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Abstract:

Background of the study: Digital technology is causing a lot of changes in the healthcare
and pharmaceutical sectors. It is responsible for how healthcare services and
medications are delivered to patients in recent times.

The topic under study: This study looks at how new trends and innovations in
marketing affect the online pharmacy sector, especially due to digital disruptions.
Statement of the problem: While e-pharmacies provide easy access to healthcare
solutions, there are concerns about data privacy and compliance with regulations.
Tackling these challenges is a task for marketers. It is a priority to ensure that online
pharmacy services are safe and effective.

Methods: The study conducts a review of existing literature. The focus is on innovative
marketing strategies utilized by online pharmacies in response to digital transformation.
Findings: Recent research highlights how online pharmacies use marketing strategies to
improve consumer awareness and build trust. It points out the challenges of regulations
and how they affect marketing methods. The research also shows new trends that are
shaping the industry.

Significance: The future of digital health lies in striking a balance between innovation
and regulation. Addressing the regulatory and ethical challenges associated with online
pharmacies is essential. It will greatly impact the operational and marketing tactics of

online pharmacies in global healthcare contexts.
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Introduction

E-commerce has changed how pharmacies operate, improving healthcare delivery.
Digital tools have created new chances to boost efficiency, make medications more
accessible, and enhance patient care(Stephanie & Sharma, 2020). As the healthcare field
continues to evolve, e-pharmacies will be better equipped to meet customer needs and
remain competitive(Littlejohn et al., 2005; Prashanti et al., 2017). However, it also poses
challenges that must be addressed through planning, technology investment, and
compliance with regulatory requirements(Dong, 2019; Fung et al.,, 2004).

This research article is structured in four sections to provide a broad framework for
exploring the overall scope of online pharmacy and the evolution, digital disruption,
emerging trends, and regulatory challenges of online pharmacy services. The sections
are:

1. E-commerce in Pharmacy Practice discusses the integration of e-commerce
principles in pharmacy, highlighting the benefits and challenges faced by
stakeholders.

2. Digital Disruption in the Pharmaceutical Industry: examines how technologies,
including online pharmacies, have impacted business models, affecting
accessibility, affordability, and patient-centric care.

3. Innovations, Emerging Trends, Potential Disruptions, and Future Directions:
covers telehealth integration, personalized medicine, and Al-driven diagnostics,
while potential disruptions cover regulatory changes and cybersecurity issues.

4. Regulatory Challenges and Barriers to Implementation: This section analyses
global regulatory frameworks for online pharmacies. It expands on compliance
challenges, drug safety, data privacy, and consumer protection and further

evaluates how these regulations affect market entry and consumer trust.

The study design involves a comprehensive literature review to synthesize existing
scholarly works on how online pharmacies innovate their marketing approaches in
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response to digital transformation. The research summarizes key findings, highlighting

the promising evolution of the online pharmacy sector.

Literature Review

. E-commerce in Pharmacy Practice

Online pharmacies are websites that let people buy prescription and over-the-counter
medications from their computers or mobile devices(Anis & Hassali, 2022; Boulos et al,,
2011). Also known as internet pharmacies or e-pharmacies, they are becoming popular
because they offer easy access, save time, and can help save money. Customers can order
medications anytime and have them delivered right to their homes. They can also
compare prices from different sources to find the best deals. With its digital-first
approach, the online pharmacy sector is at the forefront of leveraging innovative
marketing strategies to attract and retain a diverse customer base(Bolton et al., 2019;
Levaggi et al., 2009).

The study on 'Internet Pharmacies and Online Prescription Drug Sales' identifies four
types of online pharmacies: legitimate, subscription, lifestyle, and no-prescription
pharmacies. Legitimate pharmacies are traditional pharmacies that require a valid
medical prescription for the dispensing of drugs. Subscription pharmacies, often located
in unregulated areas, offer unlimited prescription drugs without a prescription for a fee.
Lifestyle pharmacies offer a select range of lifestyle drugs following online consultations
and payments. No-prescription pharmacies sell controlled substances without requiring
a prescription(Littlejohn et al., 2005).

