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AHOTAILISA

VY  naHiii poOOTI JoCHiIKeHO UU(POBUNA MAPKETUHT SK IHCTPYMEHT
(dbopmyBaHHS JOBIpH A0 SIKOCTI (papMalleBTUYHOI NpoAyKlii. BuzHaueHo OCHOBHI
nu(ppoBl KaHAIM Ta METOAM KOMYHIKalii, Kl € HaiOuIbll e()EeKTUBHUMHU s
MIJBHUIICHHS MPO30POCTI Ta MIATBEPXKEHHSI CTAHJAPTIB SKOCT1 (hapMarieBTUUHUX
TOBapiB Cepell CIOXHBadiB Ta MeauuyHux QaxiBuiB. Kaamidikariiina poGota
MICTHTB 45 cTopiHOoK, 2 Tabmnumi, 19 pucyHkis, 30 mxeperna JiTeparypH.

Kntouosi cnosa: mudpoBuil MapKeTUHT, AOBIpa, SKICThb, (hapmaleBTHYHA

IPOIYyKLIs, MPo30picTh, digital-cTparerti.

ANNOTATION

This paper examines digital marketing as a tool for building trust in the quality
of pharmaceutical products. The main digital channels and communication methods
that are most effective for increasing transparency and confirming the quality
standards of pharmaceutical products among consumers and medical professionals
are identified. The qualification work contains 45 pages, 2 tables, 19 figures, 30
sources of literature.

Keywords: digital marketing, trust, quality, pharmaceutical products,

transparency, digital strategies.
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INTRODUCTION

Relevance of the research topic. In the digital age, where information is
available instantly and consumers actively seek out data before making decisions,
digital marketing is becoming more than just a promotional tool; it is a vital
mechanism for building and maintaining trust in the quality of pharmaceutical
products. For an industry where trust is the de facto currency, as it concerns health
and life, the use of digital channels opens up unprecedented opportunities for
transparency, education, and direct interaction [4].

The foundation for building trust is high-quality, educational content. Using
content marketing (blogs, articles, medical explainer videos, infographics,
webinars), pharmaceutical companies can transform complex scientific information
into understandable and accessible knowledge. Posting materials about diseases,
treatments, clinical trial results, and manufacturing quality standards on corporate
websites and social media demonstrates openness and scientific validity. This allows
patients and healthcare professionals (HCPs) to feel more informed and empowered
about their own health, which directly strengthens trust in the product. In particular,
video marketing and webinars are effectively used to educate and build trust by
visualizing processes and engaging experts [11].

An important aspect is the use of authority and scientific leadership. Digital
marketing allows pharma companies to activate thought leadership tactics by posting
blogs, video interviews and publications with their own researchers and scientists
[11, 16]. People tend to trust scientific voices more than corporate brands. Publishing
white papers on groundbreaking research, engaging in online continuing medical
education (CME) events for physicians and sharing product training for pharmacists
through digital channels confirms professionalism and a commitment to innovation,
which are synonymous with high quality [5].

Social media and online platforms are critical channels for two-way dialogue
and brand humanization [2, 8]. Unlike traditional, one-way advertising, social media

provides opportunities to listen to patients and physicians [16], respond to questions
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promptly, resolve crises, and manage online reputation [23]. Conducting awareness
campaigns, Q&A sessions, and live broadcasts on social media makes the brand
more accessible and empathetic. Open and prompt disclosure of risks and benefits
of medicines, as well as monitoring comments to maintain accurate and relevant
information, are key elements of compliance and integrity that fundamentally
support trust [4]. In addition, personalization through tools such as email marketing
and Al-powered analytics allows for the delivery of relevant and timely information
[7]. For example, sending medication reminders to patients or specialized updates to
physicians based on their area of expertise creates a sense of care and focus on the
customer (patient), rather than just selling. Such a patient-centric approach is critical
for long-term loyalty and trust [8].

However, the use of digital marketing in pharmaceuticals requires strict ethics
and regulatory compliance [8]. In an industry where trust is fragile, any inaccuracy,
inconsistency, or aggressive marketing can have serious reputational consequences.
Therefore, transparency, honesty, and a focus on education rather than just
promotion should remain the guiding principles of a digital strategy. Success in this
regulated and competitive environment requires a comprehensive approach
(omnichannel) that combines innovative digital tactics with a traditional approach to
building relationships, where digital marketing acts as a powerful catalyst to confirm
high quality and increase trust in pharmaceutical products [5].

The purpose of the qualification work is to study digital marketing as a tool
for building trust in the quality of pharmaceutical products.

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

. to reveal the essence of digital marketing in the healthcare industry and
its role in communicating product quality;

. to study the concept of consumer loyalty in pharmaceutical products:
structure and factors of formation;

. to analyze of regulatory and ethical requirements for the promotion of

pharmaceutical products through digital channels;
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. to evaluate of current digital marketing strategies used by the company
to communicate quality;

. to analyze of the relationship between the use of specific digital tools
and the level of consumer loyalty;

= to develop of a targeted digital marketing strategy for enhancing
transparency and quality perception;

. to substitute of key performance indicators and assess the potential
effectiveness of the proposed recommendations.

The object of the study is the process of building trust in the quality of
pharmaceutical products using modern marketing communications.

The direct focus of the scientific study is the subject of the study: digital
marketing as a tool for influencing the formation and increase of consumer trust in
the quality of pharmaceutical products.

For a comprehensive study of the subject and achieving the goal of the
qualification work, a set of complementary research methods were used. Among
the theoretical methods, analysis and synthesis are used to reveal the essence of
digital marketing, its role, as well as the concept of consumer loyalty and the
structure of its factors, as well as generalization to formulate conclusions regarding
the theoretical foundations of digital marketing in pharmaceuticals. In addition, the
systemic approach provides for the consideration of digital marketing as a
comprehensive system of tools. Given the specifics of the industry, regulatory and
ethical methods are necessary, in particular legal analysis to study the regulatory and
ethical requirements for the promotion of pharmaceutical products through digital
channels. The group of empirical and analytical methods includes analysis to assess
the current digital marketing strategies of the company and study the relationship
between the use of digital tools and the level of consumer loyalty, comparison to
compare different digital strategies and tools, as well as statistical analysis /
correlation-regression analysis to quantitatively analyze the relationship between
digital tools and loyalty/trust. Additionally, the method of expert assessments can be

used to assess the potential effectiveness of the developed recommendations. At the
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stage of developing practical solutions, design-constructive and predictive methods
are used, which include strategy development methods to create a targeted digital
marketing strategy, as well as justification and forecasting to substantiate key
performance indicators (KPIs) and assess the potential effectiveness of the proposed
recommendations.

Practical significance of the obtained results. The practical significance of
the results of the qualification work lies in their direct applicability for the formation
of an effective marketing policy of pharmaceutical companies aimed at
strengthening consumer confidence in the quality of products in the context of
digitalization.

Approbation of research results and publication. Qualification work is
approved on V International Scientific and Practical Conference "Fundamental and
applied research in the field of pharmaceutical technology". Abstracts of reports has
been published: Malyi V.V., Bondarieva 1. V., Elbardani J. Study the concept of
consumer loyalty to pharmaceutical products. Fundamental and applied research in
the field of pharmaceutical technology: Collection of scientific materials of the V
International Scientific and Practical Conference (Kharkiv, October 23, 2025). Kh.:
Publishing house of the National University of Pharmacy, 2025.-P. 261-262.

Structure and scope of the qualification work. The qualification work
consists of an introduction, a literature review, an experimental part, general
conclusions, a list of used literature and appendices. The total volume of the work is
45 pages, including 19 figures and 2 tables. 30 literary sources were used for research

and analysis in the work.



CHAPTER1

THEORETICAL PRINCIPLES OF DIGITAL MARKETING
1.1. The essence of digital marketing in the healthcare industry and its
role in communicating product quality

The essence of digital marketing in the healthcare and pharmaceutical
industries is to use all available online channels and digital technologies to interact
with target audiences — both end patients (DTC — Direct-to-Consumer) and
healthcare professionals (HCPs — Healthcare Professionals). This approach
encompasses not only traditional promotion elements such as advertising, but also
more complex, data-driven strategies: search engine optimization (SEQO), content
marketing, social media marketing (SMM), email marketing, as well as the use of
mobile applications and webinars. Pharmaceutical digital marketing differs
significantly from other industries due to its high regulatory and ethical
responsibility, which makes its key mission not to sell, but to provide reliable,
balanced and educational information [30].

Use of digital technologies and data in the medicine life cycle is presented in
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Fig. 1.1. Using of digital technologies and data in the medicine life cycle
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The role of digital marketing in communicating product quality is critically
important, since in conditions of information asymmetry (when the consumer cannot
independently verify the quality of a medical product), trust becomes a determining
factor in choice. Digital tools fulfill this role in several ways [13].

Building transparency and scientific validity. Through content marketing,
pharmaceutical companies can communicate the evidence base of quality:
publishing clinical trial summaries, quality control results, manufacturing
certificates (GMP) and details of technological processes. Such transparency,
supported by scientific data placed on SEO-optimized websites, transforms the
brand from a commercial object to an authoritative scientific source [8].

Digital marketing channel is presented in Fig. 1.2.

. Centent
\ Marketing /

Influencer \"w D|g|ta|
Marketing | :
/ Marketing
- Channel

Affiliate Social media
Marketing Marketing

PPC Video
Advertising Marketing

Fig. 1.2. Digital marketing Channel

Involvement of experts: the use of webinars, video interviews and expert
articles with the participation of in-house scientists and leading HCPs strengthens
trust in quality through association with high professionalism. When consumers see
that the product is supported by recognized experts, this serves as a powerful indirect

confirmation of its effectiveness and safety [11].
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Operational reputation and crisis management (SERM): unlike traditional
channels, social media and forums are a place where opinions about quality are
formed and spread instantly [8].

