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Abstract

This research aims to: ( 1) study digital marketing operation of pharmaceutical business from
stakeholders’ perspectives (2) study the opinion on opportunity, problems and obstacles of pharmaceutical business
(3) design the diigital marketing guideline for Pharmaceutical Business in Thailand. The research methodology was
qualitative study which used 5 stages of design thinking process. In empathize stage, the researcher study the
operation and problems of digital marketing operation of pharmaceutical business by documentary and digital media
study and conducted in-depth interview and focus group with 53 informants from stakeholders consisted of 12
marketing ethic controllers, 31 consumers and health professionals who searched drug information in digital media
as well as 10 pharmaceutical operators who used digital marketing. The research instrument was semistructure
interview guideline, ideating board and feasibility questionnaire. In defining stage, qualitative data was
analyzed by content analysis with QDA miner lite program. Then the problems and informant personas
were presented to conduct expert brainstorming in the ideating stage. Initial digital marketing guideline
was developed in the prototype stage and did feasibility test by questionnaire in the test stage to test
and improve the digital marketing guideline for pharmaceutical business in Thailand.

The results found that: (1) consumers and health professionals searched drug information
from digital media, some consumers bought medicine online. Controlling the operations of the digital
market was conducted both upstream and downstream by the Food and Drug Administration staffs in
collaboration with a network of government agencies and consumer protective agents. Pharmaceutical
operators perceived the business opportunity of digital marketing communication, they were providing
diseases and medicines information toward consumers health professionals; (2) the digital marketing
opportunity of the pharmaceutical business facilitate both the healthcare information of consumers and
healthcare professionals. In the future, if there is a standardized online drug distribution, it will lead to
greater convenience in accessing public health services. The problems and obstacles of the ethic
controller group were their high workload, the complexity of digital marketing and their concerns about
the risk of consumer information access. While professional associations want to provide accurate
information and standard of operation. The problem in the information seeking group was the lack of data
sources. Consumers need reliable and easy to understand information source, whereas health
professionals need in-depth information to solve medicine problems for their patients. The problem in
the pharmaceutical business group was the obstacle from communication regulatory and unsuccessful
health professional communication via digital media. ( 3) The digital marketing guideline for the
pharmaceutical business consists of changing the law responding to digital marketing, establishing data
sources and networking in data preparation, developing an affiliate network to investigate and legalize
marketing misconducts, utilization of technology to increase the efficiency of digital marketing of the
pharmaceutical business, certifying the standard of digital Marketing operation and the development of
digital marketing ethics in the pharmaceutical business.
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