A study 'Online pharmacies selling Adderall' categorizes pharmacies as rogue,
unclassified, or legitimate based on LegitScript classifications. Rogue and unclassified
pharmacies did not require prescriptions, offer pharmacist services, or impose quantity
limits on purchases. In contrast, legitimate pharmacies require prescriptions, offer
pharmacist services, and limit purchases based on prescriptions(Penley et al., 2021). The
article by Constance H. Fung, Hawkin E. Woo, and Steven M. Asch discusses three main
categories of online pharmacies. These are independent Internet-only sites, online

branches of traditional pharmacies, and sites representing partnerships among
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neighbourhood pharmacies. Independent Internet-only sites operate exclusively online,
while online branches of traditional pharmacies are digital extensions of physical stores,
also known as brick-and-mortar pharmacies. Sites representing partnerships among
neighbourhood pharmacies involve collaboration between independent pharmacies with

online representation (Fung et al., 2004).

As the traditional marketing spectrum faces digital disruption, online pharmacies must
continually adapt and innovate to stay competitive in a dynamic marketplace (Prashanti
et al, 2017). The benefits of digital marketing strategies in online pharmacies include
increased reach to a broader customer base, improved communication, efficient data
collection, enhanced sales, customer engagement, brand visibility, and convenience, as
well as cost-effectiveness compared to traditional marketing, and a competitive

advantage through a powerful digital presence(Wilkins, 2019).

Several factors drive the shift toward online pharmacies, including technological
advancements, changing consumer behaviourpatterns (Canfell et al, 2021), and
regulatory developments (Dong, 2019). Innovation is central to these changes (Dal Mas
et al,, 2023). These pharmacies, which mainly use digital platforms, have changed how
people access and buy healthcare products. As a result, they have changed the traditional

marketing strategies in the pharmaceutical industry.

Central to the discussion is digital disruption, a term that refers to the rapid changes and
innovations brought about by digital technologies in various industries, including
healthcare and pharmaceuticals(Garrety et al, 2014; Khatib et al, 2022; Shaw &
Chisholm, 2020). As online pharmacies disrupt the traditional brick-and-mortar model,
they face challenges in following regulatory landscapes, building trust, and ensuring the

integrity of online pharmaceutical transactions (Fung et al., 2004).

II. Digital Disruption in the Pharmaceutical Industry

Innovation is closely tied to the potential of digital disruption. It is explored in Gregory

Vial's article 'Understanding digital transformation: A review and a research agenda'.

592



UtilitasMathematica

ISSN 0315-3681 Volume 122, 2025

This potential is not just about change but about the exciting new opportunities it can
bring (Vial, 2019). Innovation is crucial for taking advantage of new opportunities. It
helps organizations respond well to changes brought by digital technology (Ivanov et al,,
2019).Digital disruption can change traditional business models, processes, and entire
industries (Bolton et al., 2019). Key characteristics of digital disruption include:

e Technological advancements, such as big data analytics, artificial intelligence
(Kolluri et al, 2022), cloud computing, the Internet of Things (IoT), and
blockchain, are driving the evolution of the digital landscape.

e Challenging established business models by introducing new ways of
delivering value to customers(Alyahya et al., 2020).

e Digital disruption often emphasises the importance of understanding and meeting
customer needs through personalised experiences. Companies that focus on
customer-centricity are more likely to succeed. This approach makes customers
feel important in the process(Liu et al., 2020).

e Organizations need agility and adaptability in the face of digital
disruption(Radanliev & De Roure, 2022).

e Digital disruption encourages teamwork. When people work together, they can
use their strengths and skills effectively. This cooperation leads to better ideas
and innovations.

e Data analytics and predictive modelling help businesses identify trends,
anticipate customer preferences, and drive strategic initiatives. Understanding
the power of data in this context is crucial for navigating the digital

landscape(Batko & Slezak, 2022).

Digital disruption can impact various sectors, including healthcare and the
pharmaceutical industry. Digital transformation has a significant impact on the
performance of sustainable pharmaceutical supply chains, enhancing efficiency,
transparency, and sustainability(Ma et al, 2023). Incorporating big data predictive
analytics (BDPA) in conjunction with radio frequency identification (RFID) technology
can enhance supply chain performance by providing real-time tracking and monitoring

of products(Shafique et al., 2019).
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The findings from 'The Evaluation of Trustworthy Al Healthcare Applications' provide
valuable insights for ensuring the responsible development and implementation of Al
technologies in the Healthcare Industry(Alsalem et al., 2024).These insights are not just
about the present but about the promising future of healthcare delivery. 'Blockchain
Medledger’, authored by Mueen Uddin, discusses the implementation of a blockchain-
enabled drug traceability system, known as Medledger, in the pharmaceutical supply
chain to combat counterfeit drugs (Uddin, 2021). The blockchain solution records
activities, events, and transactions related to drugs on a decentralized ledger. The
solution improves traceability and earlydetection of counterfeits. It helps in building
trust and accountability. Al-powered chatbots are powerful marketing tools for online
pharmacies (Alkoudmani et al., 2023).

