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ABSTRACT

Online pharmacy services are a relatively new concept and are gaining traction in the Philippines. Online
pharmacies illustrate a conventional pharmacy's "virtual branch," reaching out to online consumers to sell and
market medications through the internet. The study aims to determine consumers' awareness and perception
towards online pharmacy services in the Philippines. The research follows a quantitative non-experimental design
utilizing a descriptive approach and correlational analysis. An online survey questionnaire is created and is
distributed using Google Forms. The respondents are limited to the residents of the National Capital Region,
Philippines, based on convenient sampling. To compute for the respondents' profile and determine the consumers'
awareness and perception towards online pharmacy services, percentage, and weighted mean is calculated.
Subsequently, chi-square test is used to correlate the consumers' perception to the respondents' demographic profile
and internet utilization as a factor in purchasing from online pharmacies. Results of the study show that consumers
perceive that the parameters — convenience, fair pricing, accessibility, reliability, and security as influencing factors
in patronizing online pharmacies. No significant correlation is found between the consumers' perception to the

respondents' demographic profile and internet utilization as a factor in purchasing from online pharmacies.

KEYWORDS: Online Pharmacy, Services, Awareness, Perception, Consumers.

CHAPTERII

The Problem and Its Background

Introduction

It is evident that the internet has become an integral part
of many people's lives and has dramatically
revolutionized many different fields. One field is E-
commerce. E-commerce in recent years has achieved
massive success by providing a virtual platform to do
business with great ease (Hassan et al., 2017).

E-commerce is currently in its emergent phase,
including online shoppingand the sale of prescription
and over-the-counter medications (Desai, 2016).

Online pharmacy is a technological advancement in
creating a massive demand in the upcoming days
(Chordiya & Garge, 2019).

The Republic Act No. 10918, an act regulating and
modernizing the practice of pharmacy in the Philippines,
also known as the Philippine Pharmacy Act, defines
online pharmacy services as pharmaceutical services of a
duly licensed pharmaceutical outlet done over the
internet.
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Online pharmacies illustrate a pharmacy's "virtual
branch," reaching out to online consumers to sell and
market medications through the internet. The e-
commerce share in the global retail spend is showing a
steady increase over the years, indicating an evident
shift of consumer attention from "bricks and mortar:to
"clicks and mortar" in the retail sector (Renjith, 2018).

Many reasons influence consumers to purchase medical
needs through the internet. These include having lower
cost, product availability, accessibility, and time-saving
(Ashames, 2019).

In the Philippines, the pharmacy market is a booming
industry. Online pharmacies are a relatively new concept
and are gaining traction in the region as the market
witnessed a growth of 3.4% during 2014-2019 (Ken
Research, 2020).

As the development of online pharmacies in the country
rapidly increases, the Food and Drug Administration of
the Philippines (FDA) informs the public on significant
risks associated when purchasing online (FDA,
2019). Hlicit online pharmacies are present and widely
accessed, posting dramatic risks to the drug supply
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chain integrity and patient health (Zhao, 2020).

Consumers should be educated about the benefits and
downsides associated with buying drugs on the internet.
Educational measures should be coupled with sufficient
monitoring of online pharmacies from regulatory
authorities (Shah, 2018).

The present study determines the consumers' awareness
and perception towards online pharmacy services in the
Philippines through the key factors used in the study.
Key factors include the consumers' demographic profile,
internet usage as a factor in online purchasing of
medications, respondents’ experience on online
pharmacies, awareness on online pharmacy services
available in the Philippines, and the consumers’ driving
force in purchasing from an online pharmacy.

Background of the Study

The conventional role of pharmacy had begun to change
due to the Industrial Revolution; leaders within
community pharmacies have sought to shift focus from
product to patient (Urick, 2019).

Community pharmacists have adopted new services
mostly for patients with various health conditions, people
with low health literacy, and people with limited access
to healthcare services (Hussain, 2020).

As a result of the COVID-19 pandemic, online buying is
expected to dominate consumers' buying preferences in
the future. Manufacturers are expected to move to
online distribution outlets, including e-commerce
websites, online markets, and invest in an official online
shop (Ken Research, 2020).

Convenience and safety have been a priority during these
challenging times, and online pharmacies could address
these needs. Due to the internet, the medications needed
are accessible in just a few clicks (Zoleta, 2020).

According to the Zion Market Research (2019)
report, the E-pharmacy market worldwide was
approximately USD 42.32 billion in 2018 and is
expected to generate around USD 107.53 billion by
2025, at a CAGR of around 14.26% between 2019 and
2025.

More and more people opt to use online pharmacies
rather than take a stroll to a retail drugstore (Chordiya
& Garge, 2018). However, there is very little
information regarding consumers’ attitudes towards
online pharmacies (Alfahad et al., 2015).

With that in mind, online pharmacy in the Philippines is
in its infancystage and has only been prominent during
recent times. Consumers' lack ofawareness is a concern
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(Pharmaceutical Commerce, 2017). At present, the
online market, including online pharmacies, is no
stranger to illegitimacy and illicit issues, and a
contributing factor to this can be the limited knowledge
of consumers in the existence of online pharmacies.

As per FDA Advisory No. 2019-154, the online sale of
drugs is not allowed under current legislation and
regulations in the Philippines. Currently, the Philippine
Pharmacy Act with the FDA only allows online selling
of medicines only for FDA-licensed Pharmacies with an
actual physical address (FDA, 2019).

FDA-licensed online pharmacies in the country include
Dima.ph, MedExpress Drugstore, MedGrocer, Mercury
Drug Gamot Padala, Muramed.com, Rose Pharmacy
Online, Southstar Drug Delivery, and Watsons Online
Pharmacy (Zoleta, 2020).

The present study focuses on key factors to determine
consumers' awareness and perception from the National
Capital Region towards online pharmacy services in the
Philippines. The consumers’ awareness and perception
are determined. Subsequently, consumers’ demographic
profile and internet utilization are factors correlated to
the consumers' perception on online pharmacies.

Through a cumulative and curious mindset, the
researchers considered this topic given its timely and
significant relevance in the country, which is slowly but
increasingly dependent on online services to address
consumers' needs, particularly at this time.

Conceptual Framework

Filipino consumers are yet to be introduced entirely
towards the concept of pharmacy services in an online
setting. Consumers' limited awareness can contribute to
why online pharmacies are not as prominent as
conventional pharmacies even in these times. Due to
that, Filipino consumers have not patronized online
pharmacies as much compared to conventional
pharmacies.

The present study focuses on determining the awareness
and perception of consumers from the National Capital
Region towards online pharmacy in the Philippines. The
consumers’ awareness is determined through the
respondents’ source of information regarding online
pharmacy, online pharmacies patronized, the number of
times of purchase, products purchased and online
pharmacy services available in the Philippines. The
consumers’ perception is determined through factors
influencing consumers to patronize online pharmacy
services. Subsequently, consumers' demographic profile
and internet utilization are factors correlated to the
consumers' perception on online pharmacies.

for  the legitimacy of online  pharmacies
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Online Questionnaire

® Google Forms

® Institutional Ethics Review
Committee- Centro Escolar University

® Experience on Online Pharmacy

® National Capital Region

Statistical Treatment of Data

® Percentage

® Weighted Mean

¢ Correlation Analysis:
Chi-Square Test of Independence

Review of Related Literature and Studies
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Demographic Profile

e Gender

e Age

e Highest Educational Attainment
e Approximate Monthly Income

‘Weekly Internet Utilization

e Internet Use
e Social Media Use
e Online Purchase

Consumers' Awareness towards the
Online Pharmacy Services

Source of Information
Online Pharmacies Patronized
Number of Times of Purchase
Products Purchased
Online Pharmacy Services
Available in the Philippines

Consumers’ Perception towards the
Online Pharmacy Services

Convenience

Fair Pricing
Accessibility
Reliability & Security

Figure 1: The Paradigm of the Study: The Consumers Awareness and Perceptiontowards the Online Pharmacy

Services in the Philippines.

