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INTRODUCTION

»# Why This Study Matters

*The process of purchasing medicines is not just a medical decision—it’s deeply
psychological.

*Consumers base choices on trust, brand familiarity, pricing, healthcare
recommendations and digital influences rather than just prescriptions.

*The pharma market is changing, with patients becoming active decision-makers,
researching products, evaluating alternatives and questioning advertisements.

€ Research Goal

*To explore how consumer psychology shapes pharmaceutical purchase choices,
focusing on trust, emotional perceptions, brand loyalty, pricing sensitivity and digital
habits.

*Understanding these behavioral patterns can help pharma companies build better
strategies for marketing, pricing, and patient engagement.




Research Objectives

(1) Investigate how emotions, perceptions, trust, and decision-
making patterns impact pharmaceutical choices.
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Examining Brand Perception, Advertising, and Packaging.

Understand how doctors, pharmacists, and medical guidance

affect purchasing decisions.
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Exploring the Impact of Digital Habits on Consumer

Confidence.

5

Analyze how affordability influences consumer willingness to

switch between branded and generic medicines.




Research Methodology

Study Location r'//f p Data Collection Methods
Multi-specialty hospital U ~ P Z Surveys
in Katni, Madhya Pradesh ) Interviews

Observational

analysis

Sample Size Analysis Techniques

250 respondents,
Patient from critical
care and their care
givers.

Graphical visualization
where qualitative and
quantitative narrative is
used.




Psychology behind the pill

Do you feel more confident when buying a well-known pharmaceutical brand?

Gender

30 Female
Male

*Every medicine purchase is a psychological decision, influenced by 2

trust, price sensitivity, digital research, and packaging. ’
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«Consumers today are not passive buyers—they research, compare, and
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make conscious decisions before choosing a pharmaceutical product. 5

*Pharmaceutical brands must move beyond traditional marketing and e &

focus on wunderstanding consumer psychology to build stronger
connections.

*Trust and credibility matter more than promotional messages—
consumers rely on doctors, pharmacists, and peer reviews for medical

purchases.




WHAT CONSUMER HOLD

* Brand trust is the strongest psychological anchor—patients rely
on familiar names when uncertain about drug composition.

* Doctors and pharmacists remain the most trusted influencers,
reinforcing the importance of healthcare endorsements.

* Advertising plays a secondary role—patients trust real-world
recommendations more than promotional messages.

* Patients link brand familiarity to quality and reliability, even
when generics have identical formulations.

e Trust-based marketing can enhance pharma sales, as companies
that build credibility outperform those relying solely on

promotions
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Have you ever switched from a branded to a generic medicine due to price?

27.6%
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THE DIGITAL SHIFT

Consumers increasingly rely on online reviews and forums
before purchasing medicines.

Digital research builds confidence and reduces uncertainty,
especially among younger demographics.

Social proof is now a major factor in decision-making, with
consumers favouring peer experiences over advertisements.
Healthcare professionals remain the most trusted
influencers, but social media’s impact is growing.

Pharma brands must develop strong digital footprints,
ensuring credible, expert-backed content guides purchasing

decisions.

27.00%

26.00%

25.00%

24.00%

23.00%

22.00%

21.00%

What influence patient buying decision

26.00% 26.00%

25.20%

22.80%

Doctors Pharmacists

Social Media TV Ads

o s s s BTN |

h




Power & Pitfalls of Pharma Adv.

Do you feel pharmaceutical advertisements exaggerate product benefits?

* 76% of consumers believe pharma ads exaggerate

20+ Female
18.8% Male

benefits, leading to skepticism toward promotional

Gender

claims. Bf

* Ads increase brand awareness but do not 10}
necessarily improve trust—patients prefer factual,

honest messaging.

* Consumers feel disconnected from pharma brands &
that use exaggerated promotional language.

« Patients look for testimonials, clinical data, and
professional endorsements rather than catchy

advertising slogans.




FUTURE TRENDS

Psychology of
Placebo Branding

Blue and green packaging is associated
with calmness and trust, Red and
yellow are used for pain relief and
energy-boosting drugs

~

/

Emotional Contagion
in Pharma Advertising

Ads featuring high-energy
emotions (hope, relief,
urgency) show repple
effect.
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Sensory Triggers in
Pharma Retail

Soft lighting and organized shelves
create a sense of reliability and
professionalism, subtly influencing
purchase decisions

Role of cognitive load

Too many choices leading to decision fatigue.
One must explore siplified packagining, fewer
option & guided recommendation can
improve consumer confidence.



CONCLUSIONS
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M_m_ *The subconscious effect in pharmaceutical purchases — 95% of decisions
happen without rational analysis, driven by emotions and familiarity.
*Brand trust vs. generic skepticism — Most consumers instinctively choose
familiar brands, even when generics offer identical efficacy.
*Healthcare endorsements shape choices — Doctors and pharmacists remain the
most trusted influencers in medicine selection.
d Packaging & perception matter — Consumers associate sleek, professional
designs with quality, reinforcing confidence in branded drugs.
*What pharma must learn — Companies must shift from product-driven
marketing to consumer-centered engagement, recognizing psychology as a
business strategy.
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