Digital marketing allows companies to track mentions, respond quickly to
negative reviews or incorrect information, and provide official, authoritative
clarifications. This demonstrates the brand’s responsibility and commitment to
quality at all levels of interaction [7].

Tools such as email marketing and mobile applications allow patients to be
provided with personalized educational materials on the correct use of the medicine,
possible interactions, or dosing schedules. Accurate, timely information increases
the effectiveness of treatment and minimizes the risk of misuse, confirming the
overall quality of service, which is inextricably linked to the quality of the product
itself [5].

Definitions of digital marketing is presented in table 1.1.

Table 1.1

Definitions of digital marketing

Author Definition

Marketing is the activity, set of institutions, and
American Marketing | processes for creating, communicating, delivering, and
Association (AMA) |exchanging offerings that have value for customers, clients,

(2013) partners, and society at large.

"What a company does to publicize, promote and sell

Kotler (2008) products and services on the Internet."

Thus, digital marketing in pharmaceuticals is a two-way dialogue that
transforms scientific complexity into understandable information, ensuring
maximum transparency, reinforcing quality with authority, and, most importantly,

building a strong foundation of trust [20].
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1.2. The concept of consumer loyalty in pharmaceutical products:
structure and factors of formation

Consumer loyalty is a cornerstone of success in any industry, but within the
realm of pharmaceutical products, its significance is profoundly amplified. Here,
loyalty transcends a mere repeat purchase; it encompasses a deep trust in the brand,
the medication, and the recommendations of healthcare professionals, all of which
directly impact patients' health and quality of life. Understanding the inherent
structure and the complex factors that drive the formation of this loyalty is therefore
critical for pharmaceutical companies [9].

The loyalty of a pharmaceutical consumer is a multifaceted construct that
extends well beyond simple behavioral habit. It can be conceptually divided into two
principal components [15].

The first dimension is behavioral loyalty, which pertains to the actual repeat
purchasing or consistent selection of a specific medication. In the pharmaceutical
context, this is often measured by the adherence rate (regular taking of prescribed
medicine), the frequency of purchase (especially for chronic conditions), and the
resistance to switching to competing generics or alternative brands. While this
loyalty can sometimes be "forced" (e.g., if a drug has a unique, irreplaceable active
ingredient), it must ideally be reinforced by the patient's positive experience [12].

The second, and arguably more powerful, dimension is attitudinal (emotional)
loyalty. This represents the psychological bond between the consumer and the brand.
It reflects a positive disposition, deep-seated trust, and a willingness to advocate for
the product. This component is far more resilient to competitive marketing efforts
and includes factors like trust in efficacy and safety (confidence that the drug works
as claimed with minimal side effects), brand affinity, and the willingness to
recommend (reflected in metrics like the net promoter score, or NPS). True loyalty
in pharmaceuticals emerges when both behavioral consistency and emotional
commitment align [15].

The factors that shape patient loyalty are unique and differ from those

influencing fast-moving consumer goods. These drivers can be categorized into
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three key areas [14].

The foundation of all pharmaceutical loyalty rests on clinical efficacy. A drug
that delivers a tangible, stable therapeutic outcome immediately builds trust and
loyalty. Closely linked 1s safety and tolerability; fewer or milder side effects reduce
the patient's desire to seek alternatives. Furthermore, factors like the formulation and
administration convenience (e.g., once-a-day dosing, easy-to-use devices) are
crucial for increasing patient compliance (adherence to the treatment regimen),
which directly translates into sustained loyalty. Finally, the guaranteed consistent
quality of every batch is the bedrock of long-term trust [12].

In pharmaceuticals, the end consumer's choice is frequently mediated.
physicians and pharmacists act as crucial gatekeepers. The most potent driver of
behavioral loyalty is the physician's recommendation; a patient's trust in their doctor
is directly transferred to the prescribed medication. Furthermore, the pharmacist's
professional support, providing quality counseling and clarifying usage instructions,
reinforces loyalty to both the drug and the pharmacy chain. Pharmaceutical
companies that engage in educational outreach to HCPs, providing unbiased clinical
data, foster loyalty among prescribers, which indirectly shapes patient behavior [1].

A company's overall reputation — its history, scientific contribution, and
commitment to social responsibility — is vital. Brands known for innovation and
reliability inspire greater confidence. Patient support programs and comprehensive
information access (e.g., clear educational materials, dedicated hotlines) help
patients manage their condition and build a stronger relationship with the brand.
Finally, pricing and accessibility — including sensible pricing policies or
participation in reimbursement schemes — significantly impact loyalty, especially for
long-term treatments for chronic diseases 4].

In conclusion, consumer loyalty in pharmaceutical products is a sophisticated
blend of scientific confidence, clinical experience, and emotional devotion. It is
forged at the intersection of a high-quality product, the trusted guidance of
healthcare providers, and the responsibility of the brand. The imperative for

pharmaceutical companies is not just to create effective medicines but to build a
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holistic ecosystem that supports the patient through every stage of their treatment

journey, transforming a repeat purchase into a conscious, health-driven choice [1].

1.3. Analysis of regulatory and ethical requirements for the promotion of
pharmaceutical products through digital channels

The promotion of pharmaceutical products through digital channels exists at
a complex intersection of cutting-edge technology, stringent legal frameworks, and
profound ethical responsibilities. Unlike most consumer goods, pharmaceutical
marketing is fundamentally regulated to safeguard public health, ensuring that
patients and healthcare professionals receive information that is accurate, balanced,
and non-misleading. This landscape is primarily governed by regulatory bodies such
as the U.S. Food and Drug Administration and the European Medicines Agency,
supplemented by robust industry codes of practice [5].

The central regulatory challenge across all digital platforms — from websites
and mobile apps to social media and interactive content — is maintaining truthful,
balanced, and substantiated communication [9].

The most critical requirement, particularly emphasized by the FDA, is the
necessity of providing a "fair balance" between a product's benefits and its risks.
Promotional material, regardless of format, must disclose all known side effects,
contraindications, and warnings with equivalent prominence in terms of
presentation, layout, typography, and clarity. The EMA similarly prohibits any
advertising that could mislead or omit significant risk information [11].

Pharmaceutical companies are strictly prohibited from promoting a product
for any use that has not been specifically approved by the relevant regulatory
authority. This "off-label" promotion is a major compliance violation, carrying the
risk of significant fines and legal repercussions. Digital content must align precisely
with the product’s approved labeling [7].

Every claim regarding a product's effectiveness, safety, or superiority must be
supported by substantial scientific evidence and approved clinical data. Claims must

be factual and cannot be exaggerated or unsubstantiated. This principle applies
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universally, from a brief social media post to a detailed clinical video.

Platforms like Twitter or small banner ads challenge the "fair balance"
requirement. Regulators often require clear mechanisms to direct the audience to the
full prescribing information, ensuring that abbreviated risk statements are still
prominent and accessible. Digital promotion of prescription-only medicines to the
general public is strictly prohibited in most of Europe, making geotargeting and
audience verification for HCP-only content paramount. Failure to effectively wall
off professional content from consumer view is a compliance breach [4].

Companies must have clear procedures for monitoring and responding to user-
generated content, especially testimonials or claims on their own digital properties,
to ensure that unsolicited positive feedback does not result in the dissemination of
unapproved or unsubstantiated claims [8].

Compliance with global data protection laws, such as GDPR in Europe and
HIPAA in the US, is a non-negotiable aspect of digital marketing. The collection,
storage, and use of patient data must be transparent and secure. While regulatory
adherence is mandatory, ethical requirements guide the spirit of communication,
prioritizing the health and well-being of patients above commercial interests [1].

Ethical promotion demands that companies be fully transparent about the
promotional nature of their digital content. There must be no disguise of marketing
messages as independent information. Endorsements by key opinion leaders or
patient advocates must clearly disclose any financial relationship [22].

Ethical standards require heightened sensitivity when targeting digital
content. Advertising should not be directed at or exploit vulnerable populations, such
as the elderly or the chronically ill, by creating false hope or fear-based urgency.
Promotion must encourage the rational use of medicines. This means providing
information that allows HCPs and (where permitted) patients to make independent,
informed decisions, rather than engaging in manipulative sales tactics. Financial
incentives offered to HCPs, whether digital or physical, are subject to intense
scrutiny and are prohibited if they lead to an improper influence on prescribing

decisions [2].



15

In conclusion, the digital promotion of pharmaceutical products is a high-
stakes activity where compliance with the law is the minimum standard. Success
requires a robust internal review process — ensuring legal and regulatory counsel vets
every piece of content — and an ingrained ethical culture that sees patient safety,
accuracy, and transparency as the defining metrics of promotional excellence.
Violations not only incur massive financial penalties but also severely damage the

public trust essential to the industry's operation [5].

Conclusions to chapter I

1. The essence of digital marketing in the healthcare industry and its role
in communicating product quality was studied.

