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ABSTRACT 

 

This paper surveys current advertising 

rehearses in the pharmaceutical division, and 

their effect on customer and specialist 

conduct. It distinguishes negative effects 

which incorporate deceiving promoting, 

malady mongering and increasing expenses. 

It contends the need to move from industry 

self control to an autonomously observed 

code of training by specialists for 

pharmaceutical advertising. At the point 

when an incredible and respectable calling 

and the strengths of globalization cooperate, 

show is probably going to happen. This has 

been genuine where the calling of solution 

and the pharmaceutical business are 

concerned. In plain view in the connection 

amongst specialists and medication 

organizations are the superbness and 

shortcomings of the medicinal profession 

its honorable desires and its proceeding with 

powerlessness to satisfy them. Likewise in 

plain view are the power, social 

commitments, and infrequent deceptive of 

an extremely gainful industry whose items 

contribute in essential approaches to the 

wellbeing and long existence of the general 

population, however an industry that now 

and again utilizes techniques that are 

profoundly upsetting and even shameless. 

Rustic India and current India put their 

pushed on self pharmaceutical in regarding 

minor sicknesses not as like in Europeans 

who put their trust in the area drug 

specialist, North Americans depend more on 

the exhortation of specialists. In nations 

where human services frameworks and 

economies are creating, openings exist to 

diminish the impressive weight buyers right 

now put on specialists and enable 

governments to decrease their medicinal 

services consumption. Self medicine 

utilizing over the counter items in India 

supposedly is normal. OTC Products 

Medico marketing is the matter of 

publicizing or generally advancing the offer 

of OTC pharmaceuticals or medications. 

Key words: Doctor, marketing, minor 

ailments Self medication, over the counter 

drugs, healthcare 
 

Introduction 

In India, doctors are considered nothing not 

as much as divine beings by most country 

individuals. Their visually impaired 

confidence symbolizes the veneration a 

specialist holds in the Indian culture. 

Utilizing this effective position, 

doctors/specialists can contact individuals 

straightforwardly and by means of media, at 

whatever point important, to edify them 

about the judicious utilization of 

medications. [1] Specialists can control 

utilization of misusing and silly medications 

by instructing patients. They assume an 

imperative part in impacting their patients' 

example of choosing and directing 

medications. Specialists trust that 
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individuals are not sufficiently prepared to 

cure themselves, some urge individuals to 

teach self meditative propensities which will 

make individuals more dependable to assert 

great medicinal services offices and no 

spurious and credible medications. They 

should illuminate and educate individuals 

about dependable self-medication. [1] 

 

The way that specialists in certain country 

regions themselves are ill informed is a 

significant issue there have been examples 

where specialists have purposely not 

educated the patients about the presence of 

an over the counter medication, with a 

specific end goal to get expenses. It is the 

demeanor of the specialists that should be 

changed. Neediness now and again draws 

them to engender and advance medications 

that are given to them by pharmaceutical 

agents, who give motivations for such 

advancement [2]. Pharmaceutical 

medication organizations spend crores of 

rupees advancing new medications and 

circulating free examples to specialists, 

however such showcasing gadgets have little 

effect on doctors and their endorsing 

conduct. Direct to physician exercises 

represented the greater part of spending, 

spent on a training called "specifying"  

visits to doctors by pharmaceutical deals 

agents keeping in mind the end goal to 

advance their company's medications. Free 

medication tests conveyed amid these 

visits[2]. As the cost of physician endorsed 

drugskeeps on expanding, expanded 

consideration is being centered around the 

part of pharmaceutical advertising practices 

as a reason for higher medication costs. The 

worry that pharmaceutical promoting 

practices trade off doctor trustworthiness 

and have increments in general wellbeing 

costs has provoked government activities at 

both the provincial and urban levels. The 

key open arrangement issue is the degree to 

which the business' limited time strategies 

prompt an expansion in fitting versus 

improper utilization of medications in a 

cost compelling way. In the examination, 

analysts broke down information for three 

broadly endorsed drugs issued by 

approximately 100 doctors to explore the 

impact of pharmaceutical deals agents on 

doctor recommending conduct. For each of 

the medications in the examination, 

surveyed the impacts of changes in the 

quantities of offers calls and free specimens 

on the quantity of new solutions issued[3]. 

