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Abstract

Indian Pharmaceutical is a well-grown industry, being the third largest and a significant
GDP contributor in the world. However, the industry encounters many hurdles in marketing
life-saving drugs. This includes challenges like high prices, supply shortages, regulatory
issues, ethical issues, and awareness, etc. The current study evaluated the marketing
effectiveness of Kolhapur District of Maharashtra State in India. The study explored market
potential for life-saving drugs, key challenges that hindered the availability and accessibility,
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perceptions of stakeholders regarding the distribution and availability and emerging trends
in pharmaceutical marketing. Major barriers identified were high cost, supply shortages
and lack of awareness. In Pharma sector, direct sales and marketing, network establishment
through direct sales, are found to be the most effective channels to operate. In pharmaceutical
marketing area, personalized medicines, digital patient engagement and direct-to-consumer
marketing options also have an opportunity. The researchers advise Al-driven/ML-based

marketing and personalized/customized medicine strategies, for future research work.
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1. Introduction

The Indian pharmaceutical industry
struggles to market life-saving medicines due to
low health awareness and limited education,
despite having strong human, structural and
physical capital. Kamath (2008) and Haider
et al. (2024) highlight complex problems in
Indian Pharma marketing financial performance,
affecting GDP. Sunyoto T (2024) reveals
ethical challenges related to medical prescription
rates in India. Pathak R (2024) observed that
after the 2005 patent law, India’s hypertension
market grew 6.9% (2016-2018), with single-
pill combos making up 39.1%. Sahoo SK et al.
(2024) demonstrated that there is a need to
recommend initial first-line therapies and careful
practice of prescription and treatment. Noh et
al. (2021) state that generic drugs, despite their
affordable treatment, reported higher serious
adverse events in emerging economies like India,
due to their susceptibility to operations and
supply chain cost reduction efforts. Obi EC
(2018) highlighted the advancement of cancer
drug research, highlighting the need for value-
based reimbursement, flexible pricing,
compulsory licensing, legislative proposals and
a 20% research allowance.

According to Nair (2023), Indian
pharmaceutical companies should make
patented lifesaving drugs, available to all needy
patients, at an affordable price. Stakeholders in
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healthcare continuously observe the safety of
treatments, offering intelligence on mid-term
safety, confirming the efficacy of these
interventions, as mentioned by Andreotti F and
Crea F (2005). Kumar S. et al. (2024) and
Galasso A. et al. (2024) highlight India’s small
and medium-sized pharmaceutical enterprises’
challenges, including monetary constraints,
inadequate marketing budgets and weak brands,
suggesting solutions like micro-financing and
rural sales. Mascarenhas et al. (2005) propose
an analogical strategic model for marketing
lifesaving drugs, blended with profitability and
humanitarianism, for combating HIV/AIDS.
McDonell et al. (2024) specified the need for
a regulatory and monetary support ecosystem
to support effective treatment. Niazi SK and
Mariam Z (2025) suggest studying the
application of Al for marketing and identifying
the market potential of lifesaving drugs in the
future.

Despite many advancements in the field,
Indian pharmaceutical marketing faces many
challenges due to supply shortages, availability,
high costs, regulatory issues and ethical issues.
Existing studies highlight both opportunities for
the sector market as well as challenges faced,
thereby reflecting a clear gap in understanding
the market and market potential for life-saving
drugs, especially in the context of specific
regions. By addressing this contextual gap,
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profitability with social responsibility, equitable
access of life saving drugs to regional market
can be improved. This study examined market,
and market potential of life saving drugs, to
analyse the factors of availability, affordability
and effective marketing strategy.

2. Review of Literature

While framing effective marketing
strategies, the market is the foundation of the
pharmaceutical industry. Buzzell (1999)
emphasizes that clearly defining the market helps
organizations to analyze competition and evaluate
performance, which is critical while operating
within complex regulatory frameworks. The
pharmaceutical industry is utilizing digital and
Al strategies to identify trends and value,
requiring future research, using TAM
frameworks, diverse databases, languages and
qualitative methodologies (Anthuvan T. 2024).
Marketing strategies include direct marketing
to healthcare professionals, digital marketing
strategies, and educational outreach to patients,
to effectively promote their products or services
(Marcus, 2023).