2. The concept of consumer loyalty in pharmaceutical products: structure
and factors of formation was revealed.

3. Analysis of regulatory and ethical requirements for the promotion of

pharmaceutical products through digital channels was conducted.
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CHAPTERII
ANALYSIS OF DIGITAL MARKETING TOOLS AND THEIR IMPACT
ON LOYALTY IN PHARMACEUTICAL PRODUCTS

2.1. Evaluation of current digital marketing strategies used by the
company to communicate quality of goods

To assess the effectiveness and reach of a company's current digital marketing
strategies used to communicate the quality of its products or services, a survey was
conducted among 37 employees of a pharmaceutical company. The distribution of
respondents across different functional areas is crucial, as the perspective of each
department directly influences their evaluation of the company's communication
efforts regarding quality. The results show a balanced, multi-functional
representation, with a slight emphasis on core communication and compliance
groups. The largest single group of participants — Marketing/Digital Marketing,
representing 31% of the total respondents. This high representation is vital, as this
group 1is directly responsible for the creation and execution of the digital quality
communication strategies being evaluated. Their input focuses heavily on content
delivery, channel performance, and tactical effectiveness. Following closely were
the departments responsible for oversight and customer interaction. The
Regulatory/Legal team constituted 18% of the sample, providing an essential
compliance perspective. Their responses are critical for determining if the strategies
adhere to stringent pharmaceutical regulations concerning claims about quality and
safety. The Sales/Customer Service group accounted for 16%, offering a crucial link
to real-world customer perception and the ultimate commercial impact of the quality
messaging. A significant portion of the respondents — nearly one-third combined —
represented the technical and scientific backbone of the company's quality claims.
Manufacturing/R&D made up 15%, focusing on the scientific validity and
innovation aspects of the products, while Quality Assurance (QA) contributed 14%.
The perspectives of these two groups are fundamental for assessing the authenticity

and accuracy of the quality data communicated digitally [8].
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Finally, the "other" category, encompassing roles like Administration and
Finance, represented the smallest segment at just 6%. This minimized representation
from non-core functions ensures that the survey's findings are driven primarily by
the employees who directly influence, monitor, or are impacted by the quality

communication process (Fig. 2.1.).

Other (Administration, Finance, etc.) o
(indirect impact) - 6%

Manufacturing / R&D (product _ 15%

development and scientific support) I
Sales / Customer Service (direct _ 16%
interaction with the audience) ?

Quality Assurance (QA) (responsible _ 14%
0

for standards and data reliability)

Regulatory / Legal (ensure
| s
compliance)

Marketing / Digital Marketing

(directly responsible for content and _ 31%

channels)

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

Fig. 2.1 Distribution of survey respondents by functional role

It was determined that social networks are the most frequently used digital
channel for communication, accounting for 38% of the responses. This category
specifically includes popular platforms such as Facebook and Instagram. Following
closely is the corporate website, with particular emphasis on sections like "About
Us" or similar information pages, which represents the second-largest portion at
32%. Email marketing, encompassing mailings and newsletters, is a considerably
less-used channel, making up 15% of the total. Even further down the list are

Industry-specific platforms/blogs, which only account for 10%. Finally, a small
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segment, 5% of respondents, indicated they utilize "all of the above" digital channels
for their communication efforts. The data clearly shows a strong preference for
social media and the corporate website over more direct or niche channels like email

or industry-specific blog (Fig. 2.2).

All of the above - 5%
Industry-specific o
platforms/blogs - 10%
Email marketing (mailings, _ 15%
newsletters) °
B ey I
Instagram, LinkedIn) 0
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0% 10% 20% 30% 40%

Fig. 2.2 Digital channels used for communication

The types of quality content used were analyzed (Fig. 2.3).

= Video content (interviews with
experts, production
demonstrations)

= Text content (articles, cases,
technical specifications)

= Graphic content (infographics,
quality certificates, awards)

Interactive content (surveys,
virtual tours, calculators)

Fig. 2.3 Analysis of the types of quality content used
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It was determined that video content is the most preferred type of quality
content used, representing 34% of the total responses. This category specifically
includes formats such as interviews with key stakeholders or experts. The second
most popular content type is graphic content, which includes items like infographics
and visual summaries, accounting for a significant 30%. Text content, which covers
traditional formats such as articles, case studies, and technical papers, is used by
26% of respondents, making it the third most common choice. Finally, interactive
content, such as surveys, virtual tours, or other engaging elements, is the least
utilized format, making up only 10% of the responses. This data highlights a clear
preference for dynamic and visually engaging content, with video and graphics
leading the way over more static text or interactive formats.

Next, we analyzed frequency of company publishing new content that directly

relates to quality (Fig. 2.4).

Less than once a month [l 4%

Once a month _ 19%
2-3 times a month | 31%
Weekly or more often [ 6%

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

Fig. 2.4. Frequency of company publishing new content that directly relates
to quality

It was set that the majority of companies communicate with a high degree of
frequency. Specifically, the most common response was weekly or more often,
accounting for 46% of all replies, indicating that nearly half of the companies

maintain a very regular communication schedule. The second most frequent rate is
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2-3 times a month, which represents a significant 31% of the responses. Combining
these two categories shows that over three-quarters of the companies communicate
at least bi-weekly. A substantial group, 19%, communicates once a month. Finally,
a very small minority, only 4%, communicate less than once a month. This data
strongly suggests that the surveyed companies prioritize frequent, consistent
communication, with weekly updates being the most prevalent approach (Fig. 2.4).

It was found that the primary goal of communication is building trust and
reputation, which was selected by the largest share of respondents at 32%. This
indicates a strong focus on long-term brand equity and credibility. The second most
important goal is maintaining a high price position, accounting for 26% of the
responses, suggesting that communication is heavily leveraged to justify premium
pricing. Differentiating from competitors is the third most common objective,
chosen by 17% of the participants. Closely following this is the goal of attracting
new customers, which represents 15% of the responses. Finally, 10% of respondents
stated that all of the above goals equally represent the main purpose of their
communication efforts. Overall, the data clearly shows that strategic, reputation-
focused goals (trust/reputation and price position) significantly outweigh immediate

growth goals (attracting new customers) (Fig. 2.5).

All of the above [ 10%
Attracting new customers [[INEGEGEGEEE 15%
Differentiating from competitors [ INEG2E 17%
Maintaining a high price positioning [N 26%
Building trust and reputation [ 32%

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

Fig. 2.5. Analysis of the main goals of communicating quality through digital

marketing
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It was determined that there is a near-even split in content adaptation strategies
among respondents. The largest single group, accounting for 49%, stated that
content is created uniquely for each digital channel. This indicates a high level of
customization and channel-specific strategic planning. However, a very close
second, at 40%, responded no, the same content is used across all channels,
suggesting a significant number of companies prioritize efficiency and simplicity
over platform-specific tailoring. A smaller proportion, only 11%, indicated that they
adapt in part, the core message is similar, implying a strategy of minor adjustments
while maintaining a consistent central theme. This data reveals a key divergence in
content strategy: nearly half of the companies fully customize their content, while

another large portion uses a 'one-size-fits-all' approach (Fig. 2.6).

No, the same content is used across
all channels

In part, the core message is simply
changed slightly

e

Yes, the content is created uniquely
for each channel

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

Fig. 2.6. Adaptation of quality content for different digital channels

It was set that the overwhelming focus of communication regarding quality
centers on regulatory and structural aspects. Specifically, certification and
compliance with standards represents the dominant aspect, accounting for a
substantial 58% of the total responses. This indicates that demonstrating adherence
to industry regulations and achieving certifications is the most critical element

companies choose to communicate about. The second most important focus is
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Product reliability and durability, which is cited by 20% of respondents. The
remaining quality aspects are addressed significantly less often. Customer service
and support accounts for only 9%, while innovation and science are a focus for 8%.
The least prioritized area for communication is environmental and social
responsibility, which makes up a mere 5% of the responses. This data clearly
demonstrates that, when communicating quality, companies place a
disproportionately high emphasis on formal validation and compliance over

performance, service, or ethical considerations (Fig. 2.7).

Environmental and social b
responsibility . oo

Innovation and science [ 8%

Customer service and support - 9%

Product reliability and
durability B 20%
Certification and compliance _ 589
with standards (ISO, GMP, etc.) ‘
0% 10%20%30%40%50%60%70%

Fig. 2.7. Analysis of the aspect of quality which the company emphasize most

in its communications

It was found that the inclusion of the specific content element referenced in
the question occurs in the vast majority of communications. The most frequent
response was often, accounting for 40% of the replies, indicating regular, though not
constant, inclusion. The second largest group, 31%, stated the element is always
included. When combined, these two categories show that the content element is
present in the quality communication of 71% of respondents either always or often.

Conversely, a smaller portion of companies includes the element less frequently.
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Rarely was selected by 17% of participants, and never was the response for 12%.
This distribution clearly highlights that the surveyed organizations place significant
importance on this particular element, ensuring its frequent appearance in their

quality content (Fig. 2.8).

m Always = Often = Rarely = Never

Fig. 2.8. Inclusion frequency of quality content of direct links to independent

research, tests or external audits

It was determined that the largest group, at 60%, reported a "Medium" level
of transparency, defined as the company only responding to direct inquiries from
customers or stakeholders. This suggests that while the company does not actively
hide problems, it lacks a dedicated, proactive digital strategy for managing quality
crises or addressing common concerns publicly. This reactive posture in the digital
age can be detrimental, as it leaves the narrative open to speculation and uncontrolled
discussion on external forums.

Furthermore, 35% believes the company maintains a "Low" level of
transparency, stating that the firm actively attempts to avoid this topic entirely in its
digital communications. This perception highlights a substantial risk, as attempting
to suppress discussion about known issues can severely erode customer trust and
lead to accusations of unethical practice, particularly in the sensitive pharmaceutical

sector.
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Crucially, only a minimal 5% of the respondents perceived the company's
approach as "High" transparency, where information is actively provided and
solutions are proactively communicated. This result suggests a major disconnect
between the company's aspirational values and its perceived operational reality in
digital crisis communication. In conclusion, the findings reveal that the company's
current digital marketing strategy for communicating quality issues is primarily
reactive (60%) or avoidant (35%), indicating a critical vulnerability in trust and
reputation management. To strengthen its position, the company must transition
from merely responding to inquiries to actively implementing a transparent and

proactive digital strategy for addressing quality concerns (Fig. 2.9).
Low (we try to avoid this o
Medium (we respond only
| I
to direct requests)

High (we actively inform I 50,
and provide solutions) °

0% 20% 40% 60% 80%

Fig. 2.9. Respondents' assessment of level of transparency of company

maintain when communicating about possible defects or warranty cases

It was determined that the data shows that only a minority, 22% of employees,
believe that the quality communication is predominantly focused on customer
benefits. This suggests that only about one-fifth of the effort is dedicated to clearly
articulating why the high-quality matters to the consumer (e.g., better health
outcomes, reduced risk, greater convenience). The largest single group, 40%,
indicated a mixed approach, stating that there is a "balance" between technical

characteristics (e.g., process standards, chemical purity) and customer benefits.
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While a balance is an improvement over purely technical language, this still
indicates a hesitancy to fully embrace a benefits-driven, market-oriented narrative.
Crucially, a substantial 38% of the respondents reported that the quality
communication is "mostly technical." When this group is combined with the
"Somewhat" category, it highlights that 78% of the company’s quality messaging is
either balanced with or dominated by technical, characteristic-based language. In the
pharmaceutical sector, while technical accuracy is non-negotiable, a failure to
effectively communicate the resulting benefit can lead to poor differentiation and a
lack of emotional resonance with both HCPs and patients.