 

A specifying visit regularly keeps going five 

to ten minutes, and data about a medication's 

piece, helpful esteem, legitimate dose and 

potential symptoms is communicated[3]. In 

spite of the fact that the impacts of 

enumerating and testing contrast crosswise 

over medications, the impacts of the 

advertising exercises on doctor endorsing 

conduct extended from little to unassuming 

for each of the medications considered. For 

the three medications in the investigation, 

comes about showed that it would take, by 

and large, from 1to 10 more visits by 

pharmaceutical deals delegates to instigate 

one new solution. It would take 20 to 73 

extra free examples to instigate one new 

remedy. Physician recommended sedate 

spending by purchasers is anticipated to 

remain the quickest developing segment of 

social insurance costs. On in opposition to 

prevalent thinking, doctors are difficult 
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targets promptly convinced by 

salespeople,[4] yet rather are intense offers 

as confirm by the insignificant impact of 

offers exercises on their endorsing 

conduct[4].  

 

 

 

 

 

The most vital component clarifying the 

constrained impact of offers delegates is that 

doctors know they have different 

wellsprings of data. Logical papers, counsel 

from associates and a doctor's own 

particular preparing and experience 

additionally impact recommending rehearses 

and, most doctors see these sources as 

significantly more dependable and reliable 

than salespeople[5,6].  

 

Furthermore, numerous doctors hold 

negative states of mind toward deals agents, 

Physicians perceive that data exhibited is 

one-sided toward the advanced medication 

and is probably not going to be objective or 

even precise. Accordingly, doctors regularly 

rebate data gotten from a business delegate. 

As doctors approach elective wellsprings of 

data, which are all the more profoundly 

respected, it is no big surprise that the sales 

representative's impact is minimal[7,8]. 

Pharmaceutical promoting pointed 

straightforwardly at customers may be 

required to have more noteworthy effect and 

do this either the pharmaceutical 

organizations ought to go from broad 

communications publicizing or change their 

items to Over the counter, so that the 

advertising exercises are focused on 

purchasers just and the part of specialists 

move toward becoming minimal,but in 

nation like India When OTCs have assumed 

control solutions tranquilize deals where 

clients prescribe and acquire their own 

particular pharmaceutical. Thiscauses a lot 

of issues for the therapeutic organization be 

it allopathic, homeopathic or 

ayurvedic.[9]The ponder empowered the 

specialist to see how the medicinal 

professional carries on despite a moral 

predicament when his/her significance has 

been generously dissolved by OTC deals. 

Specialists assume an imperative part in 

showcasing the pharmaproducts[9,10]. The 

fundamental goal of this paper is to think 

about pretended by specialists in morally 

elevating non prescriptive medications to the 

patients who visit in minor infirmities 

also.[11,12]Pharmaceutical organizations 

are refocusing their over the counter (OTC) 

methodologies, as there is expanded self 

medication and shopper enthusiasm for 

wellness focused OTC items. Indeed, the 

OTC section is anticipated to have a higher 

development rate than professionally 

prescribed solution. However, OTC items 

require an alternate arrangement of abilities 

where specialists additionally assume a vital 

part[13]. Pinnacle execution at work and 

employer stability are currently more critical 

to customers implying that preventive cures, 

comfort OTCs, vitality sponsors, brain 

boosting supplements and details for sight 

and hearing give development openings, 

alongside contraceptives for ladies who need 

to work longer before having children[14]. 

The OTC item should be dealt with as a fast 

moving purchaser products(FMPP) item 

exceptionally while imparting an advantage, 
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guaranteeing dissemination or guaranteeing 

purchaser amicable bundling. The OTC 

pharma showcase is probably going to 

develop at a higher rate contrasted with the 

general pharma advertise. The greatest test 

for pharma organizations managing in OTC 

items is that, dissimilar to the customary 

pharma model of "pushing non specific 

items by pitching to specialists, the OTC 

section is more parallel to the FMCG 

fragment. It is basic to put resources into 

mark assembling that will make a "draw" for 

the item specifically from the 

consumers[15]The Indian OTC market is 

assessed to be about Rs. 7434 crore in 2008 

($ 1.8 billion).Segments, for example, hack 

and icy arrangements, analgesics, vitamins 

and minerals and acid reflux arrangements 

represent a little finished Rs. 2700 crore. 

The Indian pharma showcase in examination 

is esteemed at about $ 8.4 billion out of 

2009. It developed at around 12 percent 

CAGR from 2002 to 2007 while it is relied 

upon to reach $ 20 billion by 2015 (CAGR 

of 16 percent from 2009 to 2015), according 

to ORG IMS estimates.Traditional solution 

(Ayurvedic) represents roughly Rs 1600 

crore+ while different portions, for example, 

cured skin items, topical OTC medications, 

mortars and wraps, antismoking helps, and 

so forth altogether represent over Rs 3000 

crore[16]. 

 

Top Indian OTC brands include 

DaburChyawanprash, Vicks, Boroplus, 

Revital, Zandu Balm, Dettol, Liv.52, 

Hajmola, Iodex. 

