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АНОТАЦІЯ 

У кваліфікаційній роботі досліджено вплив соціальних мереж на 

формування іміджу фармацевтичної компанії. Розроблено рекомендації щодо 

покращення іміджу фармацевтичних компаній за допомогою соціальних 

мереж. Загальний обсяг роботи становить 40 сторінок, містить 20 рисунків. 

Також наведено список літератури, що включає 30 джерел. 

Key words: вплив, соціальні мережі, імідж, фармацевтична компанія, 

ефективність. 

 

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 I.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. 
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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. 

 

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]. 

 

Fig. 1.2. Key social platforms 

 

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 



12 
 

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.  Сoncept 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: 

• 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. 

• External image — public opinion about the company, shaped by 

advertising campaigns, product quality, and media relations. 

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

the company’s products or services. 
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• 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: 

• Image evaluation indicators (qualitative: objectives, structure, content, 

execution, implementation technologies; quantitative: costs, timelines, results, 

economic efficiency). 

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

• 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. The role 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). 

 

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

company 

24%
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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). 

 

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). 

 

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). 

 

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). 

 

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. 

 

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. 

 

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. 

 

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. 

 

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. 

 

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). 

 

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. 

 

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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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 (KOLs) 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). 

 

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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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). 

 

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). 

 

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). 

 

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

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. 
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CHAPTER III 

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 III 

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. The role 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 years, 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?_______________ 

1. How many years has your company been active on social media? 

□ 1-2 years 

□ 3-5 years 

□ 6-10 years 

□ More than 10 years 

2. Which social media platforms does your company actively use 

□ Facebook 

□ Instagram 

□ Twitter/X 

□ LinkedIn 

□ YouTube 

□ TikTok 

3. What are the primary objectives of your company’s social media 

presence? 

□ Brand awareness 

□ Product promotion 

□ Patient education 

□ Engagement with healthcare professionals 

□ Crisis communication 

□ Community building 

□ Customer service 

4. How frequently does your company post on social media? 

□ Daily 

□ Weekly 

□ Monthly 

□ Rarely 

5. 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 

7. How important is social media in shaping your company's image? 

□ Very important 

□ Moderately important 

□ Somewhat important 

□ Not important 
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cont. appendix A 

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 

9. Which target audience do you focus on most through social media? 

□ General public 

□ Patients and consumers 

□ Healthcare professionals 

□ Regulatory bodies 

□ Investors and stakeholders 

10. How does your company maintain regulatory compliance while 

managing its social media image? 

□ Internal compliance teams 

□ Third-party consultants 

□ Automated regulatory tools 

□ Regular staff training 

11. What type of content is most effective in building your brand image on 

social media? 

□ Educational videos or articles 

□ Product-related posts 

□ Customer testimonials and reviews 

□ Influencer collaborations 

□ Company news and achievements 

□ Patient stories 

□ Corporate social responsibility (CSR) initiatives 

12. What challenges do you face in maintaining a consistent social media 

image?  

□ Regulatory restrictions 

□ Negative feedback or criticism 

□ Lack of engagement from target audiences 

□ Difficulty in producing content regularly 

□ Budget limitations 

13. What opportunities do you see in using social media to further improve 

your company's image? 

□ Engaging younger audiences 

□ Collaborating with influencers or key opinion leaders (KOLs) 

□ Promoting new product launches 
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cont. appendix A 

□ Expanding global reach 

□ Partnering with healthcare organizations 

□ Real-time customer service 

14. How has your company's social media presence influenced customer 

perceptions of your products? 

□ Significantly improved 

□ Moderately improved 

□ No significant change 

□ Decreased customer trust 

□ 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 

16. 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 

17. Do you think your company's social media efforts related to CSR 

positively 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? 

□ Yes         No 

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

brand image? 

□ Very effective 

□ Moderately effective 

□ Effective 

20. 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! 
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Декан факультету _______________________ / Світлана КАЛАЙЧЕВА / 
 

Висновок керівника кваліфікаційної роботи 

 

Здобувач вищої освіти Юссеф ІФРАД виконав на кафедрі менеджменту, маркетингу 

та забезпечення якості у фармації НФаУ кваліфікаційну роботу, яка присвячена 

дослідженню впливу соціальних мереж на формування іміджу фармацевтичної компанії. 

У першому розділі роботи розкрито роль соціальних мереж у формуванні споживчої 

довіри та лояльності та поняття та складові іміджу фармацевтичної компанії. Другий розділ 

присвячено аналізу факторів, що впливають на формування іміджу компанії через соціальні 

мережі. У третьому – розроблено рекомендації для фармацевтичних компаній щодо 

покращення іміджу через соціальні мережі. 

У цілому подана до захисту кваліфікаційна робота Юссеф ІФРАД на тему 

«Дослідження впливу соціальних мереж на формування іміджу фармацевтичної компанії» 

відповідає вимогам, що висуваються до кваліфікаційних робіт, оцінюється позитивно і 

може бути рекомендована для захисту в Екзаменаційну комісію НФаУ. 

 

Керівник кваліфікаційної роботи 

______________    Ірина БОНДАРЄВА 
  

3 жовтня 2024 р. 

 

Висновок кафедри про кваліфікаційну роботу 

 

Кваліфікаційну роботу розглянуто. Здобувач вищої освіти Юссеф ІФРАД 

допускається до захисту даної кваліфікаційної роботи в Екзаменаційній комісії. 

 

Завідувач кафедри 

менеджменту, маркетингу та 

забезпечення якості у фармації 

                                     ______________  Володимир МАЛИЙ 

 

22 листопада 2024 р. 
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          __________________________ /Oleh SHPYCHAK/ 

 

 

 

 

 


