of respondents consider
social media to be very important for maintaining a positive image, with many
believing that social media significantly impacts how customers perceive the quality
and reliability of their products. It was determined that regulatory compliance
remains a challenge for many companies, with strategies such as regular staff
training, automated compliance tools, and the use of internal compliance teams
being employed to navigate complex industry regulations. Maintaining compliance
while actively engaging with audiences on social media is crucial to ensuring both
ethical practices and effective communication.

6. It was found that collaborations with influencers and healthcare
professionals are highly effective in shaping the brand image of pharmaceutical
companies. A significant number of companies have embraced influencer marketing
as a key strategy, with the majority finding it very effective in enhancing brand
visibility and credibility. It was set that social media has a strong positive impact on
customer perceptions of pharmaceutical products.

7. It was revealed that showcasing corporate social responsibility on social
media is also a priority for pharmaceutical companies, with many using their
platforms to promote health awareness campaigns, community engagement
programs, and sustainability initiatives. This further contributes to building a
positive public image and fostering trust with stakeholders.

8. Cases of successful use of social media by pharmaceutical companies
were studied. Recommendations for pharmaceutical companies to improve their

image through social networks were developed.
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Appendix A
Questionnaire
Dear colleagues! This questionnaire aims to analyze how pharmaceutical companies
utilize social media platforms to shape their brand image and the factors influencing
this process. Please answer the following questions to the best of your ability.
What is the name of your pharmaceutical company?
How many years has your company been active on social media?
1-2 years
3-5 years
6-10 years
More than 10 years
Which social media platforms does your company actively use
Facebook
Instagram
Twitter/X
LinkedIn
YouTube
TikTok
What are the primary objectives of your company’s social media
resence?
Brand awareness
Product promotion
Patient education
Engagement with healthcare professionals
Crisis communication
Community building
Customer service
How frequently does your company post on social media?
Daily
Weekly
Monthly
Rarely
How do you measure the effectiveness of your social media activities?
Likes, shares, and comments
Follower growth
Website traffic from social media
Conversion rates (e.g., product inquiries, sales)
Engagement with healthcare professionals
How important is social media in shaping your company's image?
Very important
Moderately important
Somewhat important
Not important

oo~y wpgogoos~soogoe
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8. What aspects of your company’s image are most impacted by social
media presence?
Trustworthiness
Innovation
Accessibility to customers
Customer service quality
Product reliability
Corporate social responsibility
Transparency
Which target audience do you focus on most through social media?
General public
Patients and consumers
Healthcare professionals
Regulatory bodies
Investors and stakeholders
How does your company maintain regulatory compliance while
managing its social media image?
O Internal compliance teams
O Third-party consultants
O Automated regulatory tools
O Regular staff training
11. What type of content is most effective in building your brand image on
social media?
O Educational videos or articles
O Product-related posts
O Customer testimonials and reviews
O Influencer collaborations
O
O
O

stbbobbetbtobbodufd

Company news and achievements
Patient stories
Corporate social responsibility (CSR) initiatives
12. What challenges do you face in maintaining a consistent social media
image?
O Regulatory restrictions
O Negative feedback or criticism
O Lack of engagement from target audiences
O Difficulty in producing content regularly
O Budget limitations
13. What opportunities do you see in using social media to further improve
your company's image?
O Engaging younger audiences
O Collaborating with influencers or key opinion leaders (KOLS)
O Promoting new product launches
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O Expanding global reach

O Partnering with healthcare organizations

O Real-time customer service

14.  How has your company's social media presence influenced customer
perceptions of your products?

O Significantly improved

O Moderately improved

O No significant change

O Decreased customer trust

O Not applicable

15.  How important is showcasing your company’s corporate social

responsibility (CSR) efforts on social media?

Very important

Moderately important

Somewhat important

Not important

Which CSR activities do you promote through social media?
Sustainability initiatives

Charitable donations

Health awareness campaigns

Community engagement programs

Employee well-being initiatives

Environmental projects

Do you think your company's social media efforts related to CSR
osmvely impact your overall image?

Strongly agree

Agree

Neutral

Disagree

18. Has your company collaborated with influencers or healthcare
professionals on social media to promote products or services?