Main Objective

The study aims to determine consumers' awareness
and perceptiontowards online pharmacy services in the
Philippines.

Specific Objectives

1. To determine the respondents' profile based on the
following:

1.1. demographic profile

1.2. internet utilization as a factor in purchasing from

online pharmacies

2. To determine the consumers' awareness, according
to:

2.1. source of information regarding online pharmacy

2.2. online pharmacies patronized by the respondents

2.3. number of times of online pharmacy purchases

2.4. products purchased in online pharmacies

2.5. online pharmacy services available in the Philippines

3. To determine the consumers’ perception on

online  pharmacy services according to factors

influencing consumers to patronize online pharmacy

services.

4. To correlate the consumers’ perception to the.

4.1. demographic profile

4.2. internet utilization as a factor in purchasing from

online pharmacies
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Hypotheses

The following hypotheses are therefore stated:

1. There is no correlation between the consumers’
perception on online pharmacy services to the
respondents’ demographic profile in terms of
gender, age, educational attainment, and monthly
income.

2. There is a correlation between the consumers’
perception on online pharmacy services to the
respondents’ demographic profile in terms of
gender, age, educational attainment, and monthly
income.

3. There is no correlation between the consumers’
perception on online pharmacy services to the
respondents’ utilization of the internet, social media,
and online purchasing as a factor of purchasing from
online pharmacies.

4. There is a correlation between the consumers’
perception on online pharmacy services to the
respondents’ utilization of the internet, social media,
and onlinepurchasing as a factor of purchasing from
online pharmacies.

Significance of the Study

Technology has opened new doors for the pharmacy
practice itself. Through the opportunity that technology
has offered, pharmacy practice is not only confined in a
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store or face-to-face setting. The pharmacy services now
can reach out to consumers in an online environment.

The study's finding could inform consumers on how to
identify and determine what makes an online pharmacy
in the Philippines legal and legitimate and would help
gain knowledge and understanding of the benefits and
risks when purchasing online. . In the future, online
pharmacies can grow into an even broader market where
people can easily access it and depend on it.

The study's findings can benefit already existing legal
online pharmacies in the Philippines because the data
gathered from the consumers reflects their satisfaction or
dissatisfaction with online pharmacies. With the
information, existing online pharmacies can further
improve, refine, and enhance any current offering
features and services.

The study can also contribute to information
dissemination about thecredibility and benefits of online
pharmacies. Pharmacists who are knowledgeable in an
online environment and tech-smart can apply as online
pharmacists.

Existing pharmacies and drugstore owners who wish to
compete in the virtual market can benefit from the
researcher's study. The data gathered can present them
with results on the viewpoints of experienced consumers.
Understanding consumer awareness and perception
towards online pharmacies can help marketers formulate
marketing strategies better.

Lastly, data gathered can be utilized as a basis to
improve future researches. Future researchers can also
add modifications to the study following the relevance
and significance when using this study as a basis.

Scope and Delimitations

The study focuses on determining the awareness and
perception of consumers towards the services of online
pharmacies. Only the variables identified are used to
determine the consumers’ awareness and perception.

A descriptive approach and correlational analysis are
used to discuss and measure the awareness and
perception of consumers towards online pharmacy
services.

The primary source of the study is through an online
questionnaire distributed with the use of Google Forms.

To make the study significant and viable, the respondents
were narrowed down and limited to the residents of the
National Capital Region, Philippines. The respondents
covered in the study are based on convenient sampling.
Limitations apply to those who have not experienced
online pharmacy in the country yet, and will only fill up
until questionnaire one, section five of the survey.
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Only FDA-registered online pharmacies in the
Philippines are count as legal online pharmacies. The
study covers only some FDA-registered online
pharmacies.

Definition of Terms
The terms related and used in this research are hereby
defined for better understanding:

Accessibility. Is referred to as the availability of good
health services within reasonable reach of those who
need them and of opening hours, appointment systems,
and other aspects of service organization and delivery
that allow people to obtain the services when they
need them. (World Health Organization)

Awareness. It refers to the familiarity of consumers with
online pharmacy services in the country, what makes it
legal and what it offers, or what services it provides.

Consumers. It refers to those who have purchased from
an online pharmacy and have experienced online
pharmacies' services.

Convenience. Is defined as a factor for purchasing as the
state of being able to proceed with something with little
effort or difficulty. (Asamoah, 2012)

E-Commerce. Electronic Commerce is defined as the
purchasing and selling of goods and services over the
internet. (Bhat et al., 2016)

Fair Pricing. Is defined as a factor that influences the
purchasing decisionof a consumer which means it is an
adjustment of the price of a product that offers a
combined quality and appropriate services for a
reasonable price. (Albari, 2018)

Online Pharmacy. Is defined as the pharmaceutical
services of a dulylicensed pharmaceutical outlet done
over the internet.

Perception. Is referred to as the consumers’ way of
understanding andinterpretation regarding the concept of
online pharmacies. (eCampusOntario, 2018)

Reliability. is defined as the probability that a product,
system, or service will perform its intended function
adequately for a specified period, or will operate in a
defined environment without failure. (Crossley, 2007)

Security. Is referred to as the combined physical, policy,
and technological approaches to safeguard products and
orders, and help protect against theft and diversion.
(Figge, 2015)

Services. It refers to the functions and activities that
online pharmaciesprovide or offer to consumers.
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CHAPTER 11

Review of Related Literature and Studies

This chapter presents a comprehensive review of various
literature and studies gathered by the researchers, which
are significant and are related to the present research
paper. The following areas discussed are (1) Community
Pharmacy Practice: Then, Now and the future,(2) Online
Pharmacy in the Philippines, (3) Services of Online
Pharmacies, (4) Consumer Awareness on Online
Pharmacies, (5) Perception on Online Pharmaciesand
(6) Factors on Online Pharmacy Purchase.

Community Pharmacy Practice: Then, Now and the
Future

As traditional compounding decreases, leaders within
community pharmacieshave sought to shift focus from
product to patient. By the 1800s, the conventional role of
pharmacy had begun to change due to the Industrial
Revolution, wherein manufacturers start making
medicines in place of pharmacists (Urick, 2019).

According to a review article "Towards a Greater
Professional Standing: Evolution of Pharmacy Practice
and Education, 1920-2020," the history of American
community pharmacy in the modern era can be divided
into four periods. The first period is from the 1920s to
1949s, wherein people would seek fountain drinks from
their local drugstore to cure physical ailments. It is an era
when pharmacists’ compounding has decreased, and the
pharmacy profession has found itself questioning its
purpose. By the 1950s to 1979s, the percent of
prescriptions that were compounded had fallen to 25%. It
was an era called "lick, stick, and pour” wherein
pharmacists’ duty was to dispense premanufactured
capsules and tablets, and are still prohibited them from
discussing the contents of prescriptions with patients.
This led pharmacists to desire to do more than dispense a
product. The 1980s saw a significant shift in the
philosophy of practice, as pharmacy leaders discussed
the pharmacy's role in the 21st century. The 1980s to
2009 was called the Pharmaceutical Care Era. The
practice changes have been strengthened when the
federal government mandated prescription counseling as
a part of the Medicaid program. Dates 2010 to present
were the brightest light for the post-pharmaceutical care
area as opportunities begin to emerge as community
pharmacies partnered with payers and caregivers to
improve medication-related quality measures and
decrease the total costof care (Urick, 2019).

