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Pharmaceutical industry is one of the fast-growing industries in the world and the current problem is evidenced from the
perceptions of unethical marketing practices and their impact on physicians and patients. Many studies have been
published earlier which states that the pharmaceutical companies are following unethical procedures in marketing their
products thus affecting the prescribing behavior of the physicians and leading to increasing risks of patient’s safety. Based
on this research, it is evident that the main problem is the perception and mindset of ethics and marketing strategies and
its impact on patients and physicians. Different kinds of marketing strategies are being followed by different countries for
both OTC (over the counter) and prescription drug promotions. The research problem in discussion entails the impact of
marketing strategies on physicians and patients and the perception of ethics involved in pharmaceutical marketing. This
study investigates the medical implications and ethical perceptions of the marketing strategies by the physicians and
patients in India and the United States. One significant goal of this research is to identify the effects on patient’s medical
outcomes and safety. This study will facilitate opportunities to identify the suitable promotional inputs for the existing
pharmaceutical companies in India. The strategies of the companies can focus purely on making the drug known to the
patients through doctors in a safe way without any biasing and for that to happen, helping the doctors to know the complete
details of the drug is important. In India, there is no access for the drugs to be marketed on mass media and to launch new
products, it is very important for the pharmaceutical company to follow ethical practices. The government rules and laws
also play a major role in marketing of the drugs and knowing the marketing strategies of the United States and its impact
on doctors and patients will help the country in innovating new strategies to market the products abiding the laws of FDA
and the government. Comparing India with the United States in this research is beneficial for both the countries in many
ways. The comparison is focusing on the impact of marketing strategies, pull marketing strategy, which is being followed
in the U.S. and not legally allowed in India. The impact of the strategy on doctors and patients has positive and negative
results which can be helpful for both the countries in the future if corrected.
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Review on the Business Model Innovations and New Competitive Advantage in European Countries Wenjing Zhu Why
Business Model Innovation Is the New Competitive Advantage The focus on business model innovation has increased to
a dramatic extent over the last couple of years. This paper contradicts Porter’s views about competitive advantage and
highlights how business model innovation can serve as a competitive advantage. The study was purely approached from

a theoretical perspective, and previous articles and papers based on competitive advantage were reviewed and analyzed in
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the present context. The study highlights that business model innovation can be a source of sustainable competitive
advantage because for rival firms imitating an entire novel system is quite difficult compared to imitating a product or a
service. The study also shows that business model innovators earn four times more returns than product and service

innovators.
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