In summary, the findings indicate that the digital quality communication
strategy is currently overly technical, requiring a significant shift toward translating
technical superiority into clear, compelling customer and patient benefits to enhance

marketing effectiveness and competitive positioning (Fig. 2.10).
No, the communication is mostly
. K
technical
Somewhat, there is a balance of _ 40%
features and benefits 0

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

Fig. 2.10. Analysis of quality communication use language that focuses on the

benefits for the customer, not just the product features

It was found that the company's digital marketing strategy for communicating
product quality is overwhelmingly oriented toward the final users, despite operating
within the heavily regulated pharmaceutical sector where intermediaries hold

significant influence (Fig. 2.11). A dominant majority of employees, 65%, identified
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end users/patients as the main target audience for the company's digital quality
messaging. This strong focus on the consumer aligns with a Direct-to-Consumer
(DTC) marketing approach, aiming to build brand loyalty and drive patient demand,
even for prescription-based products. However, the low prioritization of key
professional audiences is notable. Partners (distributors, retailers) were cited as the
main target by only 15%, and industry experts and physicians the group responsible
for prescribing and recommending the products were the main focus for a mere 11%.
In the pharmaceutical industry, the HCP audience (physicians and experts) is
typically the most critical audience for communicating detailed, evidence-based
quality information. The low figure suggests a potential strategic misallocation of
digital resources, where the focus on consumers may dilute the effectiveness of
communication aimed at prescribers. Furthermore, investors accounted for only 5%,
and only 4% felt the strategy targeted all audiences equally.

In summary, the findings indicate a pronounced consumer-centric bias in the
company's digital quality communication strategy. While engaging end-users is
important, the minimal focus on crucial intermediaries, particularly Industry experts
and physicians, suggests a strategic vulnerability. The company risks under-serving
the professional audience whose endorsement is essential for legitimate product

adoption and market success.

All audiences equally [l 4%
Investors M 5%
Industry experts and physicians [ 11%

Partners (distributors, retailers) [N 15%

End users/patients I 65%

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

Fig. 2.11. Main target audience for digital quality communication
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The company was found to rely heavily on passive and generic methods to
drive audience engagement around its quality content. The vast majority (62%) of
respondents indicated the use of generic feedback requests and comments. This
suggests that the primary method of engagement is broad and does not require
significant resources. Interactive and value-based formats are used much less
frequently: only 16% of respondents indicated that they hold Q&A sessions with
experts, and 19% use special offers (likely incentives) to solicit feedback (Fig. 2.12).

None of the above I 3%

Special offers for feedback - 19%

Q&A sessions with experts - 16%

Feedback solicitations and _ 62%
comments
0% 10% 20% 30% 40% 50% 60% 70%

Fig. 2.12. Assessment of the methods used to encourage audience interaction

on quality content

It was established that this figure displays the results of a survey, likely
pertaining to content or marketing performance, detailing the most important Key
Performance Indicators. The category of engagement, including likes, shares, and
comments, is the most frequently cited metric at 31%. Following this, the number of
clicks to certification accounts for 25% of responses, suggesting a focus on lead
generation or specific goal completion. It is notable that 23% of respondents selected
"All of the above," indicating that a comprehensive set of metrics is valued by a
significant portion of the audience. Brand mentions related to the work and direct

impact on sales were reported as less popular primary KPIs, scoring 11% and 10%
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respectively. The total percentage exceeding 100% suggests that multiple selections

were permitted in the survey (Fig. 2.13).

All of the above 23%

Direct impact on sales 10%

Brand mentions related to the word

0
“quality” 1%

Number of clicks to

0
certification/standards pages 25%

Engagement (likes, shares,

31%
comments)

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

Fig. 2.13. Key Performance Indicators (KPIs) based on survey results

It was determined that fig. 2.14 presents the results of a survey addressing the
frequency with which digital campaigns utilize testimonials. The data clearly
indicates a very high reliance on this marketing tactic, as a dominant 75% of
respondents reported that their digital campaigns "Always/Often" incorporate
testimonials.

A further 23% indicated that testimonials are used "Sometimes," suggesting
that almost all digital campaigns utilize them to some extent.

The percentage of campaigns that "Rarely/Never" use testimonials is minimal,
accounting for only 2% of the responses, which strongly suggests that testimonials
are considered an essential and highly effective component of modern digital

marketing strategies. (Fig. 2.14).
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m Always/Often = Sometimes = Rarely/Never

Fig. 2.14. Analysis of frequency of using testimonials and customer success

stories as evidence of quality by digital campaigns

It was established that a strong preference for technological solutions, with
automated compliance software being the most dominant tool, accounting for 57%
of responses. The internal legal department is the second most common resource,
cited by 24% of the respondents, indicating a reliance on in-house legal expertise.
Expert review by external consultants is also used, though less frequently, at 15%.
Only a very small percentage, 4%, reported using none of the above options. Overall,
the results highlight that automated software is the primary method employed for

company monitoring in the surveyed group (Fig. 2.15).

None of the above [l 4%

Expert review by external consultants [N 15%
Automated compliance software [ 57%
Internal legal department [N 24%

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

Fig. 2.15. Analysis of tools which helps a company monitor the completeness

and compliance of digital content on quality with regulatory requirements
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Analysis of company’s respond to negative feedback or comments regarding
product quality in the digital space is presented in fig. 2.16. It was established that
majority of respondents fall within moderate response categories, with the largest
portion, 39%, indicating a response time "within a few days." The next most frequent
response, at 33%, is "within 1 business day," suggesting a significant commitment
to relatively swift action. A smaller group, 11%, reported a very quick response time
of "within 1-3 hours." However, a notable segment of 17% stated that the entity is
"not always responsive," which indicates a measurable challenge with consistency

in timeliness for nearly one-fifth of the respondents (Fig. 2.16).

Not always responsive _ 17%
Within a few days [ 30%
Within 1 business day [N 33%
Within 1-3 hours [N 11%

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

Fig. 2.16. Analysis of company’s respond to negative feedback or comments

regarding product quality in the digital space

It was established that a strong commitment to regular oversight, with a
commanding 74% of respondents reporting that monitoring is conducted regularly.
A smaller segment, 20%, indicated that monitoring happens "sometimes",
suggesting less consistent but still occasional attention to the metric. Only a minimal

fraction of respondents, 6%, reported that the company does "no" monitoring at all.
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These results collectively show that monitoring of the specified metric is a standard

and regular practice for the vast majority of the companies surveyed (Fig. 2.17).

6%

® Yes, regularly = Sometimes = No

Fig. 2.17. Analysis of company monitoring of competitors' quality

communication in digital channels

2.2. Analysis of the relationship between the use of specific digital tools
and the level of consumer loyalty

Consumer loyalty is the bedrock of sustained business growth, representing a
customer’s willingness to repeatedly engage with a brand and resist the competitive
pull of rivals. In the modern, digitized marketplace, this loyalty is not simply earned
through a quality product, but is actively constructed and maintained through the
strategic deployment of digital tools. These tools transform transactional interactions
into enduring, value-based relationships, acting as the primary architects of the
customer experience. The most influential tools can be categorized by their primary
function: data management, immediate communication, feedback collection, and
convenience provision, each having a distinct yet intertwined effect on loyalty
metrics like net promoter score and customer lifetime value [8].

The foundational tool is the customer relationship management system, which
serves as the single source of truth for all customer data. A sophisticated CRM, often

enhanced by machine learning, is vital because it enables personalization at scale.
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By aggregating historical purchases, communication logs, browsing behavior, and
demographic data, the CRM allows businesses to deliver hyper-personalized offers
and marketing messages. This level of tailored communication creates a feeling of
being understood and valued by the brand, moving the customer experience beyond
a generic transaction. Furthermore, the CRM ensures consistency across all
touchpoints. When a customer transitions from a mobile app query to a live chat, the
agent, armed with the customer’s complete history, can provide seamless service,
eliminating the frustrating need for the customer to repeat their issue. This reduction
in customer effort (a key loyalty driver) directly strengthens the bond of trust [11].

Complementing the CRM are Artificial Intelligence (Al)-powered
communication tools, such as chatbots and virtual assistants. These tools critically
address the modern consumer's demand for speed and accessibility. Providing 24/7,
instantaneous responses to common queries, chatbots significantly lower the
customer effort score. While they may not resolve every complex problem, their
ability to triage issues, provide quick resolutions, and gather initial context ensures
that the customer's time is respected. Advanced Al goes a step further by enabling
proactive engagement, using data to predict a potential issue like a delivery delay or
a payment problem and addressing it before the customer even complains. This
anticipation of needs is a powerful loyalty builder, transforming the brand from a
service provider into a trusted partner [7].

Another crucial category includes digital feedback and analytics platforms
(e.g., NPS, CSAT, or customer journey mapping tools). These systems digitize the
process of "listening" to the customer, moving beyond passive observation to active
solicitation of opinions via in-app surveys, email, or post-interaction forms. The very
act of asking for feedback demonstrates that the customer's opinion is valued,
reinforcing their relationship with the brand. More importantly, when paired with
sentiment analysis, these platforms convert unstructured text feedback into
actionable insights. A company that quickly identifies a recurring "pain point" and

visibly implements a change based on this feedback shows responsiveness and
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accountability, directly translating into increased customer satisfaction and,
consequently, long-term loyalty [12].