Digital Marketing plays a vital role in the Pharmaceutical
industry especially today. With the current COVID-19
pandemic and movement restrictions, the industry hashad
to switch to a digital setting to be able to market its
products. The Iqvia report on “The Global Use of
Medicine in 2019 and Outlook to 2023”, states that the
pharmaceutical market will exceed a total market value
of $1.5 trillion in 2023 with a compound annual growth
rate (CAGR) between 3% and 6% (Doxee, 2020).
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With the evolution of pharmacies towards a digital
market, the goal is to enhance every aspect of pharmacy
operations to cater to a larger online consumer base. This
involves enhancing an integral part of any pharmacy
which is its supply chain. Accordingto experts from the
medical Futurist, supply chain trends such as robotics
and Artificial Intelligence are here to shorten
pharmaceutical production cycles and reduce production
costs. As a result, these trends aim to shape the industry
by ensuring a seamless operationthrough highly technical
innovated machines to offer marketers value in sales and
drive large customers (Linchpin, 2021).

Another goal of digital pharmaceutical marketing is
increasing “brand awareness”which is of course achieved
through social media in today’s era. In this generation,
more pharmaceutical companies are using social media
sites or e-commerce sites as a medium for digital
marketing. In the pursuit of reaching a larger market,
companies cannot only depend on social media alone,
they also seek the help of avid social media users.
Pharmaceutical companies will join influencers in search
of new ways to market their products (Bharskar, 2020).

A study entitled “Drive-thru pharmacy services: A way
forward to combat COVID-19 pandemic” discussed the
value-added pharmacy services in different countries. In
the United States of America (USA), drugs are dispensed
through mail order or as “drive-thru service” to the
patients. Several value-added services (VAS) in
Australia include forward dispensing, a prescription
reminder system, One-stop-Shops, Rolls Royce service,
chronic illness card, drive-thru pharmacy services, and
home delivery services. The click-and-collect technology
in the United Kingdom, with “human” service,allows the
collection of medicine orders and advice at a suitable
time from the designated pharmacy. Other value-added
services of pharmacies include the Hub and Spoke
dispensing models, the ATM-style prescription
collection point, supplementary prescribing, and
independent prescribing models (Hussain, 2020).

The pharmacy career has evolved rapidly by pushing its
boundaries and limits. An article “A Glimpse into the
Future of Pharmacy” states that the universal availability
of mobile devices is a call for software creators, IT
workers, and technology firms to venture into and build
health care delivery services that are flawlessly
incorporated with the patient care environment.
Advancements in pharmacogenomics are also discussed
in the article. With pharmacy and pharmacogenomics
being a complex and ever-expanding field, this calls for
continuing education programs to introduce/reinforce
pharmacogenomics findings to be placed in practice to
apply a pharmacist’s knowledgeof pharmacogenomics to
direct patient-centered care (Longhi, 2020).

The “Pharmacy of the Future” will be shaped by
demographic, economic, and regulatory changes. It will
be formed by the integration of drastic shifts in multi-
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channel marketing and primary health care. Digital
innovations are starting to revolutionize the retail,
pharmaceutical environment, and even how prescriptions
are filled. The way individuals monitor and manage their
health is also beginning to transform. With the adoption
of GS1 data standards and permission-based access
across primary health care, the sharing of information
between healthcare professionals is primarily driven by
the ambition to provide the best and safest healthcare
possible (Alvarez and Marsal, 2016).

Online Pharmacy in the Philippines

The Republic Act No. 10918, an act regulating and
modernizing the practice of pharmacy in the Philippines,
also known as the Philippine Pharmacy Act, defines
online pharmacy services as pharmaceutical services of a
duly licensed pharmaceutical outlet done over the
internet. Penal provisions are imposed on (n)
unauthorized dispensing of pharmaceutical products
through unregistered online services or direct selling
businesses,as stated in Article VII Section 45 of the act.

FDA Advisory No. 2019-154 states that the online sale
of pharmaceutical goods in the Philippines is not allowed
under the current rules, legislation, and regulations.
Currently, FDA only requires internet shopping
services such that the retailer has a registered FDA-
licensed pharmacy with a physical address. Online
services are onlyadditional operations of the pharmacy
subject to approval by the FDA (FDA, 2019).

FDA-licensed online pharmacies in the country include
Dima.ph, MedExpress Drugstore, MedGrocer, Mercury
Drug Gamot Padala, Muramed.com, Rose Pharmacy
Online, Southstar Drug Delivery, and Watsons Online
Pharmacy (Zoleta, 2020). Most online pharmacies are
mostly available in the National Capital Region (NCR),
which is composed of multiple urban cities which are
highly industrialized and is where technology is easily
accessible and functional (National Nutrition Council,
Philippines, 2020).

MedGrocer is an FDA-registered pharmacy that delivers
prescription and OTC medicines. The consumer is asked
to upload a prescription for drugs that need it.
Medications are added to the cart once a prescription is
uploaded and evaluated. An email will be sent out
summarizing the order. Payment methods could be via
cash on delivery (COD), GCash, and bank deposit.
Convenience fees vary from Php 200 to Php 300,
depending on the location. The processing of orders is
from 9 am to 6 pm on weekdays. Orders made during
office hours are processed within the day, and orders
made during the weekend or the evening are processed
on the next working day (MedGrocer).

Another FDA-registered online Pharmacy in the
Philippines is Dima.ph. Dima is an online pharmacy that
safely offers confidential access to condoms, pills, and
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Community Quarantine, During the COVID-19
quarantine, Dima took off when individuals searched for
new ways to purchase birth control pills and other
reproductive health products. A patient can visit a
doctor, order prescriptions, and search for medication on
the online pharmacy's website, making it easier for the
patient to access medical information, prescription drugs,
and personal product faster, quicker, and free of
judgment (CNN, 2020).

As a result of the COVID-19 pandemic, online buying is
expected to increase. Manufacturers are expected to
move to online distribution outlets, including e-
commerce websites, online markets, and invest in an
official online shop. (Ken Research, 2020)

According to the Zion Market Research (2019) study,
the E-pharmacy industry worldwide was around USD
42.32 billion in 2018, and by 2025 it is projected to
produce round USD 107.53 billion, with a CAGR of
14.26% from 2019 to 2025.

Services of Online Pharmacies

Hussain et al. (2020) discussed new services that
community pharmacists have adopted. These services
are referred to as value-added services (VAS) or
extended pharmacy services. These services were mostly
for patients with various health conditions, people with
low health literacy, and people with limited access to
healthcare services.

Online pharmacy services and online access to
medications have added a new dimension to the delivery
of medicines—the Royal Pharmaceutical Society listed
down a checklist for online pharmacy services. An online
pharmacy service should be registered, and their
registration should be available to the public; it should be
able to verify a person’s identity when supplying
prescription-only medicines online; it should always
provide an opportunity to access advice from a
pharmacist when medications are provided and have an
online consultation process of the same clinical standard
as a face- to-face consultation (Royal Pharmaceutical
Society,2020).

A review article entitled “E-pharmacy vs conventional
pharmacy” described how an e-pharmacy model
functions. An online pharmacy application asks
consumers to upload a copy of their prescriptions and
place requests for the medications needed. A team of
registered pharmacists will verify and check every order
that they receive. With that, the validated drugs are
forwarded to a pharmacy store from where the medicines
are dispensed (Chordiya & Garge, 2018).

According to Prashanti (2017), there are undoubted
opportunities for customers in the online pharmacy
market. This provides access to medications for the
disabled or home-bound, access for 24 hours a day, a

other reproductive health services. During the Enhanced nearly infinite range of items available, greater
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anonymity that could allow patients to raise questions
about embarrassing problems, and more accessible
prices; and easy access to details and comparison
shopping.