O Yes 0O No

19. If yes, how effective has influencer marketing been in shaping your
brand image?

Very effective

Moderately effective

Effective

What is your position in the company?

Head of the marketing department

Marketing specialist

SMM manager

Pharmaceutical representative

Thank you for your time and participation in this study!

HDDDDDD'C—D‘DDDD
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STUDY OF CASES OF SUCCESSFUL USE OF SOCIAL MEDIA
BY PHARMACEUTICAL COMPANIES
Bondarieva 1. V., Malyi V. V., Ifrad Yu.
National University of Pharmacy Kharkiv, Ukraine
Department of Management, Marketing and Quality Assurance in Pharmacy
iryna.bondarieva@gmail com

Abstract. Goal. The main objective of this study is to analyze successful cases
of effective use of social media platforms by pharmaceutical companies for market-
ing, brand development, consumer education and customer interaction.

Materials and methods. The research was conducted using the method of con-
lent analysis.

The results. Pharmaceutical companies are successfully using social media to
improve customer service, raise health awareness and build communities.

Conclusions. Companies that use social media effectively improve their reputa-
tion, increase customer engagement and provide better communication with consum-
ers and healthcare professionals.

Keywords: social media, pharmaceutical companies, marketing, consumer ed-
ueation, communication.

Anoragin, Mera, ['onoBHOK METOW UBOTO JOCIDKCHHA € #HAS YCMIMIHHX
BHIATKIE C(JCKTHBHOID BHEOPHCTAHHA (DAPMANCETHUHHMHE KOMIEHIAMHE ToiaTdops
COLIAMBEHAN MCIE A1 MAPKCTHHIY, PO3ERTEY OPeHIY, OCBITH CIOJKHEAUIE | BIAEMO-
mii 3 KIEHTAMH.

Marepiann Ta metogn, Jlocmprenan GyiI0 NpoBEACHD 38 AOMOMOTOR METOIY
KOHTCHT-aHAMLEY.

Pesynerams. Qapumanesriasl KOoMIaH! yemimHD BHEOPHCTOBVIOTE COLIAMEHI
MEIla U MOKPACHHA oDCHyIOBYBAHHA KIIEHTIE, TIBHIICHHA ODISHAHOCTL TIPO
300pOE’ A TA NOOYI0EH CNUTEHOT.

Bucnosxn. Kommnami, a1 cfeKTHEHG BHKOPHCTOEVESTE COLIATEHI MEIIa, NOK-
PALIVIOTE CBOK) PONYTALIK, MIBHIIHTH 3AMVGCHHA KIIEHTIE 1 3a0esneunT Kpanty
KOMYHIKALIRY 3 CIIOKHBATAMM T METHTHHMH MPAIIEHHKAME.

Kawmosi cioea: coyiameni vedia, gapuayesmuini komaanil, Maprenunz,
OCEING CRONCHEANTE, ROMVHIKALIA.

Introduction. In the era of digital transformation, social media has become an
essential tool for various industries, including pharmaceuticals. Traditionally, the
pharmaceutical sector relied heavily on healthcare professionals, direct advertising,
and regulatory channels to market products and build customer relationships. Howev-
er, with the rise of social media, pharmaceutical companies now have new opportuni-
ties to engage with both consumers and healthcare professionals. The ability to dis-
seminate health information quickly, connect with a wide audience, and respond to
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patient inquiries in real time has transformed how pharmaceutical companies position
their products and brands. Despite the stringent regulatory environment surrounding
pharmaceutical communications, many companies have leveraged social media to
create successful campaigns that build trust, enhance brand visibility, and improve
patient engagement. Thus, examining the cases of successful social media use in the
pharmaceutical industry is relevant and crucial to understanding best practices and
overcoming challenges.

Aim. The main purpose of this study is to analyze successful cases where
pharmaceutical companies have effectively utilized social media platforms for mar-
keting, brand development, patient education, and customer engagement. The study
will identify key factors that contribute to the success of these campaigns, explore
how companies navigate regulatory constraints, and highlight the types of social me-
dia content that resonate with different target audiences. Additionally, the siudy aims
Lo provide actionable insights and recommendations for other pharmaceutical compa-
nies looking to optimize their social media strategies.