In online pharmacy marketing, companies use IoT technology to analyze customer
behaviour for targeted promotions. This method gives valuable insights into what
customers do(Sharma et al., 2020). Future advancements in Al should focus on being
transparent, responsible, and building trust with users (Alsalem et al,, 2024).In summary,
these digital techniques can gather and examine e-pharmacy data about customer
interactions, preferences, and behaviours. They help understand customer needs, market
trends, and ways to improve(Mehta & Pandit, 2018). Figure 1 lists the practical

applications of digital tools for marketing in the e-pharmacy sector.

III. Innovations, Emerging Trends, Potential Disruptions, and Future

Directions

The study on the 'impacts of digital marketing on pharmacies in Saudi Arabia' shows that
using different digital marketing strategies can improve pharmacy operations and
engage customers effectively (Alyahya et al., 2020). Important strategies include online
ads, social media marketing, email marketing, E-Care programs, mobile apps, webinars,
data analytics, SEO, CRM, and collaboration. Here are a few innovative marketing
strategies that online pharmacies can include:

e Personalised Recommendations: Online pharmacies can efficiently utilize

algorithms that analyze user data, such as browsing history, past purchases, and
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demographic information, to recommend relevant medications. Transitioning to
consumer-centred health in the digital health landscape promotes patient-centric
care, empowers individuals to take control of their health, and fosters a proactive
approach to healthcare delivery (Canfell et al,, 2021). The potential benefits of
personalized recommendations in online pharmacies are vast. However,
Christopher Terry has analyzed the emerging issue of digital empathy. He noted
that moving to digital communication reduces empathy. This happens because
online interactions have limits, people feel less accountable, and we miss the
emotional cues that we get in face-to-face conversations (Terry & Cain, 2016). By
adding empathy to personalized recommendations, businesses can provide a
kinder, more understanding, and impactful customer experience.

Virtual Consultations: Elderly individuals encounter challenges with drug
utilization and management, including adherence issues, cognitive impairment,
limited health literacy, and age-related physiological changes. Comprehensive
approaches involving medication reviews, patient education (such as explaining
the purpose and side effects of the medication), caregiver support (providing
guidance to family members or caregivers on how to assist the patient), regular
monitoring (checking for any adverse reactions or changes in health), and
healthcare provider coordination (ensuring all healthcare providers are aware of
the patient's medication regimen) are essential to optimize medication therapy
for this population. Healthcare providers can improve medication management
for elderly patients by implementing computerised Drug Utilisation Review (DUR)
systems, establishing telepharmacy interventions, and educating healthcare
providers on geriatric care (Monane et al., 1998). E-pharmacies can use virtual
consultations to work with healthcare providers or telemedicine platforms. This
will help expand their reach.

Subscription Services: Pharmaceutical companies typically generate revenue by
selling drugs, medical devices, and healthcare services instead of using
subscription models. However, online pharmacies can consider offering
subscription services for medication delivery or patient support. These services

can help track key information like customer growth, churn rates, average
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revenue per user (ARPU), operating costs per user, and customer acquisition
costs. This tracking helps assess their competitive position (Lev, 2017).
Development of Mobile Apps: Personal digital assistants (PDAs) are handheld
devices that combine computing, communication, and organizational features.
PDAs improve the accessibility of drug information by enabling effortless access
at the point of care (Scott et al., 2019). Medicine Delivery Apps (MDAs) play a
crucial role in revolutionising the way patients obtain medications and healthcare
services. MDAs offer a diverse range of services, including sharing medication
information, uploading prescriptions, facilitating easy medicine searches,
handling requests for out-of-stock medications, scheduling deliveries, providing
alternative medication suggestions, offering telemedicine advice, and tracking
orders (Chakraborty et al., 2023). PDAs and MDAs help healthcare work better by
keeping patients connected and coordinated. They focus on managing
medications, educating patients, and helping them connect with healthcare
professionals. Incorporating creative and interactive marketing strategies within
their mobile applications (Boulos et al., 2011)allows online pharmacies to engage
customers, boost sales, improve brand visibility, and stand out in the competitive
market. Refer to Figure 2 for some innovative marketing campaign ideas that can
be implemented for mobile apps in online pharmacies.