A review article comparing “E-pharmacy vs
conventional pharmacy” stated that online pharmacies
have many advantages compared to conventional
pharmacies. Online pharmacies offer great convenience
to consumers. Individuals who live far from the retail
pharmacies and others whose daily routine requires
additional difficulties can benefitfrom the online buying
of medications conveniently and quickly. In comparison,
delivery costs are often cheaper than the travel expenses
associated with a conventional pharmacy visit. Online
pharmacies take less time and effort than traveling to
your local pharmacy and having to wait in line for your
medicine. Online medication purchase provides lower
costs. It is especially helpful for individuals who find it
challenging to talk face-to-face with doctors and
pharmacists and offer a wide range of choices (Chordiya
& Garge, 2018).

Desai (2016) stated that online pharmacies provide
competitive deals over offline pharmacies, including
expanded availability, reduced purchase and product
prices, accessibility, and greater customer privacy.
Online pharmacies provide access to consumers with
limited mobility and who are far from retail pharmacies.
Some have a provision of text alerts such as medicine
reminder messages. Online pharmacies also offer more
discounts and provide doorstep delivery within a short
time.

Consumer Awareness on Online Pharmacies

In research entitled "The extent of use of online
pharmacies in Saudi Arabia,” the awareness of 633
respondents was determined with the existence of online
pharmacies. Results show that only 23.1% or 146 were
aware of online pharmacies, and only 2.7% or 17
respondents had already purchased medicines online. A
significant question was askedto the respondents if they
can differentiate between legal and illegal online
pharmacies. The majority of the respondents could not
distinguish both online pharmacies or were unsure about
their differences (Abanmy, 2017).

In the same study, 17 respondents who purchased
medications online were satisfied with the service. Three
stated that the medicines purchased from an online
pharmacy were better than those bought from a retail
pharmacy, while seven said that the service was not
excellent. Two of 17 respondents said that they need a
prescription to purchase medications online. One was
asked to provide and upload the prescription, while
the other was asked to answer several questions about the
respondents' health status. The study concluded that
online pharmacies in Saudi Arabia are currently not an
issue since most were unaware of online pharmacies'
services. They emphasized that online pharmacies'
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legality and the quality of the products sold should be
addressed as the number of online pharmacies in Saudi
Arabia is significantly increasing (Abanmy, 2017).

Another study entitled "Consumer and Community
Pharmacists' Perceptions of Online Pharmacy Services in
Uyo Metropolis, Nigeria," surveyed 60 pharmacists and
500consumers. The study results show that although
>85% of the respondents reported frequent internet
use, only 28% of the consumers and 57% of the
pharmacists were aware of the existence of online
pharmacy in Nigeria. (Ndem, 2019)

A study investigated the “Perception and Knowledge to
Online  Pharmacy Services among Consumers in
Riyadh, Saudi Arabia: a Pilot Survey.” The findings of
the study revealed that only a few of the respondents
indicated that they had ever bought pharmaceutical drugs
over the internet. Most respondents (82.6%) did not
know about an online pharmacy, and very few
respondents (1.4%) bought medication from an online
pharmacy (Alfahad, 2015).

In May 2017, the Alliance for Safe Online
Pharmacies (ASOP) Global commissioned a national
polling firm to assess online pharmacies’ consumer
behaviorand perception. They have concluded that there
is very little awareness about online pharmacies, and
only 27% of consumers were very familiar with online
pharmacies. While only 27% of consumers are very
familiar with online pharmacies, 55% of respondents
have or would consider purchasing medication online.

A study on “Consumer Perceptions and Behaviors
towards Online Pharmacies” found out that over half
(55%) of respondents know that online pharmacies exist.
2% of the respondents have experienced online
pharmacies, 4% looked into online pharmacies and
understand how they work, and 49% know that online
pharmacies exist, but don’t know much about them and
had not heard of online pharmacies. 65% of females
with ages 55 above know that online pharmacies exist.
The study also found out that non- prescription drugs are
most likely to be considered for online purchases
(Snowdon, 2018).

Perception on Online Pharmacies

A study listed the reasons for buying medications online.
The research shows that the leading cause of consumers
purchasing online was the unavailability of medicines
from retail pharmacies near them. Respondents who did
not buy any medication online said that there was a lack
of awareness of online pharmacies. 42.7% of respondents
said that they would consider buying drugs online,
38.5% answered "No", and 18.8% did not answer the
question (Abanmy, 2017).

A survey on “Attitudes of Patients and Customers
Regarding Purchasing Drugs Online” concluded that
education (p = 0.001) and age (p= 0.012) are that factors
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that influence the consumers' frequency of visiting
websites about medicine and medicinal products. The
effect of gender, age, and education on online drug
purchase was evaluated. Twenty-one (21) respondents
have purchased from an online pharmacy already.
Among those were 14 females and seven males. More
respondents (8) of ages 21-34 years old have ordered
already followed by (5) ages 14 to 24 and 15 years and
older, 35-44 vyears rated lesser (3). In terms of
educational level, 11 respondents already ordered, which
are those who have a university degree, followed by nine
(9) high school respondents and one (1) from a primary
school (Pal et al., 2015).

The Alliance for Safe Online Pharmacies Global national
polling firm evaluated consumer behavior and online
pharmacies' perception. Those who are younger have
higher incomes, and purchase already purchased from
other online stores would mostly consider purchasing
medications online. Comparing those who have not
purchased online medication resulted in 72 percent of
regular social media users would consider ordering
medications online, and 74 percent of customers who
have bought prescription drugs from an online
pharmacy before will do so again (ASOP, 2017).

A study on “Consumer Perceptions and Behaviors
towards Online Pharmacies” found out that people
between the ages of 18-34 are the ones who are most
likely to be open to purchasing from online pharmacies.
The study also found out that frequent online shoppers
are most receptive to online pharmacies. For the
respondents, convenience and lower prices are the most
considerable perceived benefits of online pharmacies
(Snowdon, 2018).

The present study's main inspiration was from a research
entitled "Consumers Turning to the Internet Pharmacy
Market: Cross-Sectional Study on the Frequency and
Attitudes of Hungarian Patients Purchasing Medications
Online." Key factors used in the study to identify the
consumers' awareness and attitude, which were (1)
demographic factors, (2) internet use behavior, and (3)
online drug purchase attitude (Fittler et al., 2018).

The Republic Act No. 10918, also known as the
Philippine Pharmacy Act, defines online pharmacy
services as pharmaceutical services of a duly licensed
pharmaceutical outlet done over the internet. Currently,
FDA only requires internet shopping services such that
the retailer has a registered FDA-licensed pharmacy with
a physical address. In this present study, FDA- licensed
online pharmacies in the country are counted as legal
pharmacies, which include Dima.ph, MedExpress
Drugstore, MedGrocer, Mercury Drug Gamot Padala,
Muramed.com, Rose Pharmacy Online, Southstar Drug
Delivery, and Watsons Online Pharmacy (Zoleta, 2020).

In various studies, little consumer awareness of online
pharmacies was found. "The extent of use of online
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pharmacies in Saudi Arabia" concluded that only 23.1%
or 146 were aware of online pharmacies, and only 2.7%
or 17 respondents had already purchased medicines
online. Another study entitled "Consumer and
Community  Pharmacists' Perceptions of Online
Pharmacy Services in Uyo Metropolis, Nigeria" shows
that only 28% of the consumers and 57% of the
pharmacists were aware of online pharmacy in Nigeria.
(Ndem et al., 2019). In the Alliance for Safe Online
Pharmacies (ASOP) Global evaluation, they have
concluded that there is very little awareness about
online pharmacies, and only 27% of consumers were
very familiar with onlinepharmacies.

Various studies on online medication attitudes were
conducted. A study by Abanmy (2017) shows that the
leading cause of consumers purchasing online was the
unavailability of medicines from retail pharmacies near
them. In a survey on “Attitudes of Patients and
Customers Regarding Purchasing Drugs Online,” the
effect of gender, age, and education on online drug
purchase was evaluated and concluded that education
and age are that factors that influence the consumers'
frequency of visiting websites about medicine and
medicinal products. The ASOP Global national polling
firm evaluated consumer behavior and perception of
online pharmacies and found out that those who are
younger, have higher incomes, and already purchased
from other online stores would mostly consider
purchasing medications online.

