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PHARMACEUTICAL INDUSTRY INFLUENCE ON PRESCRIBING OF 
MEDICINAL PRODUCTS 
T. Naydenov, A. Stoimenova and G. Petrova 
Department of Organization and Economics Of Pharmacy 
Faculty of pharmacy, Medical University – Sofia 

Summary. The influence of marketing activities of pharmaceutical com-
panies on the attitudes and prescribing habits of physicians is frequently dis-
cussed topic in the specialized literature. Situated in a highly complex regula-
tory environment, pharmaceutical companies are constantly trying to make the 
most of marketing tools, which in turn leads to increased intensity and fre-
quency of interaction between pharmaceutical companies’representatives and 
prescibers. This publication aims to provide an overview of studies examining 
the influence of pharmaceutical companies on medicinal professionals’ deci-
sions related to prescribing of medicinal products, and to outline the main 
trends in the communication between the pharmaceutical industry and physi-
cians. Direct interaction with healthcare professionals enables physicians to 
obtain important information about medicines, products samples and to share 
views with other doctors as well as to build personal contact with pharmaceu-
tical companies. On the other hand, doctors express some concerns about the 
objectivity of the information and identify the need for a scientific approach 
when medicines are promoted. Regardless of the results of studies of the 
influence of the pharmaceutical industry on decisions of physicians regarding 
the selection of pharmacotherapy, most doctors do not accept that their be-
havior is significantly affected by marketing activities of the pharmaceutical 
industry. However, the influence if a fact and it requires stimulation of commu-
nication between prescribers and pharmaceutical industry, based on ethics, 
mutual trust and accurate clinical information which is essential for improving 
benefits of the prescribed medicines to patients and society. 

Kew words: promotion, medicinal products, medical representatives, prescribing, 
physicians 
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