Finally, branded mobile applications and digital loyalty program platforms
directly incentivize repeat business through convenience and exclusive value.
Mobile apps place the brand directly into the customer’s hand, providing maximum
ease for ordering, tracking, and managing their account. The integration of
gamification through points, tiers, or badges into a digital loyalty platform
encourages habit formation and repeat engagement. By offering tiered, exclusive
benefits, such as early access to products or special members-only events, these tools
foster a sense of exclusivity and belonging. This emotional connection, facilitated
by the app's convenience and the program's perceived value, ensures that the
customer remains invested in the brand ecosystem, significantly raising the barriers
to switching to a competitor. Ultimately, the successful use of digital tools hinges
not on the technology itself, but on its strategic application to minimize customer

effort, maximize personalization, and consistently deliver a seamless, high-value [9].

Conclusions to chapter II

1. To assess the effectiveness and reach of the pharmaceutical company's
digital marketing strategies for communicating product quality, a survey was
conducted among 37 employees from diverse functional areas. The respondent
distribution provided critical perspectives, with marketing/digital marketing (31%)
offering insight into execution, regulatory/legal (18%) ensuring compliance, and
quality assurance (14%) and manufacturing/R&D (15%) vouching for scientific
accuracy. The study established that the company relies heavily on high-reach,
consumer-facing channels: social networks (38%) and the corporate website (32%)
are the most frequently used digital communication channels. The content strategy
prioritizes dynamic, visually engaging formats, with video (34%) and graphic
content (30%) being the most preferred, significantly outweighing static text.
Furthermore, the communication cadence is highly frequent, with 46% of companies

publishing quality content weekly or more often, and a combined 77%
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communicating at least bi-weekly, underscoring a commitment to consistent
presence.

2. It was determined that the primary strategic focus of quality
communication is long-term brand equity rather than immediate sales, with the top
goals being building trust and reputation (32%) and maintaining a high price position
(26%). However, the content focus exhibits a critical misalignment: an
overwhelming 58% of the communication centers on certification and compliance
with standards, while core performance attributes like product reliability (20%) and
ethical considerations like environmental and social responsibility (5%) are severely
underrepresented. This technical emphasis permeates the messaging style: a
significant 78% of communication is either "mostly technical" (38%) or a "balance"
(40%) of technical and benefit-driven language, leaving only 22% predominantly
focused on clear customer benefits. While the effort to adapt content to specific
channels is split (49% customize vs. 40% use a single approach), the overall
messaging risks lacking emotional resonance and clear market differentiation due to
this technical bias.

3. Crucially, the findings reveal a significant strategic vulnerability in
audience targeting and digital transparency. The digital quality communication
strategy is overwhelmingly oriented toward the final users, as a dominant 65% of
employees identified end users/patients as the main target. This strong consumer
focus comes at the expense of crucial professional audiences: industry experts and
physicians the gatekeepers of product adoption in the pharmaceutical sector—were
cited as the main target by a mere 11%. This suggests a potentially strategic
misallocation of resources that risks undermining professional endorsement.
Furthermore, the company's approach to digital transparency is primarily reactive
(60%) only responding to direct inquiries or avoidant (35%) of the topic altogether.
Only a minimal 5% demonstrated a proactive, high-transparency strategy. This
reactive posture is a critical vulnerability that can severely erode customer trust in

the event of a quality issue.
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4. The company was found to utilize mostly passive methods for driving
audience engagement around quality content, with the majority (62%) relying on
generic feedback requests and comments. More interactive, high-value formats like
Q&A sessions with experts (16%) are underutilized. Nonetheless, the use of
testimonials is an extremely popular and established tactic, with a dominant 75% of
respondents reporting their campaigns "always/often" incorporate them. Monitoring
of digital communication is standard practice: a commanding 74% of respondents
report regular oversight. The primary Key Performance Indicators (KPIs) reflect an
immediate focus on post-content engagement (31% for likes/shares/comments) and
specific goal completion (25% for clicks to certification). Analysis of the response
to negative feedback indicates a commitment to relatively swift action, with 33%
responding within 1 business day, though an inconsistency challenge remains, as
17% reported the entity is "not always responsive".

5. In conclusion, the findings indicate that while the surveyed
pharmaceutical company demonstrates high frequency, strong reach, and
technological preference (e.g., automated compliance software, 57%) in its digital
quality communication, the strategy is hampered by four key weaknesses. First, an
overly technical content focus dominated by compliance (58%). Second, an
imbalanced audience strategy that neglects critical professional intermediaries
(physicians/experts, 11%). Third, a wvulnerable, reactive stance on digital
transparency (60% medium, 35% low). To strengthen its market position and brand
loyalty, the company must shift its digital strategy from merely reporting on quality
to proactively communicating the benefits of quality in a transparent, benefits-driven

narrative tailored to both the consumer and the essential professional.
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CHAPTER 111
DEVELOPMENT OF DIGITAL MARKETING RECOMMENDATIONS
FOR BUILDING LOYALTY IN THE QUALITY OF PHARMACEUTICAL
PRODUCTS

3.1. Development of a targeted digital marketing strategy for
enhancing transparency and quality perception

In today’s hyper-connected digital economy, a brand’s reputation and the
perception of the quality of its offerings are inextricably linked to its commitment to
transparency. For industries operating under intense regulatory scrutiny, such as
pharmaceuticals, this connection is even more pronounced. A proactive, targeted
digital marketing strategy is essential not just for promotion, but for actively
managing the narrative around quality, building trust, and improving perception. The
essence of such a strategy is to move from a reactive, technical communication style
to one that is transparent, benefit-oriented, and targeted to a specific audience. The
first pillar of this strategy is a radical overhaul of content strategy: effectively
communicating quality requires transforming a complex technical advantage into a
clear, compelling value proposition for the consumer. Rather than overwhelming the
audience with language focused solely on “certification and compliance,” the
strategy should prioritize the end user outcome: technical requirements (e.g.,
“double-filtered manufacturing process”) should be immediately followed by
customer benefits (e.g., ““...providing the highest purity, directly translating into
fewer side effects and better patient outcomes”). Digital content should devote a
significant portion of its efforts to clearly articulating why high-quality matters to
the end user, thereby creating emotional and functional resonance. Transparency
should be a stand-alone content theme, not a crisis response; this involves creating
“Trust Assets,” such as “Behind the Scenes” videos that use the popular format to
show quality control labs, R&D processes, and rigorous testing methods [8].

The lack of targeting for regulated professionals and consumers needs to be

addressed. The strategy should deploy separate content streams optimized for



37

specific digital channels. To engage a professional audience (healthcare
professionals and experts), focus on professional platforms such as LinkedIn and
dedicated secure email newsletters, using high-value, evidence-based content such
as original research papers, data-rich case studies, and live Q&A sessions with R&D
leaders. The goal is to provide scientific validity that guarantees professional
support, which is crucial for product adoption. Conversely, to engage the end-
user/patient audience, use social media (Facebook, Instagram) and the corporate
website, using dynamic, short-form content (videos, infographics) focused solely on
benefits and testimonials that create social validation. Despite the content
adaptation, the core message of quality and transparency must remain consistent
across all channels, which requires CRM integration to ensure a seamless customer
journey [22].

Finally, a reactive or evasive stance on digital transparency is the biggest
strategy risk. Moving to a high-transparency protocol is imperative for enduring
trust. This means embedding a commitment to transparency into digital policies,
setting a clear expectation that all customer complaints or negative feedback should
be acknowledged and addressed publicly, where appropriate, in accordance with
regulatory guidance. A Rapid Response System should be implemented and a strict
KPI should be set that requires responding to all negative quality comments on social
media within 1-3 hours during business hours. This speed, combined with a
compassionate tone that acknowledges the issue and redirects the conversation to a
secure private channel for resolution, demonstrates that the company 1s listening and
taking ownership. By adopting this targeted digital approach, a company can
transform regulatory compliance from a mere requirement into a key competitive
advantage. Proactive transparency, combined with benefit-oriented content tailored
to the audience, transforms the perception of quality from an abstract corporate
statement into a reliable, demonstrated, and trustworthy brand asset [16].

Targeted digital marketing strategy transparency and quality perception is

presented in table 3.1.
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Table 3.1

Targeted digital marketing strategy: transparency and quality perception

Strategic Target Recommended digital tools and
Key goal
direction audience content
Video content: "Behind the
_ Transform . scenes" of QA, R&D.
I. Shift to _ All Audiences o
technical . Infographics: simplified
benefit- o (patients, . ' _
. quality into explanations of certifications and
driven customers, _
clear consumer standards compliance. Content:
content HCPs) _ . .
value. narratives showing "Technical
advantage patient/User benefit".
Channels: LinkedIn, professional
A. Email newsletters, webinars.
Professionals Content: research papers,
Ensure message (HCPs/Experts)|  technical white papers, Q&A
II. Targeted : .
relevance by sessions with experts.
audience S
) eliminating Channels: social media
segmentation )
consumer bias. q (Facebook, Instagram), corporate
B. End-
_ website. Content: short videos,
users/patients . . _
testimonials, success stories,
content on benefits and usage.
Transform Platforms: Dedicated
. transparency "Transparency" section on the
II1. Proactive o ' .
. from a crisis All website (quality hub). Content:
digital o _ .
reaction into a || stakeholders | "Trust Assets" — proactive public
transparency

permanent trust

asset.

quality reports. Protocol:

systematic public
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Strategic Target Recommended digital tools and
Key goal
direction audience content

acknowledgement and response to

negative feedback.