Materials and methods. This study was conducted through using content-
analysis method, a qualitative analysis of various case studies focusing on successful
social media campaigns implemented by leading pharmaceutical companies. The
analysis involved a review of social media activity, content types, and audience en-
gagement metrics across multiple platforms, including Facebook, Instagram, Twitter,
LinkedIn, and YouTube. Data were collected from industry reports, social media ana-
Iytics, and company press releases to understand the strategies employed and the out-
comes achieved.

Resulis and their discussion. Several pharmaceutical companies have suc-
cessfully used social media platforms like Facebook, Instagram, Twitter, LinkedIn,
and YouTube to achieve a variety of strategic goals.

Pfizer has effectively used social media to launch public health awareness
campaigns, particularly during the COVID-19 pandemic. The company utilized plat-
forms such as Twitter and Facebook to provide accurate and timely information about
vaccine safety and efficacy. Their strategic use of infographics, Q&A sessions, and
partnerships with medical influencers boosted engagement and trust among both
healthcare professionals and the general public.

Maintaining an active presence on platforms like Twitter, Facebook, and Insta-
gram, Plizer shares educational content on various health topics, including vaccine
information, disease prevention, and medication safety. They also engage with pa-
tients through Q& A sessions and live events, fostering an interactive dialogue.

As a result, Pfizer has built a strong online community of patients and
healthcare professionals who trust and rely on their information. This approach has
not only improved brand loyalty but also enhanced the company’s reputation in the
healthcare industry.

Johnson & Johnson has focused on creating communities and providing patient
support through social media. One of their most successful initiatives involved en-
gaging with cancer patients and survivors via YouTube and Facebook, where they
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shared stories of hope, provided educational videos about treatment options, and cre-
ated forums for patients to share their experiences. This community-building ap-
proach not only humanized the brand but also provided valuable support for patients
and caregivers.

In addition to community engagement, Johnson & Johnson has produced a
wide range of educational content on various health topics, including diabetes, skin
care, and maternal and child health. This content is shared through social media
channels and distributed through partnerships with healthcare providers and patient
advocacy groups. As a result, Johnson & Johnson has established itself as a thought
leader in the healthcare industry, and their educational initiatives have contributed to
improved public health outcomes.

Bayer has integrated influencer marketing into their social media strategy to
reach younger audiences. By collaborating with healthcare influencers and lifestyle
bloggers, Bayer was able to successfully promote its consumer health products on In-
stagram. These partnerships created authentic content that resonated with the audi-
ence, driving brand awareness and product usage among new demographics.

GlaxoSmithKline (GSK) has effectively hamessed social media to improve
customer service and raise awareness about mental health issues through their #Men-
talHealthMatters campaign. By utilizing platforms like Twitter. Facebook, and Insta-
gram, GSK developed a direct line of communication with healthcare providers and
patients. This strategy allowed them to quickly address questions related to medica-
tions, side effects, and product availability, ultimately enhancing customer service
and improving patient satisfaction.

In addition to customer service, GSK aimed to reduce stigma around mental
health and encourage individuals to seek help. They created engaging content, shared
personal stories, and partnered with mental health organizations to foster important
conversations. The campaign was a resounding success, reaching millions and gener-
ating significant discussions about mental health. GSK's commitment to social re-
sponsibility in this area was widely recognized, further enhancing their brand reputa-
ton.

Sanofi has created online communities and forums where patients with specific
health conditions can connect, share experiences, and seek support. Among the bene-
fits were: these communities provide a valuable resource for patients, fostering a
sense of belonging and reducing feelings of isolation. They also offer valuable in-
sights to Sanofi, helping them to better understand patient needs and improve their
products and services.

During the COVID-19 pandemic, AstraZeneca faced significant challenges re-
lated to the development and distribution of its vaccine. The company used social
media o communicate updates about vaccine development, address public concerns,
and provide accurate information. AstraZeneca's transparent and timely communica-
tion helped to maintain public trust and confidence in their vaccine, despite facing
criticism and challenges.
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The study of successful social media use by pharmaceutical companies reveals
that social media can be a powerful tool when used strategically. The key to success
lies in developing content that is not only informative but also engaging, trustworthy,
and compliant with regulatory standards. Companies that have excelled in this space
have focused on building relationships with their audience, offering valuable educa-
tional content, and creating online communities that foster trust and loyalty [1, 2].