Factors Influencing Online Pharmacy Purchase

The study's main inspiration was from a research entitled
"Consumers Turning to the Internet Pharmacy Market:
Cross-Sectional Study on the Frequency and Attitudes of
Hungarian Patients Purchasing Medications Online." In
the study, the correlation between (1) demographic
factors, (2) internet use behavior, and (3) online drug
purchase attitude was assessed. In the study, the online
purchase is defined by the frequency of internet use,
which strongly relates to age. The degree of education
will influence all other variables and, as a result, will
have a general effect on the online drug buying attitude.
Results of the study show that 82.65% of the respondents
were aware that medications could be obtained online,
but only 4.17% used the internet for previous medication
purchases. A correlation analysis indicated that a
significant correlation was found between age, average
time spent on the internet, internet purchase in general,
settlement size, and level of education (Fittler et al.,
2018).

An article that examined the dynamics of men and
women on online shopping behaviors show that females
are more likely to enjoy the shopping process as a whole
than men, as women make unplanned purchases mostly
triggered by advertisements, special offers, new trends,
and desire to improve mood (Dasha, 2019).
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The importance of social media in the information age
has never been more significant. Businesses have also
started to use social media networks as a way to attract
their customers’ attention to their products and, thus,
communicate with them more easily (Sumer, 2019). The
Philippines has one of the highest numbers of social
network users across Southeast Asia with a 67% social
media penetration rate as of January 2020 where
Filipinos spent 4 hours using social media. As a result,
online pharmacy companies have also turned to online
advertising through social media and have effectively
allowed advertisements of products and services to
become more visible online (Sanchez, 2020).

When it comes to age brackets, Millennials (Gen Y) and
Generation Z are generations who are mostly computer
literate and have been well-versed in technology among
previous generations (Kasasa, 2021).

According to the data gathered from transactions through
Shopback, Filipino consumers ordered 9.1 million valued
at P5.6 billion in January to June, nearly five times
higher than the 2.1 million orders (P1.3 billion) in the
same period last year from online pharmacies. In the
survey, most respondents of all ages took dietary
supplements more frequently after the outbreak of
COVID-19 (Sanchez, 2020).

A “Predictive Model To Study The Consumer Buying
Behaviour Towards E- Pharmacy Through Social Media
Influence: A Cross Country Study” concluded that the
perceived  usefulness, perceived intention, and
demographics influenced by the social media feedback
posted across different cultures impact purchasing from
online pharmacies(Arekar, 2021).

CHAPTER I11

Method and Procedures

This chapter presents the methods and procedures
utilized by the researchers to gather pertinent data
needed to determine consumers' awareness and
perception towards online pharmacy services in the
Philippines. The chapter's discussion includes the
methodof research used, the subject of the study, survey
instrument, sampling technique, statistical treatment, and
ethical considerations.

Method of Research Used

This research follows a quantitative non-experimental
design utilizing a descriptive approach and correlational
analysis. The descriptive study approach is employed
since the study aims to determine the consumers'
awareness and perception towards online pharmacy
services in the Philippines. The later analysis is used to
correlate the awareness and perception towards online
pharmacy services in the Philippines to the respondents’
profile.
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Survey Instrument & Collection of Data

A semi-structured online questionnaire is developed
based on a validated and published questionnaire from a
study entitled "consumers turning to the internet
pharmacy market: cross-sectional study on the frequency
and attitudes of Hungarian patients purchasing
medications online" is utilized and modified to save time
and resources.

The survey questionnaire is comprised of nine (9)
sections where section one (1)is on survey introductory
letter, section two (2) is on the respondents’ consent to
participate, section three and four (3-4) on the
demographic profile of the respondents, section five (5)
is on internet usage as a factor in online purchasing of
medications, section six and seven (6-7) is on the
respondents' experience on online pharmacies, section
eight (8) is on online pharmacy services available in the
Philippines, and section nine (9) is on the consumer's
driving force in purchasing from an online pharmacy.

A 5-point Likert scale is utilized to determine the
frequency of internet use, social media use, and online
purchases weekly. The 1st point on the Likert scale
indicates that the respondent does not use or browse the
internet/social media nor had purchased from an online
pharmacy. The 2nd point indicates that the respondent is
rarely using or browsing the internet/social media and
has rarely purchased from an online pharmacy. The 3rd
point indicates that the respondent uses the
internet/social media sometimes and has sometimes
purchased from an online pharmacy. The 4th point
indicates that the respondent often browses the
internet/social media and often purchases from an online
pharmacy. Finally, the 5th point indicates that the
respondent browses the internet/social media and
purchases from an online pharmacy always. The Likert
scale is also utilized to determine the consumers' driving
force in purchasing from an online pharmacy. The 1st
point indicates that the respondent strongly disagrees or
opposes the statement related to consumers' driving force
in purchasing from an online pharmacy. The 2nd point
indicates that the respondent only disagrees with the
statement related to the driving force for consumers in
purchasing from an online pharmacy. The 3rd point
indicates that the respondent chooses to remain neutral
on the statement related to consumers' driving force in
purchasing from an online pharmacy. The 4th point
indicates that the respondent agrees with the statement
related to consumers' driving force in purchasing from
an online pharmacy. Finally, the 5th point indicates that
the respondent strongly agrees and accepts the statement
related to consumers' driving force in purchasing from an
online pharmacy.

Since restriction of movement and the move of classes
to an online setting is putin place during this health
crisis and pandemic, the researchers decided to utilize a
questionnaire developed in Google forms to ensure quick
and easy distribution and data collection to obtain the
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necessary data. The distribution will be done through
different social media platforms such as Facebook,
Instagram, and Twitter.

The questionnaire is set to a one (1) limit response to
ensure that no respondent will answer the survey
multiple times.

Respondents & Sampling Technique

The respondents of the study are limited to the residents
of the National Capital Region (NCR), where the
majority of the online pharmacies are operational from
the region only.

The respondents of the study are determined via
convenience sampling, a non- probability sampling
technique wherein subjects are identified prior to the
ease of accessibility of the researchers.

To ensure the respondents' location, a dropdown option
in the questionnaire is asked to what city or municipality
within the National Capital Region, the respondents
reside in. Otherwise, the respondent is direct to the
submit page.

Another measure to ensure the questionnaire and
respondents' reliability is that respondents who have yet
to experience or have no transactions with an online
pharmacy only filled up until question one, section five
of the survey questionnaire.

Statistical Treatment

To compute for the respondents’ profile and determine
the awareness towards online pharmacy services, the
percentage is calculated using the following formula.

% = ix 100
n
Where:
% = percentage value
f = frequency
n = sample size

To describe the respondents” perception on online
pharmacies, a 5-point Likert scale was used where
weighted mean was utilized.

Point Scale Verbal Interpretation

5 4.51-5.00 | Strongly Agree

4 3.51-4.50 | Agree

3 2.51-3.50 | Neutral

2 1.51-2.50 | Disagree

1 1.00-1.50 | Strongly Disagree
Formula

Ywx

>w
Where:
W = weighted mean
> = summation of values
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w = weights
X = values

The Chi-Square test of independence is computed to
correlate the consumers’ perception to the respondents’
demographic profile and internet utilization as a factor in
online purchasing of medications.

To facilitate the computation of data analysis, SPSS
Statistics is used.

Ethical Considerations
The study protocol is approved by the Institutional Ethics
Review Committee of Centro Escolar University.

CHAPTER IV

Presentation, Analysis, and Interpretation of Data
This chapter includes the presentation, analysis, and
interpretation of data gathered on the consumers’
awareness and perception towards online pharmacy
services in the Philippines. The discussion of the results
includes the respondents’ demographic profile and
internet utilization, respondents’ awareness, perception
on online pharmacy services, and correlation.