According to Mittal and Singh (2010),
integration of psychographic and social
segmentation approaches in life-saving drugs can
support target prescribers. Vyavahare Ritesh
et al. (2023) suggested the need for awareness
and education in responsible self-medication,
among developing countries. Essential
medicines are crucial for health in middle-income
countries, with 65% of the population lacking
access. Urgent policy actions, bringing all drugs
in the National List, procuring bioequivalence-
tested drugs and promoting generic medicines
(LavatePatil S, 2023). Unique forces shape
the marketing of life-saving medicines. Lerer
(2002) and MacLennan (2000) highlight the
challenges in pharmaceutical marketing,
especially in India, where companies often treat

doctors as primary customers, highlighting the
need for strategic marketing approaches.

Accessibility and availability and
infrastructure constraint for life-saving drugs,
are major concerns in marketing (Nguyen,
Hassali, and McLachlan, 2013). The Asia
Pacific Conference on National Medicines
Policies (2012) highlights barriers and enabling
factors to access medications, applicable to
Mabharashtra’s healthcare challenges. Recent
trends in pharmaceutical marketing influence
availability and demand (Zulfikar and Rabbani,
2016). Increased e-platforms and smart devices
exert influence on e-marketing.

Finally, the Indian pharmaceutical industry
faces many global challenges. Darekar et al.
(2016) and Kalyani et al.(2022) highlight the
impact of globalization and competition on the
Indian pharmaceutical industry, highlighting the
increasing involvement of patients in prescribing
decisions and the influence of marketing
strategies on product, price, promotion, people
and process. Lavate Patil S. et al. (2022)
demonstrated the pharmaceutical marketing’s
need for combating counterfeit medicines in rural
markets, focusing on ‘piggyback’ distribution
models, health camps, and anti-counterfeiting
measures, focusing on surveys of super-specialty
hospital customers in India (Jaheer 2022). This
review examined the market potential and
challenges of life-saving drugs in India, focusing
on factors like pricing, distribution, access and
ethical considerations in the pharmaceutical
industry.

3. Statement of the Problem

Despite advances in the pharmaceutical
industry and government efforts to enhance
healthcare infrastructure, access to life-saving
drugs, in many regions of India, remains limited
and uneven. Maharashtra, one of the most
industrialized states, presents a paradox where

ISSN 0973-1598 (Print)

ISSN 2321-2012 (Online) Vol.22 No.1 January-June 2026 &4



high-end healthcare coexists with significant gaps
in the availability and accessibility of essential
medicines, particularly in semi-urban and rural
districts like Kolhapur. While pharmaceutical
companies continue to expand their product
portfolios and distribution networks, systemic
challenges such as supply chain inefficiencies,
inadequate prescriber engagement, economic
disparities and lack of awareness, hinder the
optimal reach and utilization of life-saving
drugs. The Kolhapur District, well-known for
its agricultural economy and diverse urban and
rural populations, is a crucial area for addressing
disparities in the market for life-saving drugs.
Though there are healthcare facilities,
accessibility and availability of drugs are also
found challenging due to logistical, financial
and behavioral factors. Pharmaceutical
companies’ marketing strategies often fail to
account for regional nuances, further
exacerbating the problem. Hence this research
work examined these issues and market
potential, as well as identified key barriers,
enabling policy framework, pharmaceutical
marketers and healthcare professionals, to
develop more effective strategies.

4. Need for the Study

The health urgency and persistence of
healthcare disparities are the main driving forces
behind the need for the study. Life-saving drugs
are not merely commercial products but they
are also critical to saving lives in acute and
chronic medical conditions. Any delay or
unavailability can result in preventable morbidity
or mortality. Diversity in demographic settings,
income level and medical infrastructure,
necessitates insights into the demand and supply
relation market and the marketing potential of
life-saving drugs. The study proposed to identify
barriers to accessing life-saving drugs in regions,
such as affordability, logistical issues, prescriber
behaviour and patient perceptions. The study

could empower pharma stakeholders with
knowledge, focusing on targeted interventions,
awareness campaigns, subsidy models, improved
supply chain systems, or region-specific
marketing strategies. This systemized effort
would reduce disparities and improve the
availability and accessibility of life-saving
medicines.

5. Objectives of the Study

¢ To analyze the market potential for life-
saving drugs in urban and rural areas of
Mabharashtra.

¢ To identify the key challenges, that hinder
the availability and accessibility of life-saving
drugs.

* To explore the perceptions of stakeholders,
regarding the distribution and availability of
life-saving drugs.

¢ To investigate emerging trends in
pharmaceutical marketing and their impact
on the market for life-saving drugs.