Social Media Engagement: The study "Public Opinion about Telehealth during
the COVID-19 Pandemic' utilised social media analytics, explicitly focusing on
user-generated Twitter content, to explore public opinion about telehealth during
the COVID-19 pandemic. The research looked at tweets about telehealth using
natural language processing and deep learning techniques. The goal was to
discover the topics, feelings, and emotions that users expressed on social media
platforms (Pool et al., 2022). A study titled "Public Discourse Against Masks in the
COVID-19 Era" examined 51,170 English tweets in the United States related to
anti-mask discussions. The aim was to understand public opinions and worries
about wearing masks during the COVID-19 pandemic. The research shows that
looking at social media posts can provide helpful information for public health

messaging. It highlights the need to respond to public concerns and shape
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opinions to encourage people to follow public health guidelines (Al-Ramabhi et al.,
2021). The bibliometric study on 'medical and health-related misinformation on
social media' identified Twitter, YouTube, and Facebook as the most investigated
platforms. The study highlights that different social media platforms have distinct
focuses on health misinformation. Knowing the specific trends on different
platforms can help create targeted strategies to address misinformation
effectively (Yeung et al, 2022). The article "Social Media Marketing Strategy:
Definition, conceptualization, taxonomy, validation, and Future Agenda" provides
a comprehensive overview of Social Media Marketing Strategies (SMMSs). The
study defines the developmental process (Li et al., 2021) of SMMSs into four
components: 1. drivers (the firm's social media marketing objectives), 2. Inputs
(the firm's initiatives for social media engagement), 3. Throughputs (how the firm
connects and interacts with customers), and 4. Outputs (the resulting outcome of
customer engagement). In the context of an online pharmacy, this developmental

process is listed below in Figure 3.

Figure 3- Social Media Marketing Strategy- Developmental Plan for E-pharmacies

e Gamification: Gamification is a versatile tool that incorporates game-design
elements and principles in non-game contexts, allowing for their application across
various domains to enhance engagement, motivation, learning, and behaviour
change(Burke-Gaffney et al.,, 2021; Falah et al., 2021). The article "Sustainability of
Healthcare Information Exchanges: A Game-Theoretic Approach" examines the
sustainability of Healthcare Information Exchanges (HIEs) using a game-theoretic
framework. By analysing how different groups interact, strategists can use game
theory to create strategies that encourage teamwork, improve the sharing of
information, and support the sustainability of healthcare information exchanges
(Demirezen et al., 2016). Online pharmacies can improve their marketing by
incorporating gamification through contests that promote medication adherence or
fitness goals. Additionally, offering rewards for referrals or engagement can further

enhance customer interaction.
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IV. Regulatory Challenges and Barriers to Implementation

In a study, 'Searching for Safety', Bryan A. Liang and Tim Mackey points out risks
associated with purchasing drugs online. These risks include obtaining medications
without a valid prescription, lack of professional supervision, potential for counterfeit
products, inadequate medication instructions, insufficient information on adverse
reactions, fraud possibilities, lack of insurance reimbursement, and compromised
confidentiality of personal medical data(Liang & Mackey, 2009; T. K. Mackey & Liang,
2013).It is important to understand that the ways we respond to illegal online
pharmacies have changed around the world. These responses show our commitment to
public health and safety.

[llegal Online Pharmacies (IOPs) are websites that violate the law by selling counterfeit,
unsafe, or unapproved medications or by providing prescription drugs without a valid
prescription. They operate outside of national or international pharmacy laws and often
engage in dangerous practices that can harm public health and safety (Limbu &
Huhmann, 2023). IOPs pose cybersecurity threats through various means, including
email spam, malware, spyware, and other cyber threats used by organized criminal
networks (MacKey & Nayyar, 2016).