1. Demographic Profile and Internet Utilization of
the Study Respondents

The survey questionnaire administered using Google

Forms garnered a total of 699 responses; however,

research delimitations were applied that the respondents

are a resident of the National Capital Region (NCR) and

must have an online pharmacy serviceexperience.

1.1. Respondents Demographic Profile
1.1.1. Based on Residence in National Capital Region
(NCR)
Caloocan
Makati 1095,

Malabon .En’ T4

Mandaluyong

TGN

Murikina

Muntinlupa
Navotas 201, 7%

Pasay

Paslg

San Juan

Faguig

Quezon City 18(15.5%)

10 20 30

number & percentage of respondents
Figure 2: Distribution of Respondents According to
Respondents Residence in National Capital Region
(NCR).

Figure 2 shows that study respondents who have
purchased from online pharmacies came from 13 cities in
NCR with Manila City having the most study
respondents with 22.4% (n-26) and Makati having the
least with 0.9% (n-1).
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The National Capital Region is composed of multiple
urban cities which are highly industrialized and is where
technology is easily accessible and functional (National
Nutrition Council, Philippines, 2020). Online businesses
and e-commerce including online pharmacies are taking
advantage of this favorable factor to slowly gain
popularity and expand their services furthermore. Manila
City and Quezon City being thetwo largest and populous
cities provide online pharmacies with a large customer
base andmarket to cater to and hence ranking as the first
and second city with the highest number of study
respondents.

Out of 115 who had previous transactions with online
pharmacies, 101 study respondents are allowed to
proceed further through the survey as the study is limited
to the residents of the National Capital Region only.

1.1. 2. Based on Gender

Male
18.8% (19)

Female
81.2%
(82)

Figure 3: Distribution of Respondents According to
Gender.

Figure 3 indicates that the majority of the respondents
were females with 81.2% (n-82) while 18.8% (n-19) are
male respondents. The findings show that females tend to
utilize online pharmacy services more as compared to
males.

Females spend more time shopping online, they also
decide based on review and ratings and not on specific
features of an item. Females are more likely to enjoy the
shopping process as a whole and make unplanned
purchases mostly triggered by advertisements, special
offers, and new trends, and desire to improve mood
(Dasha, 2019).

1.1.3. Based on Age

20 and below 20(28.7 Ye)

31-40 9(8.99)

41-50 1{1%%)

51-60

2(2%)

61 and above 1(1%%)

0 20 40 60

number & percentage of respondents
Figure 4: Distribution of Respondents According to
Age.
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Figure 4 shows that the majority of the study respondents
belong to the age bracket of 21-30 years of age 58.4%
(n-59) while the lowest representation is for those whose
age is 41 — 50 and 60 and above having 1% (n-1).

The age brackets of 21-30 & 20 and below are composed
of two generations namely Millennials (Gen Y) and
Generation Z, these generations are the most computer
literate and have been well-versed in technology among
previous generations which explains why they represent
the majority of the study respondents (Kasasa, 2021).

1.1.4. Based on Highest Educational Attainment

Primary Education (elementary) (0% )

Secondary Education J8(27.8%)
(high school/ senior high school)
Tertinry edueation 62(61,4%)
(college/university)
Post « Gradunte 10(9.9%)
(MS, MA, PhD))

ALS Graduate J1(0.9%)

=

25 50 75

number & percentage of rexpondenty
Figure 5: Distribution of Respondents According to
Highest Educational Attainment.

Figure 5 indicates those respondents which had tertiary
education or university graduates with 61.4% (n-62)
respondents were among the most that had previous
purchases and transactions from online pharmacies and
27.8% (n-28) of the respondents have finished secondary
education. There are 9.9% (n-10) respondents whose
highest educational attainment is postgraduate school.

In totality, the study respondents are characterized as
well-educated individuals with significant exposure to
the use of technology. Given this, the respondents are
likely to provide reliable answers and responses needed
in the present study.

A similar study showed that respondents who attained
tertiary education or university degrees (51.1%) are most
likely to purchase from online pharmacies than other
educational levels (Pal, 2015).

1.1.5. Based on Approximate Monthly Income

Php 10,001 - 15,000 .H|7“J.’"‘. )

Php 15,001 < 20,000 lil-l.‘).ﬂ‘:“ )

Php 20,001 - 25,000 '(u(.‘6 9%)

Php 25,001 ~ 50,000 -l(v( 15.8%)
Php 50,001 and Above -'NN 9%)

0 20 40 o0

number & percentage of rexpondenty

Figure 6: Distribution of Respondents According to
Approximate Monthly Income.
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Figure 6 indicates that the majority or 56.4% (n-57) of
the respondents’ earnings is below Php 10,000 while
15.8% (n-16) respondents' earnings were within Php
25,001- 50,000.

Monthly income can serve as a strong indicator, as it
provides an estimated representation of the respondent’s
purchasing ability. In the researcher’s study, the majority
of the respondents indicate that they have an
approximate monthly income of below Php10,000. The
data also exhibit that the lowest approximate monthly
income option is most likely customers in online
medication purchasing. This could signify that some of
the respondents are students or currently unemployed.

1.2. Respondents Internet Utilization as a Factor
in Online Purchasing ofMedications
1.2.1. According to Weekly Internet Use

t % 73(12.3%)
=50

$ 95 2(21.8%)

%

4 0% gt

Never ~ Rarely Somefimes  Often  Always

Figure 8: Distribution of Respondents According to
Weekly Social Media Use.

Figure 8 shows that 72.3% (n-73) respondents always
use social media per week and 21.8% (n-22) respondents
describe their social media use as often.

The importance of social media in the information age
has never been more significant. Businesses have also
started to use social media networks as a way to attract
their customers’ attention to their products and, thus,
communicate with them more easily (Stimer, 2019). With
the findings indicating that the majority of the
respondents always use their social media, these
respondents are more likely to be exposed to social
media advertisements and promotions of online
businesses like online pharmacies.

This data coincides with a survey that tackled social
media users and their online medication purchasing
attitude where 72% of daily social media users would
consider purchasing medications online (ASOP Global,
2017).
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1.2.3. According to Weekly Online Purchase
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Figure 9: Distribution of Respondents According to
Weekly Online Purchase.

Figure 9 presented that out of the 101 respondents,
31.7% purchase sometimes and often online, 21.8%
rarely purchase online and 14.9% always purchase
online. This data shows that the trend in online
purchasing is slowly uprising and gaining consumers
access.

The data present that there is a rising trend amongst
the study respondents interms of purchasing online.
According to the data gathered from transactions through
Shopback, Filipino consumers ordered 9.1 million valued
at P5.6 billion from January to June, nearly five times
higher than the 2.1 million orders (P1.3 billion) in the
same period last year (Lumas, 2020). This rising trend
in e-commerce growth can be attributed to theCOVID-
19 pandemic.

In a survey regarding consumer perceptions and
behaviors towards online pharmacies, frequent online
shoppers are most receptive to online pharmacies and
24% ofthe survey respondents are “somewhat likely” to
purchase from an online pharmacy weekly (Snowdon,
2018).
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2. Awareness on Online Pharmacies Services
2.1. Source of Information Regarding Online Pharmacy

European Journal of Biomedical and Pharmaceutical Sciences

Table 1: Distribution of Respondents’ Source of Information Regarding OnlinePharmacy.