Reduce the risk
_ Tools: Social media monitoring
of reputational
IV. Rapid Customers software and automated
loss through o _ _
response and _ providing compliance tracking. KPI:
o swift and . .
monitoring feedback response time to negative

consistent crisis
feedback (Target: 1-3 hours).

management.
v Use data to KPIs: Engagement with quality
' evaluate the | Internal Teams| content, clicks to certification
Measurement . . -
q effectiveness of|| (Marketing, || pages, number of positive/neutral
an
o quality QA) brand mentions, NPS post-quality
optimization o o
communication. communication.

3.2. Substantiation of key performance indicators (KPIs) and assessment
of the potential effectiveness of the proposed recommendations

The effectiveness of digital marketing strategy aimed at enhancing
transparency and quality perception must be measured against clear, substantiated
Key Performance Indicators (KPIs) that directly reflect the strategic goals. In a
highly regulated sector like pharmaceuticals, these KPIs must balance traditional
marketing metrics with crucial indicators of trust and compliance. Following the
proposed shift towards a proactive, benefit-driven, and audience-segmented
approach, the following KPIs are justified to assess both implementation and impact.

The primary KPIs are structured across the three core strategic pillars: content
& engagement, transparency & trust, and audience segmentation [14].

Video view completion rate and graphic share rate: these metrics directly

measure the success of the shift towards dynamic content. Given that video and
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graphics were identified as the most preferred formats, a high VVCR (e.g., above
60% for short-form content) indicates that the benefit-driven narrative is compelling
enough to retain attention. A high share rate demonstrates the content’s perceived
value and its potential to build organic reach, confirming the content strategy’s
effectiveness [5].

Customer Effort Score (CES) for Self-Service Quality Content: This KPI
measures how easily users can find answers to their quality-related questions on the
website’s "Quality Hub." A low CES score confirms that the "Trust Assets" (like
simplified quality reports) are well-organized and accessible, reducing reliance on
direct support and improving the user experience, which is a key driver of trust [3].

Response Time to Negative Quality Mentions: This is a crucial metric for the
Rapid Response System. The proposed target of 1-3 hours reflects best-in-class
digital crisis management standards. Tracking the percentage of responses that meet
this SLA (Service Level Agreement) directly validates the successful
implementation of the new proactive digital transparency protocol [11].

Net promoter score or customer satisfaction post-interaction: tracking these
metrics immediately following a quality-related interaction (e.g., after viewing a
transparency video or after receiving a rapid response to a complaint) measures the
immediate emotional impact of the new strategy. An improvement in post-
interaction NPS/CSAT confirms that the transparent and rapid handling of issues
successfully mitigates reputational risk [8].

Search volume for branded quality/compliance terms: an increase in organic
search traffic for terms like Quality Report" or "[Brand Name] Compliance"
indicates that the proactive distribution of "Trust Assets" is working, driving
audiences to the authoritative source rather than external, potentially speculative
forums [22].

Conversion rate on professional platforms (HCPs) measures the percentage of
targeted HCPs on platforms like Linkedln who click through to high-value,

evidence-based content (e.g., downloading a research paper). This directly assesses
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whether the segmented content strategy is effectively engaging the crucial
professional audience, whose endorsement is vital for product adoption [8].

Conversion rate from transparency content to purchase/lead. This KPI
measures how often content focused purely on quality and trust leads to a desired
bottom-funnel action (e.g., subscribing to a patient program or requesting a sales
inquiry). It validates the hypothesis that enhanced quality perception justifies
premium value and drives commercial outcomes [15].

The proposed strategy is highly effective because it directly addresses the
identified vulnerabilities (overly technical content, low transparency, and
misaligned audience focus) while leveraging current strengths (high content
frequency and testimonial usage) [11].

The shift to proactive digital transparency is the most powerful element. Given
the low perceived transparency (60% reactive/35% avoidant), any visible, consistent
commitment to honesty will deliver an outsized return on trust, rapidly bridging the
gap between aspirational values and operational reality. By openly acknowledging
and addressing issues quickly, the company shifts the narrative from avoidance to
accountability [14].

The move from generic, technical content to benefit-driven content (pillar 1)
immediately improves the value proposition. In a crowded digital space, content that
answers "What’s in it for me?" dramatically increases engagement and retention
(measured by VVCR and share rate), ensuring that marketing spend results in
compelling, shareable messages, rather than unused technical documents [12].

The targeted audience segmentation (pillar II) corrects the strategic flaw of
neglecting key intermediaries. While shifting attention from consumers to HCPs
requires resource reallocation, providing high-value scientific content on appropriate
professional platforms will quickly enhance the brand’s credibility and authority,
ultimately justifying its premium price position (a key strategic goal) [16].

In summary, the proposed strategy leverages a disciplined set of KPIs to prove
that operational changes (like response time and content focus) lead directly to

strategic outcomes (trust, reputation, and competitive positioning). The potential
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effectiveness is high because the strategy is not merely promotional; it is structural,
embedding transparency and value-based communication at the core of the digital

ecosystem [2].

Conclusions to chapter III

1. The combined strategy for enhancing transparency and quality
perception is a vital structural intervention that directly corrects the company's
biggest vulnerabilities: overly technical content, neglect of professional audiences,
and risky reactive transparency.

2. The core of the strategy is the shift to benefit-driven narratives and the
implementation of a proactive digital transparency protocol, which includes a rapid
response system. This move will rapidly build trust by acknowledging and quickly
addressing issues, effectively bridging the gap between stated values and market
perception.

3. The effectiveness is high because the strategy is highly targeted: it
corrects the bias by prioritizing HCPs with high-value scientific content, while
ensuring the entire effort is measurable against substantiated KPIs. Key metrics like
improved response time to negative mentions and higher professional conversion
rates prove that operational changes directly deliver the strategic outcomes of trust,

credibility, and sustained competitive positioning.
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CONCLUSIONS

l. The essence of digital marketing in the healthcare industry and its role
in communicating product quality was studied. The concept of consumer loyalty in
pharmaceutical products: structure and factors of formation was revealed. Analysis
of regulatory and ethical requirements for the promotion of pharmaceutical products
through digital channels was conducted.

2. To assess the effectiveness and reach of the pharmaceutical company's
digital marketing strategies for communicating product quality, a survey was
conducted among 37 employees from diverse functional areas. The respondent
distribution provided critical perspectives, with marketing/digital marketing (31%)
offering insight into execution, regulatory/legal (18%) ensuring compliance, and
quality assurance (14%) and manufacturing/R&D (15%) vouching for scientific
accuracy. The study established that the company relies heavily on high-reach,
consumer-facing channels: social networks (38%) and the corporate website (32%)
are the most frequently used digital communication channels. The content strategy
prioritizes dynamic, visually engaging formats, with video (34%) and graphic
content (30%) being the most preferred, significantly outweighing static text.
Furthermore, the communication cadence is highly frequent, with 46% of companies
publishing quality content weekly or more often, and a combined 77%
communicating at least bi-weekly, underscoring a commitment to consistent
presence.

3. It was determined that the primary strategic focus of quality
communication is long-term brand equity rather than immediate sales, with the top
goals being building trust and reputation (32%) and maintaining a high price position
(26%). However, the content focus exhibits a critical misalignment: an
overwhelming 58% of the communication centers on certification and compliance
with standards, while core performance attributes like product reliability (20%) and
ethical considerations like environmental and social responsibility (5%) are severely
underrepresented. This technical emphasis permeates the messaging style: a

significant 78% of communication is either "mostly technical" (38%) or a "balance"
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(40%) of technical and benefit-driven language, leaving only 22% predominantly
focused on clear customer benefits. While the effort to adapt content to specific
channels is split (49% customize vs. 40% use a single approach), the overall
messaging risks lacking emotional resonance and clear market differentiation due to
this technical bias.

4. Crucially, the findings reveal a significant strategic vulnerability in
audience targeting and digital transparency. The digital quality communication
strategy is overwhelmingly oriented toward the final users, as a dominant 65% of
employees identified end users/patients as the main target. This strong consumer
focus comes at the expense of crucial professional audiences: industry experts and
physicians the gatekeepers of product adoption in the pharmaceutical sector—were
cited as the main target by a mere 11%. This suggests a potentially strategic
misallocation of resources that risks undermining professional endorsement.
Furthermore, the company's approach to digital transparency is primarily reactive
(60%) only responding to direct inquiries or avoidant (35%) of the topic altogether.
Only a minimal 5% demonstrated a proactive, high-transparency strategy. This
reactive posture is a critical vulnerability that can severely erode customer trust in
the event of a quality issue.

5. The company was found to utilize mostly passive methods for driving
audience engagement around quality content, with the majority (62%) relying on
generic feedback requests and comments. More interactive, high-value formats like
Q&A sessions with experts (16%) are underutilized. Nonetheless, the use of
testimonials is an extremely popular and established tactic, with a dominant 75% of
respondents reporting their campaigns "always/often" incorporate them. Monitoring
of digital communication is standard practice: a commanding 74% of respondents
report regular oversight. The primary Key Performance Indicators (KPIs) reflect an
immediate focus on post-content engagement (31% for likes/shares/comments) and
specific goal completion (25% for clicks to certification). Analysis of the response

to negative feedback indicates a commitment to relatively swift action, with 33%
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responding within 1 business day, though an inconsistency challenge remains, as
17% reported the entity is "not always responsive".

6. In conclusion, the findings indicate that while the surveyed
pharmaceutical company demonstrates high frequency, strong reach, and
technological preference (e.g., automated compliance software, 57%) in its digital
quality communication, the strategy is hampered by four key weaknesses. First, an
overly technical content focus dominated by compliance (58%). Second, an
imbalanced audience strategy that neglects critical professional intermediaries
(physicians/experts, 11%). Third, a wvulnerable, reactive stance on digital
transparency (60% medium, 35% low). To strengthen its market position and brand
loyalty, the company must shift its digital strategy from merely reporting on quality
to proactively communicating the benefits of quality in a transparent, benefits-driven

narrative tailored to both the consumer and the essential professional.
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APPENDIX A
Questionnaire

for assessing a company’s current digital marketing strategies for communicating

quality

1. On which digital channels does the company most actively communicate the
quality of its products/services?

W

N Y O B O

Corporate website (sections “About us”, “Certificates™)
Social networks (Facebook, Instagram, LinkedIn)
Email marketing (mailings, newsletters)
Industry-specific platforms/blogs

All of the above

Other (specify)

. What type of quality content is used most often?