Ukrainian pharmaceutical companies have increasingly recognized the power
of social media to connect with their audience, build trust, and enhance their brand
image. By leveraging these digital platforms, they have been able to overcome lan-
guage barriers, reach a wider audience, and foster a sense of community.

Farmak is a leading Ukrainian pharmaceutical company has successfully uti-
lized Facebook and Instagram to create a loyal community of followers. By sharing
informative content on health topics, engaging with users through Q&A sessions, and
running contests, Farmak has solidified its position as a trusted source of healthcare
information.

Darnitsa has employed social media to raise awareness about important social
issues, such as mental health. Through well-crafted campaigns and engaging content,
they have not only boosted their brand reputation but also contributed to a positive
social impact.

By focusing on providing high-quality content related to various health condi-
tions, Lekhim has positioned itself as a healtheare expert. Their educational materials
and informative posts have helped build trust among patients and healthcare profes-
sionals alike.

During the COVID-19 pandemic, Boris demonstrated the importance of timely
and accurate communication on social media. By sharing updates on their products
and services and addressing public concerns, they were able to maintain customer
trust and loyalty.

Recognizing the influence of influencers, Biofarma has partnered with Ukrain-
ian health and lifestyle influencers to reach a wider audience. This strategy has
helped increase brand awareness and credibility.

By creating online communities where patients can connect and share experi-
ences, Europharm has fostered a sense of belonging among its customers. These
communities have not only helped build trust but also provided valuable insights into
patient needs.

Ukrainian pharmaceutical companies that have succeeded in social media have
maintained a consistent presence and engaged with their audience regularly. Sharing
valuable content, such as health tips, educational materials, and updates on indusiry
news, has been key to building trust and credibility. Encouraging dialogue and re-
sponding to comments and messages has helped create a more personal connection
with customers. Effective use of social media has been crucial in managing crises and
maintaining public trust during challenging times. Staying up-to-date with the latest
trends and platforms has allowed these companies to reach a wider audience and stay
ahead of the competition.
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Owverall, Ukrainian pharmaceutical companies have demonstrated the signifi-
cant potential of social media to: Build brand awareness and reputation; enhance pa-
tient engagement; Frovide valuable health information; Foster a sense of community;
manage crises effectively. By continuing to invest in social media and adopting best
practices, these companies can further strengthen their position in the market and
contribute to improving public health.

Conclusions. Pharmaceutical companies that effectively leverage social media
platforms can improve their brand reputation, increase patient engagement, and foster
better communication with both consumers and healthcare professionals. Despite
challenges such as navigating regulatory restrictions and ensuring content accuracy,
the benefits of a well-executed social media strategy are clear. Moving forward,
pharmaceutical companies should continue to innovate and refine their social media
approaches, integrating new tools such as Al-driven analytics and personalized con-
tent to enhance user experience and meet the evolving needs of their audiences.

The insights gained from this work can serve as a roadmap for pharmaceutical
companies looking to harness the power of social media 1o build stronger, more
meaningful connections with their stakeholders while maintaining compliance with
industry regulations.
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Introduction. In the recent history of Georgia, the pharmaceutical sector is one
of the most dynamic and rapidly growing markets. At present, "economic agents op-
erating in the pharmaceutical market {directly and/or through interdependent persons)
are engaged in economic activity at all levels of the pharmaceutical product supply
chain (import, production, wholesale supply, retail sale), as well as operate clinics,
insurance companies, etc. As a result, the pharmaceutical market in the country is
characterized by a high degree of vertical’horizontal integration and holding ar-
rangement. Tough competition and a constantly changing environment force compa-
nies to pay maximum attention to the efficiency of using resources while organizing
internal activities.
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building brand image on social media in pharmaceutical companies; to study of cases of successful
use of social media by pharmaceutical companies; to develop recommendations for
pharmaceutical companies to improve their image through social networks.