Source of Information f % Rank
Social Media (Facebook, Instagram, Twitter, etc.) 68 67.33 1
Advertisements (Commercials) 58 57.43 2
Pharmacy (Retail or store) 49 48.51 3
Family 42 41.58 4
Friends 34 33.66 5
Website (.com, .org, etc.) 31 30.69 6
News (TV News, Online News, Radio News, etc.) 21 20.79 7
Others* 4 3.96 8
* Respondent specified option

* Respondent specified option

Table 1 show that 67.3% (n-68) of the respondents
have learned about online pharmacies from social
media (Facebook, Instagram, Twitter, etc.). 57.4% (n-
58) respondents knew the concept from advertisements
(commercials), followed by from the pharmacy (retail or
store) with 48.5% (n-49) respondents.

Previously, social media was mentioned as a useful tool
in disseminating information and promoting online
businesses like online pharmacies but it is not the only
platform/means by which respondents gain awareness
and information. As seen in the ranking table, different
platforms like advertisements, websites, and news are
also utilized to promote online pharmacies. It shows that
respondents are also informedthrough means other than
technology (e.g. family & friends) which is a positive

2.2. Online Pharmacies Patronized by the Respondents

sign in terms of gaining awareness.

The Philippines has one of the highest numbers of social
network users across Southeast Asia with a 67% social
media penetration rate as of January 2020 where
Filipinos spent 4 hours using social media. As a result,
online pharmacy companies have also turned to online
advertising through social media and have effectively
allowed advertisements of products and services to
become more visible online (Sanchez, 2020).

3.96% (n-4) of the respondents specified that the source
of information regarding online pharmacies are from the
Grab application, recommended by a doctor, and from a
pharmaceutical company that offers direct selling and
direct marketing applications.

Table 2: Distribution of Respondents’ to the Patronized Online Pharmacy.

Online Pharmacy

Watsons Online Pharmacy

Mercury Drug Gamot Padala

Southstar Drug Delivery

Others™*

MedExpress Drugstore

Dima.ph

MedGrocer

Muramed.com

Rose Pharmacy Online

f % Rank
75 | 7426 |1
53 | 5248 |2
26 | 25.74 |3
5 4.95 4
4 3.96 5
2 1.98 6
1 0.99 7
1 0.99 8
1 0.99 9

* Respondent specified option

* Respondent specified option

Table 2 indicates that 74.26% (n-75) of the respondents
have purchased from Watsons Online Pharmacy, 52.48%
(n-53) of the respondents have purchased from Mercury
Drug Gamot Padala and 25.74% (n-26) of respondents
have purchased from Southstar Drug Delivery. The data
collected indicates that the respondents prefer purchasing
from prominent online pharmacy brands.

The ranking table presents the respondents’ preference in
terms of which online pharmacy company to purchase
from. Three well-known retail pharmacies in the
Philippines have been ranked as the most patronized by

www.ejbpscom | Vol9, Issue 5, 2022. |

ISO 9001:2015 Certified Journal |

the study respondents. This could signify that the study
respondents tend to trust and purchase from retail
pharmacies they already trust and have had previous
face-to-face transactions with. While 4.95% (n-5) of the
respondents have purchased from other online stores
namely Medical Supply Depot, pharmez.ph, Watsons’
Lazada page, Shopee/Lazada and Usana.
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2.3. Number of Times of Online Pharmacy Purchase
Table 3: Distribution of Respondents’ Number of
Times of Online Purchase.

Number of Times f %
1 time 26 | 25.74
2 times 24 | 23.76
3 times 33 | 32.67
4 times 3 2.97
5 times 13 | 12.87

More than 5 times 2 1.98

Table 3 shows that most respondents have purchased
from online pharmacies three times having 32.7% (n-33)
of the study respondents. 25.7% (n-26) respondents
claim to have purchased from an online pharmacy at
least once and 23.8% (n-24) respondents have purchased
from an online pharmacy twice.

The data present that with the rise of online pharmacies,
the number of multiple purchases also increased with
respondents indicating that they have had 2 to 3 previous
purchases. Despite the positive note, there are still a
significant number of respondents with only a single
previous purchase which could indicate that some of the
study respondents have only tried or hesitated to
purchase again from online pharmacies.

2.4. Based on Products Purchased in Online
Pharmacies

Table 4: Types of Products and/or Medication
Purchased from an Online Pharmacy.

European Journal of Biomedical and Pharmaceutical Sciences

considered compared to prescription drugs for online
purchases (Snowdon, 2018).

2.5. Respondents’ Awareness on Online Pharmacy
Services Available
Table 5: Online Pharmacy Services Available.

Services F % | Rank
Mode of payment

(Cash on Delivery) 72| 7129 .
Price inquiry 62 | 61.39 2
Order and pickup

(Click and collect) 61 | 60.40 3
Drug inquiry 58 | 57.43 4
Ordering of non - prescription 56 | 55.45 5
drugs

Mode of payment

(Debit/Credit card) 55| 5446 6
Same-day deliver service 39 | 38.60 7
Ordering of prescription drugs 37 | 36.63 8
Consultation/counseling services | 25 | 24.75 9
Product return 201 19.80 | 10

Types of Products f % | Rank
Vitamins and Supplements 64 | 63.37 1
Skin Care / Cosmetics 63 | 62.38 2
Non - Prescription Drugs (Over- 59 | 58.42 3
the-Counter)

First aid and Supplies 29 | 28.71 4
Prescription Drugs 25 | 24.75 5
Lifestyle Pr_oducts 10 | 9.90 6
(contraceptives, condoms, etc.)

Table 4 shows that vitamins and supplements and
skincare/ cosmetics were the most purchased products
from online pharmacies having 63.37% (n-64) and
62.38% (n- 63) consecutively. It can also be seen that
58.42% (n-59) of the respondents have purchased non-
prescription drugs (over-the-counter) more than
prescription drugs which are only 24.75% (n-25).

Vitamins and supplements have been frequently
purchased by Filipino consumers due to the lockdowns
caused by the COVD-19 pandemic. In a survey result,
most respondents of all ages took dietary supplements
more frequently after the outbreak of COVID-19
(Sanchez, 2020).

The data also coincides with a survey that also indicates
that non-prescription drugs are most likely to be
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Table 5 shows that most of the respondents are aware of
various online pharmacy services such as cash on
delivery mode of payment, price inquiry of the products,
order and pickup (click and collect) services, and drug
inquiry.

With that, 55.4% (n-56) of the respondents were aware
that non-prescription drugs can be purchased online. On
the other hand, 36.6% (n-37) of the respondents were
aware that prescription drugs can be purchased onling,
where Dima.ph, MedExpress Drugstore, MedGrocer,
Mercury Drug Gamot Padala, Muramed.com, Rose
Pharmacy Online, Southstar Drug Delivery, and Watsons
Online Pharmacy offer this service. This, show why
more respondents have purchased non-prescription drugs
compared to prescription drugs from online pharmacies.
Only 24.8% (n-25) of study respondents wereaware that
online pharmacies do offer consultation and/or
counseling services that are available at Dima.ph,
MedExpress Drugstore, Rose Pharmacy Online, and
Watsons Online Pharmacy
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3. Consumers’ Perception towards Online Pharmacy Services
Table 6: Factors Influencing Consumers to Patronize Online Pharmacy Services.

