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Objectives

. To identify and assess the competition of ophthalmology products.

romotional strategies for ophthalmology products.

A Study on Understanding Competition and their Promotiona
Strategies for Ophthalmology Products in Ahmedabad
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Methodology
Study design: Exploratory study

Sample population: Chemists and Ophthalmic Doctors
le size: 1) Chemist : 100 2) Ophthalmic Doctors : 55

was conducted by the means of personal interview with doctors and pharmacists and the information given by them

Sampling: Non probability purposive sampling
Sample area: Ahmedabad
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Moxifloxacin Eyve Drops Prescriptions per Month in Ahmedabad

Factors catching the attention during the Product Promotion
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