5. List of graphic material (with exact indication of the required drawings):
Pictures — 20



https://mmf.nuph.edu.ua/?p=5558

6. Consultants of chapters of qualification work

Cha
pters

Name, SURNAME, position of consultant

Signature,
date

assignmen|assignmen
t was t was
issued [ received

1 [Iryna BONDARIEVA, associate professor of higher education 02.09.2024(02.09.2024
institution of department management, marketing and quality
assurance in pharmacy

2 [Iryna BONDARIEVA, associate professor of higher education 09.09.2024(09.09.2024
institution of department management, marketing and quality
assurance in pharmacy

3 [iryna BONDARIEVA, associate professor of higher education 30.09.2024(30.09.2024
institution of department management, marketing and quality
assurance in pharmacy

7. Date of issue of the assignment: «02» September 2024.

CALENDAR PLAN

Ne 3/m Name of stages of qualification work Deadline for the stages |Notes
of qualification work

1  [Collection and generalization of data from scientific June 2024 done
literature by areas of qualification work

2  |Analysis of factors affecting the formation of a June 2024 done
company's image through social networks

3 [Study of effective content types for building brand September 2024 done
image on social media in pharmaceutical companies

4  [Study of cases of successful use of social media by September 2024 done
pharmaceutical companies

5. |Development of measures to reduce the negative September 2024 done
impact of psychosocial factors

6  |Writing and design of qualification work October 2024 done

7  |Approbation of qualification work October 2024 done

8  [Submission of the qualification work to the EC of October 2024 done
the National University of Pharmacy

An applicant of higher education

Supervisor of qualification work

Youssef IFRAD

Iryna BONDARIEVA




ITo HauionansHomy hapManeBTHYHOMY YHIBEPCHTETY

BHTHAI 3 HAKA3Y Ne 34

Bin 06 moToro 2024 poky

1. 3arBepauTH TeMH kpanidikauiiiHux podiT 3100yBayaM BULIOL OCBITH 5-ro
kypey 2 muiimy ®wm20%(4,101) 2024-2025 HaBYaJIBHOrO pOKY, CTYIiHb BHLIOL
OCBITH «MaricTp», ranysb 3HaHe 22 OxopoHa 310poB’s, creuiankbHicTe 226 —
dapmarntig, npoMucnosa dapmatis, ocBiTHLO-npodeciitna nporpama — Dapmanis,
jgedHa dopma 3100yTTA OcBiTH (TepMmiH HaBuanua 4 poku 10 wmicauis). Mosa
HaBuaHHA aHTJiHChKa.

Ne | Ilpiseuine, Tema kpanipikauifinoi podorn Iocana, Peuensent
3/m iM’a NpizBHLIE Ta keamidikauifinol
3nobyeava ininiamm pobotu
BHIIOT OCRITH KEpiBHMKE
¢ no Kaheapi MEHEMKMEHTY, MAPKETHHIY T4 3a0e3neucHHn skocTi y dapmanii
9. |ldpan Hocnimrenna Study of the noll. aou,
Hcced BILTHBY influence of Bonpnapera 1.B. TepemeHro
couianbHHX Meper | social networks JL.B

) Ha popMyBaHHH

iMiJKY
ApMaLEBTHYHOT
KOMMAaHIT

on the formation
of the image of a
pharmaceutical
company




DA B-03-317

BUCHOBOK
eKCnepTHOl KOMICIl nNpo npoBeieHy eKcnepTu3y
Woa0 aKkaaeMivHoro naariary v kpanidikaniiiniii podori
3100yBa4a BHIOT ocBiTH

«14» macronaga 2024 p. Ne 329576419

[Tpoanam3zysBapmm keamdikaiiiiny poboty 3modysada BuIIoi ocBiTH ldpan
HOcced, ®Om20%(4,100)-anrn-01, cnemanbHocTi 226 apmaris, MpoMHCIOBa
(hapmaniia, ocBiTHROI nporpamu «®apmaiiis» HapdaHHA Ha Temy: «[locmimpkeHHs
BIUIMBY COLIAJIBHHX Mepex Ha (opmypaHHS IMUDKY (apMalneBTHYHOI KoMOaHii /
Study of the influence of social networks on the formation of the image of a
pharmaceutical company», ekcrnepTHa KoMicid AlilIIa BHCHOBKY, W0 poborta,
npeacrapineHa 1o ExzamenaniiiHoi komicii A8 3aXHCTY, BHKOHAHA CAMOCTIIHO 1 He

MICTHTE eJIEMEHTIB aKaJeMIYHOro miariaty (KOMIUISI).