Weighted | Verbal
Parameters .
Mean Interpretation
A. Convenience
The services in an online pharmacy are faster. 3.64 Agree
Online pharmacy offers a wider range of products/medications. 3.74 Agree
Detailed information for the products/medications is readily available in online
. 3.75 Agree
pharmacies.
It is easier to compare products/medications in online pharmacies. 3.83 Agree
The products/medication is delivered on the same day. 3.44 Neutral
Convenience 3.68 Agree
B. Fair Pricing
Online pharmacy offers cheaper medication. 3.15 Neutral
Online pharmacy offers discounts and promotions. 3.73 Agree
Online pharmacy adds a reasonable delivery charge. 3.78 Agree
Fair Pricing 3.55 Agree
C. Accessibility
Online pharmacies are accessible to those who cannot go out. 4.55 Strongly Agree
An online pharmacy offers patient counseling/consultations. 3.46 Neutral
An online pharmacy provides prescription reading/validation. 3.77 Agree
Information about the products/ medications is readily available in an online 3.93 A
. gree
pharmacy.
Accessibility 3.93 Agree
D. Reliability and Security
Online pharmacy delivers/provides the correct products/medications. 4.20 Agree
Online pharmacy provides proper instructions and information about the 401 A
Lo . gree
products/medications.
Online pharmacy provides better quality products. 3.52 Agree
Consumer confidentiality is ensured. 4.03 Agree
The online pharmacy company brand is trustable. 4.20 Agree
Reliability and Security 3.99 Agree
Overall Weighted Mean 3.81 Agree
Std. Deviation 0.55

Table 6 presents the respondents' perception towards
online pharmacy services using the 4 parameters and
results showed agreement on convenience, fair pricing,
accessibility and reliability and security having a mean
average of 3.68, 3.55, 3.93, and 3.99 respectively. The
overall weighted mean of all the cited parameters
influencing consumers to patronize online pharmacy
services delivered during online pharmacy is 3.81 with a
verbal interpretation of agree. Moreover, it was noted
that respondents strongly agreed that online pharmacies
provide accessibility and convenience during a lockdown

or when there are limitations on outside activities due to
pandemic.

It was noted that the following were rated as neutral by
respondents namely same- day delivery services, cheaper
products, and patient counseling/consultation services.
These are inferred on company policy on pick-up
scheme, additional costing due to operational systems
used and patient counseling/consultations is minimal
since purchases are mostly on over-the-counter
medicines, food supplements, and skin care products.

4. Correlation of the Consumers’ Perception Towards Their Demographic Profileand Internet Utilization as

a Factor in Online Purchasing of Medications
4.1. Towards Consumers ’> Demographic Profile

Table 7: Correlation of the Consumers’ Perception to Demographic Profile.

Independent Variable Chl-(i%uare Df | p-value | Decision Remarks

Gender 6.440 3 .092 Retain Hy | Not Significant
Age 11.981 9 214 Retain Hy | Not Significant
Educational Attainment 5.597 6 470 Retain Hy | Not Significant
Monthly Income 13.060 15 .598 Retain Hy | Not Significant

* Significant at .05 level (p<.05)
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Table 7 shows no significance in the chi-square
correlation analysis towards the consumer’s perception
and demographic profile. Thus, the consumers’ gender,
age, educational attainment, and monthly income are not
factors for the consumers’ patronage towards online
pharmacies.

European Journal of Biomedical and Pharmaceutical Sciences

Although the consumers’ perceptions were in agreement
with the 4 parameters, the consumers’ gender, age,
educational attainment, and monthly income does not
necessarily relate to their perceptions when it comes to
purchasing medications online.

4.1. Towards Internet Usage as a Factor in Online Purchasing of Medications
Table 8: Correlation of the Consumers’ Perception and Internet Utilization.

Independent Variable Ch"(i %‘)“ are | pr p-value | Decision Remarks

Frequency of Internet Use 7.078 12 .852 Retain Hy | Not Significant
Frequency of Social Media Use 8.201 9 514 Retain H, | Not Significant
Frequency of Online Purchase 18.375 12 .105 Retain H, | Not Significant

* Significant at .05 level (p<.05)

Table 8 reveals that chi-square test results showed no
significant  correlation towards the respondents’
perception of online pharmacy to internet utilization.

Although the respondents’ perceptions were in
agreement with the 4 parameters, the respondents'
internet use, social media use, and online purchasing
frequency do not necessarily relate to their perceptions
when it comes to purchasing medications online.

Online pharmacies are a relatively new concept and are
gaining traction in the Philippines (Ken Research, 2020).
These findings can be inferred that Filipino consumers
are yet to be introduced entirely to the concept of online
pharmacy services.

This data contradicts a study that indicates that social
media use contributes significantly toward e-purchasing
on online pharmacies (Arekar, 2021). Another study
shows that the average time spent on the internet and
internet purchase, in general, show a significant
correlation with purchasing from online pharmacies
(Fittler et al., 2018).

CHAPTER V

Summary, Conclusion, and Recommendation

This chapter holds the knowledge obtained through the
results of the study. The summary of findings based on
the collected data is presented as well as conclusions
derived from the findings, and recommendations based
on the findings and conclusion.

Summary of Findings

Based on the analyzed data, the findings of the study

were the following.

1. Among the 101 qualified study respondents in the
National Capital Region, 22.4% are from Manila
city and 15.5% from Quezon City, and the
remaining numbers are distributed in other cities.
The majority of the study respondents are females
(81.2%) were females, from the age group of 21-30
years old (58.4%), finished tertiary education, or are
university graduates (61.4% ), and approximate
monthly income was below Php 10,000 (56.4%). As

www.ejbpscom | Vol9, Issue 5, 2022. |

to internet utilization, 80.2% of study respondents
always using the internet weekly, 14.9% is often and
1.98% is sometimes and 2.90% is rarely. On the
weekly use of social media, 72.3% is always, 21.8%
often, 5% sometimes and 1.0% rarely. On weekly
online purchasing in general, 31.7% are sometimes
and often, 21.8% rarely and only 14.9% always
purchase online.

2. As to the respondents top three source of
information on online pharmacies services, 67.3% is
from social media, 57.4% is from advertisements
and 48.5% from pharmacies (retail or store). As for
which online pharmacy was mostly patronized by
respondents, 74.26% had purchased from
Watsons Online Pharmacy, 52.48% had purchased
from Mercury Drug Gamot Padala and 25.74% had
purchased from Southstar Drug Delivery. As to
respondents’ number of times purchasing online,
32.67% had purchased three times, 25.74%
purchased at least once and 23.76% purchased
twice. As to the type of product that respondents had
purchased, vitamins and supplements are purchased
by 63.37%, 58.42% for non-prescription drugs
(over- the-counter), 24.75% for prescription drugs
and lifestyle medicines with 9.9%. As for the online
pharmacy services that respondents are aware of, the
three most known services were the mode of
payment (cash on delivery) with 71.29%, price
inquiry with 61.39%, and order and pickup (click
and collect) with 60.40%.

3. On factors influencing consumers to patronize
online pharmacy services, consumers’ unanimously
agreed on the four parameters with a weighted mean
of 3.68 on convenience, 3.55 on fair pricing, 3.93 on
accessibility, and 3.99 on reliability and security.

4. On the correlation analysis of the consumers’
perception towards their demographic profile and
internet with the use of a chi-square test, no
correlation is  found between  consumers’
demographic profile in terms of gender, age,
educational attainment, and monthly income to the
respondents’ perception towards online pharmacy
having all p- values higher than acceptable p-value
of 0.05. The same findings were derived on internet
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utilization as a factor in online purchasing of
medications with no significant correlation between
the respondents’ perception to the utilization of the
internet, social media, and online purchasing as a
factor in purchasing from online pharmacies.

CONCLUSION

Based on the findings, the following conclusions were

drawn.

1. There is no correlation between the consumers’
perception on online pharmacy services to the
consumers’ demographic profile in terms of gender,
age, educational attainment, and monthly income.

2. There is no correlation between the consumers’
perception on online pharmacy services to the
consumers’ utilization of the internet, social media,
and online purchasing as a factor in online
purchasing of medications.

Recommendations

Based on the summary of findings and conclusions, the

researchers recommend thefollowing:

1. To focus on vital categorical and/or single variables
to obtain optimal correlation on the consumers’
awareness to their demographic profile and internet
utilization.

2. To identity the advantage and disadvantages of
online pharmacy transactions in termsof dispensing,

medication counseling, medication error, and
medication adherence.
3. To determine the job satisfaction level of

pharmacists in online pharmacies.
4. To create a program to raise consumer’s awareness
on online pharmacy practices andservices.
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