The study, 'Solution to Detect, Classify, and Report Illicit Online Marketing', focused on
using machine learning and web forensics to combat digital access to opioids. The
research collected and analyzed tweets related to common prescription opioid keywords
on Twitter to identify illegal online marketing and sales activities. The findings
emphasised the importance of developing innovative solutions, such as machine learning
algorithms, to proactively detect and report online illicit pharmacy tweets selling
controlled substances (T. Mackey et al., 2018)

lllicit online pharmacies selling counterfeit or substandard products pose significant
risks to public health and patient safety. These risks include providing misleading
information, self-diagnosing and self-prescribing behaviours, selling counterfeit
medicines, a lack of quality control, health risks associated with medications, regulatory
violations, global public health threats, and cybersecurity threats (Liang & Mackey, 2009;
T. K. Mackey & Liang, 2013). 'Obtaining antibiotics online from within the UK' study
found that some online pharmacies in the UK were appropriately registered with the
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MHRA and GPhC, indicating compliance with regulatory standards. However, many
online pharmacies lacked this registration, suggesting potential non-compliance with UK
and European legislation(Boyd et al., 2017).

Additionally, there was variability in prescription requirements among online
pharmacies, with some mandating a prescription for antibiotic purchases while others
did not require one at all (Boyd et al, 2017). One of the articles discusses the
controversies and legal issues surrounding the prescribing and dispensing of
medications using the Internet. Legal issues play a crucial role in the prescribing and
dispensing of medicines through online pharmacies(Fung et al, 2004). Key
considerations include regulatory compliance, prescription requirements, patient
privacy, drug quality and safety, enforcement and oversight by agencies like the FDA and
DEA, cross-border complexities, and consumer protection.

Challenges: The evolving nature of digital technology presents both opportunities and
challenges in the healthcare sector. There is a need for clear rules to guide how online
pharmacies operate. These rules should ensure that they adhere to ethical standards and
prioritise patient safety. A study on the use of digital twins in healthcare identified
several barriers and challenges. These issues could affect how well this technology is
adopted and integrated (Popa et al, 2021). Some key challenges include economic
hurdles due to limited funding and uncertainty about the return on investment. There
are also problems with how people perceive and accept digital technology, as well as
gaps in understanding and difficulties with following regulations.

Digital platforms can raise concerns about individual rights and control over personal
health information and treatment choices. It is vital to protect sensitive health data
gathered from online platforms, as highlighted by researchers(Liang & Mackey, 2009; T.
K. Mackey & Liang, 2013). This protection requires strong data security measures and
adherence to data protection laws. It is also important to create accountability systems
and ensure transparency in how digital technology is developed and used. Transparency
helps include various viewpoints in managing digital technology in healthcare. The
online pharmacy sector must address ethical issues related to data accuracy, bias, and

decision-making processes.
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Barriers—Regulatory barriers in online pharmacies selling counterfeit or substandard
products include a lack of clear legislation, inadequate law enforcement, global
coordination challenges, limited resources, complex legal frameworks, and rapid
technological advancements(Boyd et al,, 2017; MacKey & Nayyar, 2016; Popa et al,
2021). To overcome these barriers, the online pharmacy sector needs a clear plan that
includes four main steps. First, it should improve laws related to online pharmacies.
Second, there is a need to strengthen the enforcement of these laws. Third, it is essential
to collaborate with other countries. Lastly, we must invest in resources and technology to

effectively regulate online pharmacies and protect public health.

Methodology-

This research reviews the literature to analyze marketing strategies used by online
pharmacies during digital disruption. The review assesses key studies to identify trends
and highlights gaps concerning innovative marketing approaches in online pharmacies.
The search strategy explores various academic databases, including Web of Science,
Mendeley, and Google Scholar, ensuring coverage of literature in healthcare, marketing,
and digital innovation. The review incorporates keywords such as "Innovative

Marketing," "Online Pharmacy,” and "Digital Disruption,” as well as related terms,
focusing on peer-reviewed articles, conference papers, reports, and case studies
published in English since 2010. Data collection includes an initial screening of titles and
abstracts, followed by a detailed assessment of full texts against predefined inclusion
criteria. Relevant data is systematically extracted, encompassing key findings,
methodologies, theoretical frameworks, and implications. The data is organized into
themes based on key ideas, which helps identify patterns and trends in the literature.

This approach enhances our understanding of how digital transformation is affecting

marketing practices in online pharmacies.

Gaps and Future Directions for Research

One important gap identified is the need for a clear framework for integrating digital

technologies with marketing strategies in the online pharmacy sector(Chakraborty et al.,
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2023; Dal Mas et al., 2023). This framework would offer a structured approach to
understanding the nature and role of innovative marketing strategies. There is also a
need for more comprehensive evaluation efforts that focus on the strategic marketing
perspective of emerging trends in the pharmaceutical sector.