 

In the realm of moral pharmaceuticals, the 

doctor is still of prime significance as has 

been the situation before. Presently, in any 

case, new showcasing endeavors are being 

coordinated at the purchaser. Primetime TV 

publicizing and entire page daily paper 

promotions are occurring now, surely 

inconceivable in the past[17]. For OTC 

pharmaceuticals, the circumstance is turned 

around.  

 

While the customer has been the essential 

concentration previously, and will 

absolutely not be overlooked later on, 

crusades to medicinal experts are winding 

up noticeably more typical. 

[17]As we can see there are many changes 

in the parts of doctors and patient's ways. 

There are many issues like how to 

manufacture buyer inclinations towards the 

OTC items. There are different routes 

through which the inclinations could be 

adjusted. This should be possible through 

the powerful brand working of the OTC 

item. The second issue could be on the best 

way to fabricate a solid brand personality for 

the OTC product. The part of notices, VIP 

supports and the idea of brand 

administration in building a compelling 

brand picture of the OTC product.[18] 

 

Methodology  

The instrument utilized was a poll overview 

that was managed to gather observational 

information. The Doctors reactions were 

kept private with a specific end goal to 

empower openness and divulgence. The 

statistic information gathered included sex, 

age, and claim to fame, training, pay and 

area of center.  
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The state of mind of the doctors towards the 

OTC items when contrasted with the Rx 

items asking them how much of the time 

they OTC Products are showcased to them. 

The rundown of various devices of 

promoting was made remembering the more 

mainstream OTC items. The respondents 

evaluated the inquiries on YES 0R NO. In 

this way, the things for the instrument were 

adjusted from the different past 

investigations cited above as indicated by 

their significance in the Indian setting. An 

aggregate of 100 Doctors were overviewed 

on their territory of claim to fame and area 

(Rural,Semi Urban and Urban). Questions 

were incorporated requesting that 

respondents show their concurrence on the 

factors in the survey. 

 

 

Research Methodology  

The example for the survey was directed to a 

non probability test of 100 Doctors from 

various parts of Mangaloreregion. The 

specimen of 100 specialists in Mangalore 

zone was overviewed. The area of 

specialists accessible in Urban regions 88 

which was more than in Semi Urban region 

64 and in provincial territory 48 Thus it was 

uncovered that the specialists were more in 

Urban zone then in SemiUrban region and in 

conclusion in Rural range.  

 

Table 1:  Doctor’s permitting OTC drugs in minor 

ailments 

Minor 

Ailmen

ts 

Recommend 

OTC 

Recommen 

Non OTC 

Total 

Headache 69 69% 31 3

1

% 

1

0

0 

100

% Fever 64 63.50

% 

34 34

.5

0

% 

1

0

0 

100

% Cough/Co

ld 

72 72% 28 28

% 

1

0

0 

100

% 

Acidity 56 56% 44 44

% 

1

0

0 

100

% Pain 66 65.50

% 

34 34

.5

0

% 

1

0

0 

100

% Digestive 52 52% 48 48

% 

1

0

0 

100

% Skin 

Disorders 

73 72.50

% 

28 28

.5

0

% 

1

0

0 

100

%  

An arrangement of minor diseases which 

didn't require medicinal supervision, 

specialists of all strata allowed OTC 

medications to be utilized. minor sicknesses, 

for example, Headache the proposal of OTC 

is 69% and Non OTC is 31%, for Fever the 

suggestion of OTC is 63.50% and Non OTC 

is 34.50%, for hack/Cold the suggestion of 

OTC is 72% and Non OTC is 28%, for 

Acidity the proposal of OTC is 56% and 

Non OTC is 44%, for Pain the suggestion of 

OTC is 65.50% and Non OTC is 34.50%, 

for Digestive the suggestion of OTC is 52% 

and Non OTC is 48% and for Skin 

Disorders the proposal of OTC is 72.50% 

and Non OTC is 28.50%.Thus is was 

uncovered that utilization of OTC 

medications in minor infirmity as first line 

of resistance is allowed by specialists .  

