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A STUDY OF THE OPINION OF BULGARIAN PHYSICIANS ABOUT 
THE IMAGE OF LOCAL GENERIC DRUG MANUFACTURERS 
T. Vekov 
Medical University – Pleven 

Summary. The aim of the study was to overview professional opinions 
about the quality and effectiveness of generic drugs as well as the therapeutic 
approaches concerning drug choice, thus to be proposed the right positioning 
of some integrated marketing communications of the local (Bulgarian) generic 
drug manufacturers. A direct anonymous inquiry was carried out from Febru-
ary to June 2012 including 1080 physicians from Sofia, Plovdiv, Varna, Plev-
en, Bourgas, Stara Zagora, Russe and Blagoevgrad. The inquiries were held 
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in 18 hospitals and 23 diagnostic centres. The main topic included opinions of 
physicians about the quality and effectiveness of the generic drugs and their 
comparison with the original (patent) drugs. The analysis shows a positive 
image of the Bulgarian generic drug manufacturing. The improved image of 
the local drug manufacturers, as well as the increased investments in modern 
pharmaceutical technologies provide the stable presence of Bulgarian drug 
companies on the local market. 
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