Video content (interviews with experts, production demonstrations)
Text content (articles, cases, technical specifications)

Graphic content (infographics, quality certificates, awards)
Interactive content (surveys, virtual tours, calculators)

3. How often does the company publish new content that directly relates to
quality?

U

I = Y I O O O O

Weekly or more often
2-3 times a month
Once a month

Less than once a month

. What is the main goal of communicating quality through digital marketing?

Building trust and reputation

Maintaining a high price positioning
Differentiating from competitors (differentiation)
Attracting new customers

All of the above

. Is quality content adapted for different digital channels?

Yes, the content is created uniquely for each channel.
In part, the core message is simply changed slightly.
No, the same content is used across all channels.

. What aspect of quality does the company emphasize most in its communications?

Certification and compliance with standards (ISO, GMP, etc.)
Product reliability and durability

Customer service and support

Innovation and science

Environmental and social responsibility

. Does the quality content include direct links to independent research, tests or

external audits?
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continued appendix A

O Always
O Often
O Rarely
O Never

8. What level of transparency does the company maintain when communicating
about possible defects or warranty cases?

O High (we actively inform and provide solutions)

[ Medium (we respond only to direct requests)

O Low (we try to avoid this topic)

9. Does the quality communication use language that focuses on the benefits for
the customer, not just the product features?

O Yes, mostly

] Somewhat, there is a balance of features and benefits

O No, the communication is mostly technical

10. Who is the main target audience for quality communication?
O End users/patients

O Partners (distributors, retailers)

O Industry experts and physicians

[ Investors

O All audiences equally

11. How does the company encourage interactivity and dialogue around quality
content?

0 Feedback solicitations and comments

O Q&A sessions with experts

0 Special offers for feedback

0 None of the above

12. What are the key performance indicators (KPIs) used to measure the
effectiveness of digital quality content?

O Engagement (likes, shares, comments)

O Number of clicks to certification/standards pages

O Brand mentions related to the word “quality”

O Direct impact on sales

O All of the above

13. Do digital campaigns use testimonials and customer success stories as evidence
of quality?

O Always/Often

O Sometimes

O Rarely/Never

14. What tool helps a company monitor the completeness and compliance of digital
content on quality with regulatory requirements?

O Internal legal department
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O Automated compliance software
O Expert review by external consultants
O None of the above
15. How quickly does the company respond to negative feedback or comments
regarding product quality in the digital space?
O Within 1-3 hours
O Within 1 business day
l Within a few days
O Not always responsive
16. Does the company monitor how competitors communicate about quality in
digital channels?
O Yes, regularly
l Sometimes
[ No
19.What is your role in the company (in terms of impact on quality
communication)?
0 Marketing / Digital Marketing (directly responsible for content and
channels)
Regulatory / Legal (ensure compliance)
Quality Assurance (QA) (responsible for standards and data reliability)
Sales / Customer Service (direct interaction with the audience)
Manufacturing / R&D (product development and scientific support)
Other (Administration, Finance, etc.) (indirect impact)

N O I R
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STUDY THE CONCEPT OF CONSUMER LOYALTY TO
PHABRMACEUTICAL FPRODUCTS
Malhn V¥, Bondarieva I V., Elbardamni J.
National University of Pharmacy, Kharkiv, Ukraine

Introduction. In the pharmaceutical mdustry, consumer loyalty 15 a cntical
determmant of success, influencing not only market share but also patient health
outcomes. Unlike other consumer goeds, pharmaceutical products are tied to trust,
chnical efficacy, and professional recommendations, making loyalty a complex
mterplay of behavioral and emetional factors. Understanding how loyalty is formed
and sustamed 1s essential for phammaceufical companies ammung to twuld lasting
relationships with patients and healthcare professionals. This study explores the
concept of consumer loyalty in the pharmaceufical sector, analyzing its dimensions,
drving factors, and umque charactenistics compared to other industnes. By
examining the mterplay of chmcal professional, and patient-centrnic factors, this
research aims to provide msights mnto fostermg loyalty m this highly regulated and
trust-dependent market.

Aim. The aim of the work 15 to study the concept of consumer loyalty to
pharmaceutical products.

Methods. To study the factors mpacting consumer loyalty, a content analysis
was conducted, focusmmg on existing literature, mdustry reports, and consumer
behavior studies in the pharmacentical sector.

Results. Consumer loyalty 15 a comerstone of success m any imndustry, but 1ts
sipnificance mn the pharmaceutical sector 15 profoundly amphfied. Here, loyalty
transcends mere repeat purchases; it encompasses deep trust in the brand, the
medication, and the recommendations of healthcare professionals, all of which
directly mmpact patients’ health and qualty of life. Understanding the imherent
structure and complex factors that dnve the formation of this lovalty 1s critical for
pharmaceutical companies. The loyalty of a phammacentical consumer i1z a
nmltifaceted construct that extends beyond simple behavioral habits and can be
conceptually divided inte two principal components.

The first dimension 15 behavioral loyalty, which pertains to the comnsistent
selection or repeat purchasing of a specific medication In the pharmacentical context,
this 13 often measured by adherence rates (regular use of prescribed medicme),
frequency of purchase [parricula:lv for chromc conditions). and resistance to
switching to n:nmp-enng genenics or altemative brands. While this loyalty can
sometimes be "forced” (e.g., due to a drug's 11.u.1que ureplaceable active mgredient),
it 1s 1deally remforced by posifive patient expenences.

The second, and arguably more powerful, dimension 15 athfudinal (emotional)
loyalty. Thas represents the psychological bond between the consumer and the brand,
reflecting a positive disposition, deep-seated trust, and a willingness to advocate for
the product. This compeonent 1s more resilient to competitive marketing efforts and is
driven by factors such as trust 1o efficacy and safety (confidence that the drug works
as clamed with nummal side effects), brand affinity, and the willmgness to
recommend (reflected in metnics like the Net Prometer Score, or NPS). True loyalty

2461
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m pharmaceuticals emerges when both behavieral consistency and emotional
commitment align.

The factors shaping patient loyalty in pharmaceuticals are unique and differ
sipnificantly from those influencing fast-moving consumer goods. These drivers can
be categorized into three key areas. The foundation of pharmaceutical loyalty rests on
climcal efficacy. A dmg that delivers tangible, stable therapeufic outcomes
mmmediately builds trust and fosters loyalty. Closely linked 15 safety and tolerability;
fewer or milder side effects reduce the patient’s desire to seek alternatives.
Additionally, factors such as fornmlaton and admmmstrabion convemence (eg.,
once-a-day dosing or easy-to-use devices) enhance patient compliance {(adherence to
the treatment regimen), which directly translates inte sustained loyalty. Finally,
guaranteed consistent quality across every batch is the bedrock of long-term trust.

In pharmaceuticals, the end comsumer’s choice 15 frequently mediated by
healthcare professionals. Physicians and pharmacists act as crucial gatekeepers. A
physician’s recommendation 1s the most potent dnver of behavioral loyalty, as a
patient’s tust m their doctor 15 directly transferred to the prescmibed medication
Furthermore, pharmacists’ professional support, through quality counseling and clear
usage mstructions, reinforces loyalty to both the drug and the pharmacy cham
Pharmaceutical companies that engage in educational cutreach to HCPs, providing
unbiased chinical data, foster loyalty among prescribers, which mdirectly shapes
patient behavior

Beyond clinical and professional influences, patient-centric factors such as
brand reputation, accessibility, and affordability alse play a role. Posihve patient
experiences, mncluding ease of access to medications and trust m the brand's
reliabality, further solidify loyalty Emotional connections, such as a brand’s
alignment with patient values or its reputation for corporate social responsibility, can
also enhance athtudimal loyalty.

Conclusiens. Consumer loyalty m the pharmacentical mdustry 1s a complex
and multifaceted phenomenon, encompassing both behavieral and attitudinal
dimensions. Behavioral loyalty 1s drniven by consistent purchasmg and adherence,
often mfluenced by the drug’s umique properties or physician recemmendations,
while attitudinal luyalty stems from trust, emotional connection, and brand advecacy.
Key drivers include clinical efficacy, safety, ease of use, and the pivotal role of
healthcare professionals as trusted mediators. Unbke other consumer goods,
pharmaceuntical loyalty 1s deeply rooted in trast and health outcomes, malang it
essential for compames to priontze quality, transparency. and patient-centrnic
sirategies. By fostering strong relabonslups with both patents and HCPs through
reliable products and educational outreach, pharmaceufical compamies can bwild and
sustain long-term loyalty, ultimately improving patient adherence and health
outcomes. Future research should explore quanfitative metrics, such as adherence
rates and NP5, to further validate these findings and gnde strategic marketing efforts
mn the pharmaceutical sector.
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use of specific digital tools and the level of consumer loyalty; to develop of a targeted digital
marketing strategy for enhancing transparency and quality perception; to substitute of key
performance indicators and assess the potential effectiveness of the proposed recommendations.

5. List of graphic material (with exact indication of the required drawings):
Figures — 17, tables — 10.
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REVIEW

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

Jalal ELBARDANI
on the topic: «Digital marketing as a tool for building trust in the quality of
pharmaceutical products»

Relevance of the topic. An important aspect is the use of authority and scientific
leadership. Digital marketing allows pharma companies to activate thought
leadership tactics by posting blogs, video interviews and publications with their own
researchers and scientists. People tend to trust scientific voices more than corporate
brands.

