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2. ABSTRACT  
 

The aim of this study is to investigate the effectiveness of client communication strategies 

used in the veterinary pharmaceutical sector in Europe. Two separate surveys are used 

assessing the difference in true levels of customer preference, trust and understanding for 8 

information sources about veterinary pharmaceuticals as well as their influence on the 

customer compared to what perceived scores are given by individuals working in sales & 

marketing roles in the animal health industry.  

The results of this research show certain forms of client communication are significantly less 

trusted and understood by the customer than is the perception among the pharmaceutical 

industry, thus these communications have significantly less influence on customer buying 

decisions and are ineffective forms of client communication.  

Companies will need to revaluate their client communication plans and consider retraining 

of sales teams to improve trust and understanding levels of their messaging. 

 

Key Words: International & Intercultural Communications, Marketing, Customer Trust, 

Customer Understanding, Influencing Purchasing Decisions  
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3. INTRODUCTION  
 

The entire animal health industry globally expanded by 12% during the period of 2016 to 

2019 growing from €29bn to reach €32bn meanwhile the industry in Europe grew by 8.3% 

at this time reaching €9.1bn from €8.4bn (EGGVP, 2021, P8).  

During this time the livestock and meat production industry faced an onslaught from social 

media campaigns as well as crowd funded advertising campaigns by vegan activist groups 

promoting meat free alternatives or plant based products. Despite this public pressure, the 

population of livestock in Europe has remained relatively constant as has meat consumption 

(Eurostat, 2020). Thus, the industry is spending more money per head of livestock as it 

sustains output.  

In recent years there has been drastic changes to the fundamental structure of the industry; 

while the sector as a whole expands in the EU, from 2010-18 sales in veterinary antibiotics 

have collapsed by 34% throughout the continent (EMA (A), 2020, P10). Due to the rise of 

multidrug resistant bacteria and EMA led information campaigns, pharmaceutical 

companies have innovated, launching new product ranges like vaccines and monoclonal 

antibodies with the focus being on preventative medicine and avoiding the need for 

antibiotic treatments.  

20 new products received “positive opinions” on registration application from the EMA in 

just 2020, with a further 10 additional active substances being green light for use in animals 

that will enter the human food chain (livestock) (EMA (B), 2020, P2) (EMA (C), 2020, P85).  

Coupled with this changing in the type of products being brought to the market, 2022 marks 

a major change is the regulations governing the veterinary pharmaceutical companies’ 

approach to communicate as the New Veterinary Regulation (NVR) have been enacted 

drastically relaxing rules in directly marketing to potential customers (European Parliament, 

2018).  

The new regulations will mean companies can now communicate and advertise prescription 

only medicines directly to the potential end user e.g. farmers, herd managers and livestock 

managers in a way that was previously restricted by the member state. Furthermore, the 

relaxation of the regulations also includes simplification of label standards across member 

state as well as improving ease of parallel importation of medicines across boards in the EU 

block, the products from a vet prescription written in one state can be sold in another or 
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imported if necessary.  This year truly is a watershed moment in the veterinary 

pharmaceutical industry in Europe with companies now having greater product ranges, an 

increased ability to communicate to the customer and with virtually barrier free product 

movement, the whole EU block is now penetrable for sales.  

Communicating effectively with new international customers is essential for companies to 

grow (Aimoldina, 2017, P90). Now more than ever consumers are bombarded throughout 

their daily lives with advertising, it is important for companies to know what platforms can 

break through the noise and what platforms customers pay attention to. National 

sovereignty has been undermined slightly with so many national economies interdependent 

with trade (Manfredi-Sánchez., 2020, P2). Businesses still need to understand the delicacy of 

effective intercultural communication as it is expected in the global market (Žegunienė, 

2021, P37). Miscommunications, like message being misinterpreted, must be avoided 

(Novinger, 2001, P55). The receiver needs to understand the message they are being 

communicated (Martin & Nakayama, 2010, P269).  

With the potential for unprecedented growth in the industry in the coming years, thus the 

objective of this research is to understand how effective are current client communication 

methods across the veterinary pharmaceutical sector in Europe. This will be done by 

investigating if a significant difference exists between what the industry perceives are the 

most preferred, trusted and understood forms of client communication compared to how 

the customer actually feels towards these sources of information. The research will also 

investigate if a significant difference exists between what client communications the 

industry perceives are the most influential on customers buying decisions of veterinary 

pharmaceuticals compared to how the customer scores these forms of communication. 