6. Hypotheses of the Study

H1: There is significant difference in the market
potential for life-saving drugs between urban and
rural areas of Maharashtra.

H2: The high cost of life-saving drugs is the
primary barrier to their availability and
accessibility.

H3: Limited distribution channels and supply
shortages contribute significantly to the
challenges faced by life-saving drugs.

H4: Lack of information about drug availability
and regulatory barriers is an additional challenge
affecting the market for life-saving drugs.

7. Research Methodology
7.1 Sample Selection:

This study used stratified random sampling,
to represent diverse geographic segments of
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Kolhapur District, including urban and rural
populations. The total population was 5,416
individuals (District Statistics Office,
Kolhapur, 2023), including healthcare
professionals, pharmaceutical marketers,
medical representatives, sales personnel and
consumers, affected by life-saving drug
availability and distribution. The population was
divided into two primary strata, based on
demographic and geographic classifications:

Stratum 1 (Urban areas)
Stratum 2 (Rural areas)

Let the total population size be represented
by N, with N1 representing the urban stratum
and N2, the rural stratum, such that:

N=NI+N2=5416

The study employed proportional allocation, to
determine the sample size nl (urban) and n2,
(rural), to ensure statistical reliability and
proportional representation.

nl=(N1N)xn and n2=(N2N)xn=
\left(\Mfrac{N  } {N}\right) \times n \quad
\text{and} \quad n, = \left(\frac{N,

}{N}\right) \times nnl=(NN1)xn and
n2=(NN2)xn

where n is the total sample size, selected for
the study.

The study, involving 264 (urban) and 109
(rural) respondents from Kolhapur District, as
depicted in Table-1, provides diverse insights
into challenges and potential of life-saving drug
accessibility, in varying socio-economic and
infrastructural settings, ensuring equal probability
of inclusion and reducing selection bias.

7.2 Period of Study

Data, collected from June 1, 2023, to
February 24, 2024, were considered for the study.

7.3 Sources of Data

Primary data were used for this study. Data
were collected through surveys, administered

to business owners, healthcare professionals,
marketing professionals, medical representatives,
sales and marketing personnel and students.

7.4 Tools Used for the Study

Microsoft Excel was employed for data
organization, analysis and hypothesis testing. It
supported statistical operations, including
descriptive statistics, graphical representation and
inferential statistics. Functions such as mean,
standard deviation, correlation, t-tests, and
regression analysis, were applied to derive
meaningful insights from the collected data.

8. Data Analysis and Interpretation

The data analysis began with the measures
of central tendency, such as mean, mode,
median, standard deviation and confidence
intervals, to analyze the distribution of consumer
values and identify key challenges in marketing
and market potential for life-saving drugs. This
was further used to explore the association
between variables, using chi-square tests. The
urban data analysis, displayed in Table-2,
reported mean of 4.2595, mode of 5, and median
of 4. Negative skewness indicated a left-skewed
distribution while positive kurtosis suggested a
peaked distribution, with thick tails. The 95%
confidence interval for rural responses was
wider, indicating slightly more variability
compared to urban responses. The rural data
analysis showed an average value of 4.1388 and
a median of 5, though the value appeared to be
an outlier and may require further review.
Negative skewness persisted in rural data, along
with slightly positive kurtosis, indicating a
moderate peak distribution. The confidence level
of rural responses was wider, reflecting more
variability. These descriptive results pointed to
relatively high perceived potential and awareness
of life-saving drugs, across both urban and rural
regions, with urban participants reporting slightly
higher scores.
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Figure-1 and Table-2 present insights into
the most pressing challenges observed during
the study. These findings supported H,. High
cost and affordability concerns emerged as the
most frequent barrier to access, especially
among healthcare professionals and business
owners. The observations reflected a wider
global trend, as mentioned by Lerer (2002).
Other challenges included lack of information
about the availability of drugs (supporting H,),
as depicted in Figure 5 and as discussed by
Mittal and Singh (2010). Supply deficiencies
or stockouts, were more prominent in rural areas,
aligning with H,, as found by MacLennan and
McKenzie (2000). The analysis also identified
the imperfect supply systems and regulatory
restrictions, as significant barriers, reinforcing
H, on regulatory challenges, echoing concerns
raised by Darekar et al. (2016), on Indian
medicinal logistics.