I'onoea komicii,
npopexTop 3BO 3 HIIP,
npodecop Inna BIAJTUMHPOBA



@D A 2.2.1-32-353
REVIEW

of scientific supervisor for the qualification work of the master's level of higher
education of the specialty 226 Pharmacy, industrial pharmacy

Youssef IFRAD
on the topic: «Study of the influence of social networks on the formation of the
image of a pharmaceutical company»

Relevance of the topic. In the modern era of digitalization, the way businesses
communicate and interact with their audience has undergone a radical
transformation. Social networks, initially designed as platforms for personal
interaction, have evolved into powerful tools for corporate communication,
branding, and image management. This shift is particularly relevant for
pharmaceutical companies, which operate in a highly regulated, competitive, and
sensitive industry where trust, transparency, and credibility are of paramount
importance.

Practical value of conclusions, recommendations and their validity. The
practical significance of the conducted research lies in the possibility of using the
recommendations in the practical activities of the pharmaceutical companies.
Assessment of work. Youssef IFRAD conducted a significant research work and
successfully coped with it, showed the ability to analyze and summarize data from
literary sources, to work independently. In the work, the research results are properly
interpreted and illustrated with figures. While completing the qualification work, the
higher education applicant showed creativity, purposefulness, independence, and
perseverance.

General conclusion and recommendations on admission to defend. The
qualification work of the 5th year applicant of higher education Phm20*(4,10) eng-
01 group Youssef IFRAD on the topic: "Study of the influence of social networks
on the formation of the image of a pharmaceutical company” is a completed
scientific study, which in terms of relevance, scientific novelty, theoretical and
practical significance meets the requirements for qualification works, and can be
presented to the EC of the National University of Pharmacy.

Scientific supervisor Iryna BONDARIEVA

3rd of October 2024



@D A 2.2.1-32-356
REVIEW
for qualification work of the master's level of higher education, specialty 226
Pharmacy, industrial pharmacy
Youssef IFRAD
on the topic: «Study of the influence of social networks on the formation of the
image of a pharmaceutical company»

Relevance of the topic. The relevance of studying the influence of social networks
on the formation of the image of a pharmaceutical company lies in understanding
how these platforms shape public perception, enhance corporate communication,
and ultimately influence business outcomes.

Theoretical level of work. The qualification work reveals theoretical approaches to
of the influence of social networks on the image of the company.

Author’s suggestions on the research topic. The author has developed
recommendations for the use of social networks for pharmaceutical companies.
Practical value of conclusions, recommendations and their validity. The findings
of this research offer valuable insights for pharmaceutical companies seeking to
enhance their image through social networks.

Disadvantages of work. As a remark, it should be noted that some results of the
literature review, which are presented in the first chapter, need stylistic refinement.
In general, these remarks do not reduce the scientific and practical value of the
qualification work.

General conclusion and assessment of the work. Youssef IFRAD qualification
work "Study of the influence of social networks on the formation of the image of a
pharmaceutical company" is a scientifically based analytical study that has
theoretical and practical significance. The qualification work meets the requirements
for qualification papers and can be submitted to the EC of the National University
of Pharmacy.

Reviewer assoc. prof. Lyubov TERESHCHENKO

14 of October 2024



D A2.2.1-91-287
MIHICTEPCTBO OXOPOHHM 3/10POB’SI YKPAIHU
HAIIIOHAJIbHU ®APMAIIEBTUYHUIA YHIBEPCUTET

BUTIAI 3 TIPOTOKOJIY Ne 5

22 nuctomnana 2024 poxy

M. XapkiB

3acizaHHsa kadeapu MeHeIKMEHTY, MAPKETUHTY

Ta 3a0e3MeYeHHs AKOCTI B (papmauii

IonoBa: 3aBimyBau kabeapu MM3AD, noktop dapm. Hayk, mpodecop
Manwmii B. B.