 

Table 2: Doctor’s opinion on increased level of 

relying on OTC drugs 

 No. of doctors out of 100 

Doctors Opinion  Yes  No 

Advertisement 78 78.00% 22 22.00% 

Doctors Distrust 72 72.00% 28 28.00% 

Easily Available 64 64.00% 36 36.00% 

Educated 

Customers 

64 64.50% 36 35.50% 

Effective 75 75.00% 25 25.00% 

Low Cost 67 67.00% 33 33.00% 

Time Saving 71 71.00% 29 29.00% 

 

 

The wellsprings of data on OTC medications 

that regularly specialists get from, it was 

discovered that the greater part of the 
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specialist got data from various sources 

.there was no huge contrast between 

particular specialists yet a slight distinction 

between General experts and Specialists 

specialist. It was discovered that 

Gynecologists were found be certain on 

engaging showcasing official 38.13% for 

data on OTC medications as these 

medications are said to be sheltered in 

treating minor afflictions amid onset of 

pregnancy ,though TV ads 27% seen by 

specialists, include data OTC medications 

and organizations. Purchasers 27.09% 

likewise inform specialists regarding the 

OTC medications on their prior involvement 

with the medications and request the same.  

 

 
Table 3: Doctor’s permitting OTC div. marketing 

executives to market OTC products 

Specialist of 
Doc/Source 

of info. 

Yes No Total 

Gynecologist 4 22% 16 78% 20 100% 

Dermatologi

st 
3 17% 17 83% 20 100% 

General 

Practice 
18 88% 2 12% 20 100% 

Cardiologist 3 13% 17 87% 20 100% 

Pediatricians 4 17% 16 83% 20 100% 

Total   100 

 

Table 4:  Doctor’s opinion on OTC drugs 

marketing 

Opinion DoctorsResponses 

Feels Unethical 42 42.50

% Patients will doubt 22 22.00

% Doesn’t Gifts 16 16.00

% Doesn’t Samples 11 11.00

% Not required 9 8.50

% Total 100 100% 

 

 

 

 

 

 

Table 5: Doctor Response on advertisements on 

OTC drugs 

 

Speciality of 

Doc/Source of 

info. 

Yes No Total 

Gynecologists 1 9% 12 91
% 

13 100% 

Dermatologist 3 13% 10 87
% 

13 100% 

GP 6 50.% 7 50
% 

35 100% 

Cardiologist 1 9% 12 91
% 

13 100% 

Pediatricians 2 17% 11 83
% 

13 100% 

Others 1 9% 12 91
% 

13 100% 

Total   100 

 

The above results present the feeling of 

specialists/doctors on OTC Products TV 

notices. As observed prior the negative 

reaction to advance OTC item in anyway. A 

large portion of the items which are 

promoted on TV are OTC. Specialists over 

the strata were observed to be against 

publicizing Drugs on any media. since it is 

watched that a large portion of the 

medications are promoted in wellbeing 

magazines an arrangement of specialists 

independent of their spatiality have created 

appositive state of mind toward s the notices 

on Television. In this manner it was 

uncovered that specialists do stare at the TV 

commercials on drugs and were observed to 

be of the assessment that promotion will 

spread data about OTC items alongside 

medicinal conditions. This will improve the 

discourse with patients and fabricate 

relationship specialists additionally opined 
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that ad will teach purchasers on Risk and 

advantages of the OTC medications. 

 

Findings and Conclusion  

The reviewed specialists saw that OTC 

medication promoting systems will make the 

medications less expensive, effectively 

accessible at stores and furthermore data of 

the brand. This will urge customers to utilize 

OTC medications as first line of safeguard 

and decrease taken a toll on human services 

management.Doctor's reaction was very 

negative towards self drug through OTC 

meds over the buyer strata. As they felt that 

self pharmaceutical with prompt taking 

wellbeing in hands and will have 

unfavorable impacts. Scarcely any 

Gynecologist and dermatologist 

recommended OTC brands in minor 

afflictions as they were protected and 

effectively available.Doctors were of the 

feeling that shoppers will get more required 

in wellbeing administration if more OTC 

Drugs are accessible in open market without 

prescription. This will diminish the Foot 

falls at their facility. Subsequently they were 

against OTC advancements by organization 

agents at their facility saying that against 

their morals. The examination demonstrated 

that Doctors in age gathering and with 

various claims to fame were in positive 

outlook expressing that OTC items will 

achieve the zones where essential medicinal 

services is question market; private human 

services cost all the more even in minor 

infirmity likewise so .the organizations 

ought to cut down the cost of OTC items to 

come to the poor.Thus OTC items are 

promoted and publicized uninhibitedly so 

that greatest shoppers are taught and treat 

minor diseases at home utilizing OTC items 

as first line of safeguard. Since it can be 

required that more Rx to OTC switch will 

build number of sedates in OTC class in not 

so distant future, it might be profitable to 

lead more research on gathering of 

Consumer who expend OTC Products 

accessible to Counters unreservedly and 

either change from the current brand or keep 

on earlier brand. An examination on 

showcasing of OTC Products utilizing post 

office and postman can likewise be a 

concentrated as a channel o advertising OTC 

medications at national zone. 
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