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Abstract: Objective To provide a reference for enterprises to formulate a sales strategy of prescription drugs. Methods From the doc-
tor’s perspective, it was assumed that the five major factors of prescription drug sales,such as mass(especially referring to medical jour-
nals) advertising, enterprise knowledge , enterprise service, brand, and enterprise professionalism, had a significant positive impact on pre-
scription drug sales. On this basis, the theoretical framework model was established,the scale was generated,and the questionnaire content

was refined. The questionnaire survey was conducted among doctors. The data reliability analysis, validity analysis and hypothesis test
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were conducted for the five major factors. Results

Enterprise service, enterprise specialty,brand and enterprise knowledge had a positive

impact on prescription drug sales,with path coefficients of 0.326,0.300,0.271 and 0. 156, respectively. There was a non — positive

effect between mass advertising and prescription drug sales, with a path coefficient of 0.037. Conclusion

The enterprise service,

enterprise specialty, brand and enterprise knowledge have different influences on prescription drug sales. Therefore, different enterprises

should combine different resources when formulating the sales strategy of prescription drugs.

Key words: doctor’s perspective; prescription drugs; marketing strategy ; influencing factors; factor model
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Fig.1 The theoretical framework model of influencing factors of

prescription drug sales
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Tab.1 Refining the scale of influencing factors of prescription drug

sales
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Tab.2 Descriptive analysis of participants’ general data(n =215)
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Tab.3 Descriptive analysis of participants’ behavior(n =215)
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Tab. 4 Reliability test form
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Tab.5 Variable correlation coefficient and AVE value
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Tab.6 Measurement items and their related —indexes results
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Tab.7 Path coefficients and their conclusions
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