Cexperap: nouent 3BO, kana. ¢apm. Hayk, goi. XKaasko C.B.

MNPUCYTHI: 3aB. xadenpu MM3AD, nokrop dapm. Hayk, npod.
Manuii B.B., npodecop 3BO, nokr. ¢papm. Hayk, npod. [lectyn 1.B., npodecop 3BO,
TOKT. (hapMm. Hayk, ipod. mpod. Jliteinosa O.B., mpodecop 3BO, nokt. papm. Hayk,
npod. mpod. Kosanenko C.M., npodecop 3BO, nokt. dhapm. Hayk, mpod. Kpyrcekux
T.B., mpodecop 3BO, nokt. hapm. Hayk, npod. npod. [Tocunkina O.B., nouent 3BO,
kana. (apm. nHayk, pou. babGiuesa I'.C., moment 3BO, kaua. dapMm. Hayk, I0II.
bonpapesa [.B., xana. exoH. Hayk, gou. I'maakoBa O.B., kaHA. €KOH. Hayk, JOIL.
I'neboBa H.B., kana. exoH. Hayk, nou. [epenceka S1.M., nouent 3BO, kauja. dapm.
Hayk, aoi. JXKagasko C.B., kaua. ¢papm. Hayk, fgoi1. 30opoBcbka T.B., kaH. ropu. HayK,
nor. Konsima T.A., kann. ekoH. Hayk, goil. KoBanwoBa B.I., kana. dbapM. Hayk, JOII.
notl. Jlicna A.T'., monient 3BO, kana. dbapMm. Hayk, gom. Mamninina H.I'., nonient 3BO,
kaH1. papm. Hayk, gou. Porynsa O.1O., acuctent, kaua. gapm. Hayk lllysanosa O.B.,
31100yBayi BHUINOT OCBITH (aKyJIbTETY 3 MIATOTOBKY 1HO3EMHHUX TPOMAJISTH

MOPSIAOK JJEHHUM: Tlpo nomyck 31006yBadiB BHIIO] OCBITH BHITYCKHOTO
Kypcy (hakyIbTeTy 3 MiArOTOBKH 1HO3EMHHUX TPOMAJISH CrerianbHoCcTi 226 dapmartis,
npoMuciioBa (hapmailis, OCBITHROI mporpamu dapmartis 10 3aXUCTy KBari(ikamiifHmx
po6iT B Ex3aMenartitiniit komicii HPaV.

CJIYXAJIA: IIpo nomyck 3100yBava BULIO1 OCBITH (DaKyJIbTETY 3 MIATOTOBKU
1HO3€MHHUX IPOMAJISIH BUITYCKHOTO KypcCy cneniaabHocTi 226 @apmariisi, IpoOMHUCIIOBA
¢dapmarniis ocBiTHbOi mporpamu Dapmamis rpymun Om20*(4,10m)anrn-01 FOcced
IOPAJl no 3axucty kBamidikauiiHoi podotn B Ex3zamenamiiinii xomicii Hday.
KBamigikamiitna podota Ha Temy «JlociikKeHHsI BIUIMBY COLIQJIBHUX MEpPEX Ha
dbopMyBaHHS IMIIKY (hapMaleBTUYHOT KOMIIaH11».

BUCTYIINJIU: B oOroBopenHni kBamiikaiifHoi poOOTH B3SIM y4dacTb
npod. 3BO Ilectyn 1.B., nom. 3BO ba6ivesa I'.C. KepiBHuk kBanidikaiiitHoi po6oTH:
no11., kaua. ¢hapM. Hayk bornnapesa 1.B.

YXBAJIMJIM: [lonyctutu 3n00yBaya Bumioi ocBith HOcced IDPAJ] no
3axXMCTy KBai(ikaIiiHoi poOoTH Ha TeMy «/{0CIiIKEHHS BIUTUBY COIIAIbBHUX MEPEX
Ha (opmyBaHHA IMIKY ¢apmaneBTUYHOI KommaHi» B Ex3amenamiifniii komicii
Hday.