There is a gap in understanding how competitors in the e-pharmacy sector are using
innovative marketing strategies(Falah et al, 2021; Lev, 2017; Monane et al, 1998).
Analyzing these strategies and comparing performance can provide important insights to
improve marketing efforts. Many studies focus only on healthcare without looking at
other industries facing similar digital changes, which could offer useful lessons for online
pharmacies. Additionally, most research looks at short-term results instead of the long-
term impact of marketing strategies. Therefore, there is a need for more studies that
track how these strategies evolve over time in online pharmacies amid digital disruption.
The study suggests a gap in addressing ethical and regulatory considerations. Exploring
ethical issues such as transparency, data privacy, and responsible advertising practices
can help online pharmacies navigate the challenges and barriers of digital disruption.
Most of the literature is based on experiences and case studies from developed
economies or specific regions, with little insight from emerging markets or different
regulatory environments(Dong, 2019; Popa et al., 2021).

It's important to understand how consumers view and interact with marketing strategies
in online pharmacies. It will help to get valuable input by gathering feedback from
patients, pharmacists, and other healthcare professionals. Using this feedback in a
patient-centered approach allows us to develop better digital tools that enhance user
experience, build trust, and improve marketing effectiveness(Canfell et al., 2021; Fung et
al,, 2004; Liu et al., 2020).

The literature primarily focuses on large-scale online pharmacies or multinational
corporations, neglecting the experiences and strategies of small and medium-sized
enterprises (SMEs) in the online pharmacy sector. Understanding how innovative
marketing strategies in online pharmacies impact traditional marketing paradigms
within the broader pharmaceutical industry, including effects on distribution channels
and pricing strategies, is of significant relevance(Ivanov et al., 2019; Ma et al., 2023;

Sharma et al., 2020).
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The studies show that there is a concern with how online pharmacies handle data
security. Since healthcare data is sensitive, these pharmacies need to find ways to
manage data security challenges while using modern digital tools effectively. Improved
communication and engagement strategies are requiredin order to bridge knowledge
and perception gaps among stakeholders regarding the benefits, risks, and implications.
The study also highlights the ethical and regulatory challenges associated with
implementing digital innovations in online pharmacies(Batko & Slezak, 2022; Khatib et

al,, 2022; Raghupathi & Raghupathi, 2014).

Conclusion-

The digital disruption is creating both challenges and opportunities for online
pharmacies. As more consumers use digital platforms, e-pharmacies need to adopt new
trends to connect with them. By using big data, artificial intelligence, and Internet of
Things (IoT) technologies, online pharmacies can customize their products and improve
the customer experience overall(Nadian-Ghomsheh et al.,, 2021; Sharma et al., 2020).
Using data to make decisions helps pharmaceutical companies understand market trends
and customer needs better. This understanding allows them to change their strategies
when needed (Batko & Slezak, 2022). For instance, the use of Al-powered chatbots not
only facilitates personalized interactions but also provides real-time assistance. It helps

in building customer loyalty and satisfaction (Alkoudmani et al., 2023).

Digital transformation significantly impacts the efficiency and sustainability of
pharmaceutical supply chains (Ma et al, 2023). Implementing predictive analytics
enhances supply chain performance through real-time product tracking (Shafique et al,,
2019). Insights from evaluating Al in healthcare applications advocate for responsible
technology development(Alsalem et al., 2024)and offer a glimpse into the future of
healthcare delivery. When pharmaceutical companies work together with healthcare
providers and technology partners, they can foster innovation. This collaboration helps

them stay competitive in a fast-changing environment (Ivanov et al., 2019).
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Implementing blockchain technology, like the Medledger system, builds trust and
transparency in online pharmacy operations. It ensures drug traceability and helps fight
counterfeit products (Uddin, 2021). As technology reshapes conventional business
models, online pharmacies need to be flexible and adapt their marketing strategies to

succeed in this evolving digital space(Bolton et al., 2019).

In conclusion, ongoing research into the intersection of digital disruption and
pharmaceutical marketing strategies will be vital. Such an approach will pave the way for
best practices for promoting digital technologies and also contribute to a more

responsive healthcare delivery system in the future.
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