Hypothesis testing was conducted, to check
whether there was significant difference in the
market potential for life-saving drugs, between
urban and rural areas of Maharashtra. Table-3
outlines the test details, which covered 264 urban
and 109 rural observations. The hypothesized
mean difference was zero, with a t-statistic of
approximately 0.916 and a two-tailed critical
value of 1.975. The p-value for one-tailed testing
was 0.180, and for two-tailed testing, it was
0.361. Since the t-statistic was smaller than the
critical value, the null hypothesis was not rejected,
implying that no statistically significant difference
was observed between the two regions, which
means H, was not supported. The urban mean
was reported to be 4.2613, and the rural mean
was 4.1467, which are relatively close,
reinforcing the conclusion of having similar
market potential (supporting H, ). The study by
Nguyen et al. (2013) supports this result across
areas, with reasonable levels of cognizance.

To gain insights into market share
distribution, in both urban and rural areas, further
data analysis was performed. The urban mean
rating was 4.2310 compared to 3.8807 in rural
areas. This discrepancy revealed notable
difference in market share, suggesting that urban
areas gained from better infrastructure, stronger
brand presence and more robust pricing and
promotional strategies. These results supported
conclusions from earlier literature by Buzzell
(1999) and Zulfikar and Rabbani (2016), who
emphasized the influence of structured
marketing practices (Figure-3) in urban
pharmaceutical markets and the impact of
emerging trends in pharmaceutical marketing
(Figure-4), on the confidence of stakeholders
in the industry. The outcome was found to be
consistent with insights from Khan et al. (2014)
and Zulfikar and Rabbani (2016) and
underscores the transformative role of e-
marketing, digital marketing, and social media
marketing, in the pharmaceutical and healthcare
management sector, which provided additional
support to H, and H,.

The two-tailed t-test, implemented for two
samples, assuming unequal variances of market
potential, as shown in Table-3, found t-statistic
of 0.913 and p-value of 0.360. Therefore, the
null hypothesis was not rejected. These findings
are supported by the mean values of 4.2613 for
urban market potential and 4.1467 for rural
market potential. However, for market share
assessment, urban areas with a mean rating of
4.2310, were found to have a larger share
compared to rural areas, with a mean rating of
3.8807. This revealed considerable disparities
in market potential, marketing effectiveness,
drug availability, infrastructure and product
outreach, between urban and rural areas. The
study found that the pharmaceutical market in
urban areas significantly dominated due to
improved branding, competitive pricing, higher
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consumer awareness and better logistics
networks. Interestingly, research discovered
significant correlation between emerging
pharmaceutical marketing innovations and
stakeholders’ trust. The rejection of the null
hypothesis again confirmed emerging trends
such as mobile or digital communication, e-
retailing and mobile-based promotion. As a
result, stakeholder confidence and informed
decision-making in the Indian life-saving drug
market have increased.

9. Findings of the Study

A study in Kolhapur, India, showed a rising
demand for life-saving drugs in both city and
rural areas. However, issues like high prices,
supply shortages and regulatory hurdles slow
down growth. Consumers generally understand
product differences and trust life-saving
medications, reflecting growing acceptance
across regions. Stakeholders in the pharma
sector identify the importance of procurement
of lifesaving drugs and pricing strategy of these
drugs but ethical issues related to prescription
practices, marketing ethics, quality concerns etc.
still exist. New trends include digital marketing,
social media, personalized medicine apps and
online platforms. Engagement on social media
and direct advertising to consumers are also part
of recent marketing strategies.

10. Suggestions

The pharmaceutical industry faces many
challenges and to address the challenges faced
by the market for life-saving drugs, based on
the findings of the research work, a few
recommendations could be made. Employing
price regulator actions can help to reduce the
cost of life-saving drugs. Intensifying supply
networks is necessary to reach the underserved
and strengthening supply chains will ensure
adequate availability of life-saving drugs.
Streamlining controlling actions can reduce

barriers to market entry for pharmaceutical
companies. It is also important to increase
cognizance about the availability and importance
of life-saving drugs among healthcare
professionals and the public. A layer-wise
business model, as depicted in Figure 6, is
recommended for the combination, classification
and prediction of effective drug adoption trends
and marketing patterns. The study (Figure 2)
found that direct sales marketing representatives
are the most effective marketing channel for
promoting pharmaceutical products, followed by
online advertisements, social media and
television advertisements while print
advertisements, medical events and chemists are
the least successful. Educational content was
the most preferred message format, followed
by emotional appeals and relative advertising,
such as superiority claims and testimonial
success stories. Emotional appeals ranked
second in the list of message formats.

