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Influence of Digital Drug Promotion on Pharmacists’ Decision-Making in Saudi Arabia
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In recent years, the healthcare sector in Saudi Arabia has witnessed a major shift in how pharmaceutical
companies communicate with healthcare providers, driven by the rapid evolution of digital platforms

.and the increasing adoption of online promotional activities

As the Saudi pharmaceutical market continues to expand, digital marketing has become a key strategic
tool for enhancing product visibility, engaging physicians and pharmacists, and accelerating
prescription-related decision-making—especially after the COVID-19 pandemic, which significantly

.increased reliance on virtual channels




However, there remains a knowledge gap regarding the actual influence of these digital marketing
activities on prescription behavior, and whether such strategies are capable of reshaping drug selection

trends among healthcare professionals in the Kingdom This proposal seeks to explore how digital

pharmaceutical marketing influences the decision-making behavior of pharmacists in Saudi Arabia,

especially in aspects related to product selection, dispensing practices, and ethical perception.
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Despite the growing use of digital marketing tools by pharmaceutical companies, there is still
insufficient evidence demonstrating the extent to which these activities influence prescription decisions
within the Saudi healthcare market. Most previous studies have focused on global markets or general

.marketing behavior, with limited research specifically examining healthcare providers in Saudi Arabia

Accordingly, the research problem lies in the lack of clarity regarding the relationship between
pharmaceutical e-marketing practices and prescription trends among physicians and pharmacists in

Saudi Arabia.
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The significance of this study lies in its ability to:

Provide empirical evidence on the effectiveness of pharmaceutical e-marketing in Saudi

Arabia.

Support pharmaceutical companies in optimizing their promotional strategies based on real-

world prescriber behavior.

Assist policymakers in evaluating the impact of digital activities on drug utilization and

rational prescribing.

Fill a research gap by offering updated, Saudi-specific field data on this topic.
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This study is based on the following hypotheses:

1: There is a statistically significant relationship between pharmaceutical e-marketing activities and

.prescription trends among healthcare providers in Saudi Arabia

2: The impact of e-marketing activities varies depending on the type of healthcare provider (physician

.vs. pharmacist)

3: Educational digital platforms (e.g., webinars) have a stronger influence on prescription decisions

.compared to direct digital advertisements

4: The influence of e-marketing increases as the level of digital awareness among healthcare providers

increases
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The study relies on two major theories:

Consumer Behavior Theory — explaining how exposure to marketing messages affects

decision-making

Communication & Persuasion Theory — explaining how digital message credibility and

repetition influence professional attitudes
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Type of Study: Descriptive and analytical / dul)udl ¢4

.Population: Pharmacists in Saudi Arabia / 4./, oo

.Sample: 150 pharmacists randomly selected / G dl diuc

Data Collection Tool: Online questionnaire with 3 parts (demographics, / &Ll s 8l

. digital marketing exposure, decision—making)

Data Analysis: SPSS software will be used for descriptive statistics and / &GlLed! Jilees

correlation analysis




G Aagadl 5181 e SLld) ped sy 315K (Questionnaire) ¢leviadl (e 2yl oda datad iy
(0 g5 Lige (e WhatsApp 9 Facebook Jis (slein¥| (holgddl Jilug se dasigig Lig ASI] dasasald pitu

gl A yall ALl dmiall lucsl) § cnlaladl Asloally s LY e

oy Otesnd (3 O L) 0355

(sj.‘ﬂ‘ Ll‘j.uu DL c@.‘.’.ﬂ‘ (5‘91-6«-1‘ L&'.RJ‘ 4).64.”) C].\.SJL&A-U a—kﬁé‘)—é—}éﬁu\.“ LL!L!L_HJ‘ :st" ’Q_w.a_”

(29 ¥ Ayl Hglma udds ol yad 1 L el

Adgad 2\.1.;).’_” Al L? L;s\j.\.” éoé).ﬂ é..’j—wﬁ\ Gulas @\3

Amall Gleyd Jlxe § Sload) (8,01 B39l 3aidaT Lina

Sl w8l Gagudd) Baidas da g5 () Sl

Amall e )3 ondag Lkl de Sloadl (08,01 Gagudll

i g g caSLadl wlileianl olea! (Five-point Likert Scale) wlasdl 2, St ol alaseinl @iy 19

Budy 33151 (5) Jl Bda (el (1) o

Gall sl (Correlation Coefficient) LLs¥| Jalas ol piw Bla¥ Gl Buie (e Ba=ils

bl owliat (Cronbach’s Alpha) Wi #Lao,S dalasg (sl




Ayl sgus

e 011 olidy Ausgad! Byall ASLall § ol (03,01 Bagaudll Baskas a8ly Jalos e Auolytll s yinzas

ALl s 1o Azl sl ll @ cnboladl dmiall Al 1 pidng s LY

Aolially e LY (1o Buie (ye £35S Al gdice Lipe e 2026 - 2025 ple M5 Ayl Guudas @y Bgueg

[ Aty gl Aanyl (e Alyll 383

Adgaud L3 L;:b.d\ éoé).ﬂ é..’j—w."\.” Gulas @\3

il g Uasll § didas deanl

Adgdas dalgi (&) Slasd|




e Study (Bin Sawad & Turkistani, 2021)

titled Pharmaceutical Marketing Transformation due to COVID-19 Pandemic,

aimed to identify the transformations that pharmaceutical marketing underwent during the
COVID-19 pandemic.

The study concluded that pharmaceutical companies significantly shifted towards digital

marketing instead of traditional methods.

e Study (Rasal et al., 2021)

titled Digital Pharma Marketing,

focused on the types of digital marketing and the challenges it faces,

and recommended developing integrated digital strategies within pharmaceutical

companies.

e Study (Gupta et al., 2023)

titled Antecedents of Pharmaceutical Digital Marketing — Challenges and Opportunities,

focused on the factors that help overcome the challenges facing pharmaceutical digital
marketing,
and recommended adopting best technological practices to enhance the efficiency of

digital campaigns.
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