3aB. kap. MM3AD, noktop dapm. Hayk,

npodecop Bonoaumup MAJIUNA

Cexkperap, nouent 3BO,

KaHa. papM. HayK, JOLICHT Cgitnana XXAJIbKO



D A2.2.1-32-042
HAIIOHAJIBHUM ®APMAIIEBTUYHUN YHIBEPCUTET

MOJAHHS
I'0JIOBI EK3AMEHAHII/IHOivK01Y[ICIi
IIO10 3AXHUCTY KBAJII®IKAIIMHOI POBOTH

Hanpasnsierscst 3100yBay Bumoi ocBitu Xyccam XXABPAH no 3axucrty xBamidikamiinoi
poboTu
3a raiays3io 3HaHb 22 OXOpoHa 310pOB’s
cremianpHicTIoO 226 Dapmalis, npoMHUcaoBa dapMallis
OCBITHBOIO Nporpamoro Papmartist
Ha TeMy: «JIOCHi/DKeHHs BIUIMBY COIAJIbHUX MEpeK Ha (GopmMyBaHHS IMUDKY (hapMalleBTHYHOI
KOMIAHI».

Kgamigikariitna po6oTa i pereHsist JoJarThCs.

Jlexan ¢akynbTery / Citnana KAJJAMYEBA /

BucHoBok kepiBHMKa KBasiikaniiHol po6oTn

3n00yBau Buioi ocBith FOcced IOPA/] BukoHaB Ha kadeapi MEHEPKMEHTY, MAPKETHHTY
Ta 3abe3nedyeHHs skocti y dapmanii HDay kpamidikamiiiny poOoTy, ska NpUCBSIYCHA
JOCITIJKEHHIO BIUTMBY COIIIAJIbHUX MepeX Ha GOpMyBaHHS iMiJKY (papMalleBTUYHOT KOMITAHi1.

VY nepuromy po3aisi poOOTH PO3KPUTO POJIb COIIATBPHUX MEPEX y (PopMyBaHHI CIIOKHBYOT
JIOBIpH Ta JIOSUTBHOCTI Ta MOHSTTS Ta CKJIAA0BI iMIJKY (papmarieBTu4HOI Kommadii. J[pyruit po3in
MIPUCBSYEHO aHaJi3y (aKTOPiB, 0 BILTUBAIOTH Ha (OPMYBaHHS IMIJIDKY KOMITaHi1 4epe3 coIliaabHi
Mepexi. Y TpeTboMy — po3poOiieHO pexkoMmeHpamii ans (apmaneBTUYHUX KOMIIaHIH 1070
MOKpAICHHS IMIJKY Yepe3 CoIliaabHI MEpexi.

VY minmomy mojaHa 10 3axucTy KBamidikamiiitHa pobota FOcced IDPAJl Ha Temy
«JlocmimKeHHs BIUTUBY COIIaIbHUX MEpeX Ha (hopMyBaHHS IMIKY (papMamieBTUYHOI KOMIIaH1i»
BIJIMIOBIIa€ BUMOTAM, I[0 BHCYBAIOTHCSA 1O KBaMI(iKaiHHUX pOOIT, OIMIHIOETHCS TMO3UTHUBHO 1
MOke OyTH peKOMeH0BaHa Jijisl 3axucTy B Ex3amenartiiiny komiciro HPaV.

KepiBuuk kBamidikaiiiHoi poooTH
Ipuna BOHZIAPEBA

3 xxoBTHs 2024 p.
BucnoBok kageapu npo kBaiidikauniiiny podory

Kpamigikamiiiny poGoty posrimsHyTo. 3100yBau Bumoi ocBith FOcced [DPAJ]
JIOTTYCKA€ETHCS JI0 3aXHUCTy AaHOi KBaji(dikaIliiHoi podoTu B Ex3ameHartiiHii Komicii.

3aBigyBad kadenpu

MEHE)KMEHTY, MApKETHHTY Ta

3a0e3MnedeHHs sIKoCTi y dapmartii

Bonogumup MAJIAM

22 muctomana 2024 p.



Qualification work was defended
of Examination commission on
«28» of November 2024

With the grade

Head of the State Examination commission,

D.Pharm.Sc, Professor
/Oleh SHPYCHAK/