Practical value of conclusions, recommendations and their validity. This
qualification work 1s applicable to forming an effective marketing policy for
pharmaceutical companies, specifically aiming to strengthen consumer confidence
in product quality within the context of digitalization.

Assessment of work. Jalal ELBARDANI 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 6th year applicant of higher education Phm21*(4,10) eng-
01 group Jalal ELBARDANI on the topic: "Digital marketing as a tool for building
trust in the quality of pharmaceutical products" 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 Volodymyr MALYI
12 November 2025
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for qualification work of the master's level of higher education, specialty 226
Pharmacy, industrial pharmacy
Jalal ELBARDANI

on the topic: «Digital marketing as a tool for building trust in the quality of
pharmaceutical productsy»
Relevance of the topic. Transparency, honesty, and a focus on education rather than
just promotion should remain the guiding principles of a digital strategy. Success in
this regulated and competitive environment requires a comprehensive approach
(omnichannel) that combines innovative digital tactics with a traditional approach to
building relationships, where digital marketing acts as a powerful catalyst to confirm
high quality and increase trust in pharmaceutical products.
Theoretical level of work. The essence of digital marketing in the healthcare
industry and its role in communicating product quality have been revealed. The
concept of consumer loyalty in pharmaceutical products is described.
Author's suggestions on the research topic. Based on the results of the study, a
targeted digital marketing strategy for enhancing transparency and quality
perception has been developed.
Practical value of conclusions, recommendations and their validity. Practical
significance lies in their direct applicability for the formation of an effective
marketing policy of pharmaceutical companies aimed at strengthening consumer
confidence in the quality of products in the context of digitalization.
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. Jalal ELBARDANI qualification
work "Digital marketing as a tool for building trust in the quality of pharmaceutical
products" 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. Alina VOLKOVA

13 November 2025
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MIHICTEPCTBO OXOPOHM 3/10POB’SI YKPAIHU
HAIIIOHAJIbHUM ®APMAIIEBTUYHUIN YHIBEPCUTET

BUTAI 3 IPOTOKOJIY Ne 5

14 nucronana 2025 poky

M. XapkiB

3acigaHHA Kadeapu MeHeIKMEHTY, MAPKETHHTY

Ta 3a0e3MeYeHHd AKOCTi B papmanii

IosoBa: 3aBimyBau kadeapu MM3AD, noktop dapMm. Hayk, mnpodecop
Manwmii B. B.

Cexkperap: nouent 3BO, kana. ¢apm. Hayk, goil. XKaasko C.B.

INPUCYTHI: 3aB. xadenpu MM3AD, noktop ddapm. Hayk, mnpod.
Manuii B.B., npodecop 3BO, nokr. ¢papm. Hayk, npod. [lectysn 1.B., npodecop 3BO,
TOKT. ¢apM. Hayk, npod. mpod. Jliteinosa O.B., mpodecop 3BO, nokr. dhapMm. HayK,
npod. nmpod. Kosanenko C.M., npodecop 3BO, nokr. dhapm. Hayk, mpod. KpyTcbkux
T.B., npodecop 3BO, nokr. dhapm. Hayk, npod. mpod. [Tocunkina O.B., nonent 3BO,
kaHna. dapm. Hayk, nor. babGiuesa I'.C., mouent 3BO, kann. ¢dapm. Hayk, IOII.
bonnapesa 1.B., kanz. ekoH. Hayk, goil. Jepenceka A.M., nouent 3BO, kana. dapm.
HaykK, fo11. XKaaeko C.B., kauna. papm. Hayk, goir. 36opoBckka T.B., kana. ropua. HayK,
no1l. Konsana T.A., kaug. dapm. Hayk, goi. goir. Jlicna A.I'., nouent 3BO, kaua. ¢papm.
Hayk, gon. Maminina H.I'., noument 3BO, kaua. ¢apm. nayk, mor. Poryms O.1O.,
31100yBayl BUILOI OCBITH (hapMaleBTUYHOrO (haKyJIbTETY.

MOPAJIOK JEHHUWM: Ipo nomyck 3100yBadiB BUIOi OCBITH BHITYCKHOTO
Kypcy ¢apmaneBTUYHOro (paxkyyibTeTy cremiaibHocTi 226 Papmaiiisi, MpOMHUCIOBA
dapmariis, ocBITHRO-Ipodeciiinoil mporpamu dapmairist 10 3aXUCTy KBamipiKalliiHIX
po6iT B Ex3amenartiiiniit komicii HOaV.

CIHYXAJIU: IIpo gomyck 3m00yBada BHINNOI OCBITH  (PaKyJIbTETy
dbapmMareBTUYHOTrO BHITYCKHOTO KypCy cherianbHocTi 226 ®dapmariisi, MpoOMHUCIOBa
dapmartisi ocBiTHRO-ipodheciitnoi mporpamu dapmaris rpyrnu Om21*(4,10m)anrn-01
Jlxanan EJIbBBAPJIAHI nmo 3axmcty kBamidikamiiHoi pobotn B Ex3ameHamiiHii
koMmicli H®aV. Kaamdikamiitna pobora Ha Temy «lludpoBuii MapkeTHHr sK
IHCTPYMEHT (POPMYyBaHHS JOBIPH 10 IKOCTI (hapMaleBTUYHOT IPOTYKIID».

BUCTYIINJIN: B obroBopeHHi kpami(ikamiiiHoi poOOTH B3SJIM Yy4acTh
npod. 3BO Ilectyn 1.B., nor. 3BO ba6iuera I'.C. KepiBauk kBamiikamiifHoi poOoTH:
npod., 1. papm. Hayk Manuit B.B.

YXBAJIMJIM: Jlonyctutu 3100yBaya Buiioi ocsitu Jxanan EJIbBAPJIAHI
710 3aXMUCTy KBadiQikaniiHoi podotn Ha Temy «L{udpoBuii MApKETHHT SIK IHCTPYMEHT
dbopMyBaHHS JIOBIpU 10 SIKOCTI (hapmarieBTUYHOI TpoAyKIii» B Ex3aMenariiiHii
komicii Hday.

3aB. kad. MM3SD, nokTop dapm. Hayk,

npodecop Bonoanmup MAJINN
Cexkperap, nouent 3BO,

KaH. (hapM. HayK, TOLEHT Caitiiana XKAJIbKO
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HAIIOHAJIBHUM ®APMALIEBTUYHUN YHIBEPCUTET

MOJAHHSI
T'OJIOBI EK3AMEHAIIAHOI KOMICII
I1O/10 3AXHUCTY KBAJTI®IKAIIMHOI POBOTH

Hampasnserscst 3m00yBau Bumioi ocitu [xaman EJIBBAPJAHI no 3axucty
kBasti(pikaniitHoi podoTn
3a rajy33to 3HaHb 22 OX0poHa 3710poB’s
crnenianbHicTIO 226 Papmartisi, mpomucioBa dhapmaitis
OCBITHBO-TIpOheciiiHor0 mporpamoro Dapmartist
Ha Temy: «[lndpoBHii MAPKETHHT K iIHCTPYMEHT (hOPMYBaHHS JOBIPH 10 SKOCTi (hapMarieBTHIHOT
OPOAYKILI».

Kaamnigikarmiitna poboTa i perieHsis J0Jar0ThCs.

JlekaH (akynbTeTy / Onekcanap TOHYAPOB /

BucHoBOK KepiBHHKA KBaJi(ikaniiiHol po6oTn

3no0yBau Bumoi ocBitn J[xaman EJIBBAPJIAHI BukonaB Ha kadeapi MEHEIKMEHTY,
MapKeTUHTY Ta 3a0e3neueHHs skocTi y papmanii HOaV kpamidikauiiiny podoTy, sika IpUCBIYEHA
JOCTIPKEHHIO IIU(PPOBOr0 MapKETHHIy $IK I1HCTPYMEHTY (OpMyBaHHS JOBIpH A0 SKOCTI
dbapmaineBTUYHOT MPOTYKITii.

[lepmuii po3aia NpUCBAYEHO JOCIIIPKEHHIO TEOPETUYHUX 3acaj] HU(PPOBOr0 MAPKETUHTY.
VY npyromy po3aun IpoaHadi30BaHO IHCTPYMEHTH LM(POBOro MAapKETHHTY Ta iX BIUIUB Ha
JOSUTBHICTE A0 (hapManeBTHUHOI mpoaykmii. TpeTiit po3ain MICTHTh PO3pOOKY peKOMEHMAITii
1070 IU(PPOBOTO MAapKETUHTY Uil (OpPMyBaHHS JIOSUIBHOCTI 1O SKOCTI (hapManeBTHYHOT
POy KIIIi.

VY ninoMmy moaaHa 10 3axucty kBanidikaniiina podora [xanan EJIbBBAPJIAHI Ha temy
«uppoBuii MapkeTHHT SK IHCTPYMEHT (GOpPMYBaHHS MIOBIpH A0 SKOCTI (apManeBTHIHOI
OPOAYKIID» BiAMOBiAa€ BUMOTaM, IO BUCYBAIOTHhCS M0 KBamidikaliiHUX pOOIT, OILIHIOETHCS
MO3UTUBHO 1 MOXe OyTH peKOMEHI0BaHa /sl 3aXucTy B Ek3ameHnariitny komiciro HOay.

KepiBauk xBamidikamiitHoi podoTu
Bonoaumup MAJINN

12 nucronana 2025 poky
BucHoBok kadeapu npo kBajidikauiiiny poodory

Kamidikariiiny po6oTy posrisayTo. 3100yBau Buioi ocBita Ixanan EJIbBAPIAHI no
3axHUCTy JIaHOi KBadidikaiiitnoi podotu B Ex3amenaniitHiil komicii.

3aBinyBau Kapeapu

MEHEKMEHTY, MapKETHHTY Ta

3a0e3neveHHs IKOCT y papmartii

Bomogumup MAJIMI

14 nucronana 2025 poky
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