11. Conclusion of the Study

The study identified the challenges in the
marketing of life-saving drugs in Maharashtra,
particularly in the urban and rural areas of the
Kolhapur District. It also stressed the need for
impartial pricing, enhanced supply channels and
controlling or regulatory support to confirm
judicious access to essential lifesaving
medications. The study also indicated the need
for biosimilars and alliances with healthcare
establishments, to overcome financial and
logistical barriers. It also suggested enhancing
affordability and availability, supply chain
management, consistent labelling and integrating
patient feedback into decision-making. Modern
and smart AI/ML-based drug verification and
predictive modelling, can reduce costs. The
outcome of the study would be useful to bridge
the disparities between urban and rural
populations’ healthcare availability. Stakeholders

ISSN 0973-1598 (Print)

ISSN 2321-2012 (Online) Vol.22 No.1 January-June 2026 &8



of pharmaceutical marketing can address these
challenges and work in collaboration, to ensure
life-saving drugs reach those in need. This
strategy could help to improve public health
outcomes. The study’s inferences could be
applied beyond Maharashtra, contributing
insights into other regions, facing similar
challenges in the pharmaceutical market.

12. Limitations of the Study
The study suffered from four limitations:

1) It used proportional stratified random
sampling, which may limit statistical analysis.

2) Its limited scope to the Kolhapur District,
which may not be generalizable to other areas
due to healthcare disparities, literacy levels
and financial conditions.

3) The data collection method used was self-
reported, potentially introducing response
bias.

4) Additionally, the study did not include input
from key stakeholders like policymakers,
hospital procurement officials and public
health administrators, which could pose a
systemic challenge in accessing and
distributing life-saving drugs.

13. Scope for Further Study

Future research can implement machine
learning algorithms and predictive modelling in
pharmaceutical and healthcare industry, to
provide accurate predictions and descriptions in
the form of classifications, regression analysis
and groupings. Future studies can also focus on
implementation of Al-based Real-time sensors
and responsive communication through online
portals and timely emails to improve patient care.
Further, researchers can examine the message
content and its format, educational content,
marketing tools, cost-benefit analysis and
lifesaving drugs pricing options, to improve
affordability and availability.
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Table-1: Population Size and Sample Size of the Study

- Total
District N, N
Urban area Kolhapur 3831 264
Rural area of Kolhapur 1585 109

Source: Compiled by the Researcher.

Table-2: Increases in Potential Consumers for Life-Saving Medicines

Statistical Measure Urban Rural

Mean 4.260 4.139
Standard Error 0.053 0.114
Median 4 5
Mode 5 5
Standard Deviation 0.854 1.188
Sample Variance 0.729 1.410
Kurtosis 2.504 0.874
Skewness -1.418 -1.365
Range 4 4
Minimum 1 1
Maximum 5 5
Sum 1116 447
Count 262 108
Largest(1) 5 5
Smallest(1) 1 1
Confidence Level (95.0%) 0.103889931 0.226543957

Source: Primary Data and Computed using MS Excel
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Table 3: Two-Sample Assuming Unequal Variances Market Potential

Test Urban Rural
Mean 4.261 4.147
Variance 0.726 1.404
Observations 264 109
Hypothesized Mean Difference 0
Df 156
t Stat 0.916
P(T<=t) one-tail 0.180
t Critical one-tail 1.655
P(T<=t) two-tail 0.361
t Critical two-tail 1.975

Source: Primary Data and Computed using MS Excel

Figure-1: Opinion Analysis
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Figure-2: Effective Marketing Channel
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Figure-3: Marketing Practices Raise Ethical Concerns

Marketing practices raise ethical concerns
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Figure-4 : Current Emerging Trends in Pharmaceutical Marketing
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Figure-5: Major Challenges Related to the Availability of Life-saving Drugs in the Market

Major challenges related to the availability

300 258 257 254 244 80.00%
250 " : .
200 60.00%
150 40.00%
100
20.009
50 ) ) 0.00%
0 - 0.30% 0.00%
High costand  Supply Limited Lack of  Regulatory Other (Unlabeled)
affordability shortages or distribution information  barriers
issues stockouts channels  about drug...

mmmm Count === Percentage

Source: Primary Data and Computed using MS Excel

Figure-6: Business Model
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