Given the extent of the authors professional network, the research shall be conducted 

across 7 European countries: France, Ireland, Italy, Lithuania, Portugal, Spain and the United 

Kingdom. The sources of information being assessed in the survey are Calls by Sale 

Representatives, Farm Meetings/ Discussion Groups, Online Forums, News Applications on 

Devices, Advice from an Animal Health Professional, Conferences, Peer Reviewed Studies 

and Advertising. This is not an exhaustive list of information sources on veterinary 

pharmaceuticals but it reflects some of the most popular sources used by pharmaceutical 

companies and furthermore, some sources on this list are digital, News Applications, Online 

Forums, some are interpersonal, calls from Sales Representatives, Advice from an Animal 
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Health Expert, and some are based on group communication like Discussion groups or 

conferences.  This approach offers a balance appraisal of the medium and style of 

communication the customers prefer.  With that said, the use of Likert Scales on the surveys 

will mean the data is collected will be quantitative data allowing for detailed analysis. 

Previous research on the concepts of trust, influence and understanding has been be 

subjective but this format helps the likelihood of strong trends and statistical significance. 

Thus the research question is: is a lack of customer trust or comprehension diminishing the 

effectiveness of the marketing strategies on influencing buying decisions in the veterinary 

pharmaceutical industry in Europe? 

Our communication style or method and our interpretation of another person’s 

communication is a reflection of our programming from previous experiences and 

knowledge (Baltador et al, 2013). Businesses must build on previous successful 

communications strategies like launch or marketing plans but know the same approach is 

not always repeatable in a new geography.     

Some companies have been made look foolish as cross European communication plans 

alienate some customers as biases or preconceptions towards some nationalities (Allwood, 

1985).  The chances of miscommunication can increase if the communicating parties are not 

aligned on their interests or intent of the communication (Gabrales et al., 2021). For 

companies to break down the blockers of intercultural communication like language barriers 

or stereotypes, they need to research and increase their knowledge of other cultures, thus 

building a richer understanding of new markets (Baltador et al, 2013).  

Customer trust is imperative for continued growth and to build customer loyalty 

(Romadhoni et al., 2021).  To evaluate the effectiveness of communication the trust of the 

receiver in the message and the source needs to be measured.  

Other projects have looked at perceptions of communication and communication 

consistency in banking but not veterinary pharmaceuticals (Paudel et al., 2020) (Šerić et al 

2020).  

The rationale behind this research is that the promotion of pharmaceuticals in Europe for 

human or veterinary use, has for years been strictly regulated so companies have been 

restricted in their creativity and ability to contact customers. With limited promotional 

opportunity, companies cannot afford their client communications and message to be 

ineffectively transmitted, risking a lack of engagement by potential customers or from 
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customers to be converted to routine loyal purchasers. The author is a former practicing 

veterinarian who has treated animals as a consumer of the veterinary pharmaceutical 

industry in several countries but now is working as an international commercial manager in 

veterinary pharmaceutical industry. The author has the shared perspective & experience of 

customer and venders point of view. Working on product launches in 10 different EU 

member states, the author has experienced that template roll-out or simple translation of 

marketing material from one country to the next is not enough to achieve effective sales 

and grow a brand across the continent.  

Different nation & regional markets necessitate a nuanced approach and understanding, 

look at the one size fits all some companies take to the “Benelux” markets ignoring how 

diverse the language, culture and traditions are in that small area (Schram, 2016). Effective 

communication strategies are vital for growth, knowing the right medium and approach is 

essential. 

This research will cover many topics relevant to international business development 

including communication, trust, customer understanding and influence.  

Biases or assumptions base on nationalities can destroy International Communication 

strategies (Allwood, 1985, P2), but likewise, it can be taken for granted that there is a 

certain level of customer comprehension across national demographics within the same 

professional group that may not exist especially for complex scientific material or 

pharmaceutical topics. Other research has examined customer comprehension of online 

contractual terms but this did not cover scientific material (The Behavioural Insights Team., 

2019). 

Previous research on customer trust examined consumer trust in the food value chain in 5 

European countries and it was demonstrated that customer trust was founded on the 

perceived trustworthiness of the “actors” in the value chain. Differences in the levels of 

trust was shown exist across several countries (Macready et al., 2020). This research hopes 

to uncover if similar variations in customer trust exist in the veterinary pharmaceutical 

industry and if a trust of trust is hampering customer engagement with advertising and 

marketing.  

A lot of research has shown the decision-making around buying is subject to the effect of a 

multiplicity of factors including economic situation to motivation or even the personality or 
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approach of the salesperson’s influence (Lukman & Vukasovic, 2020, P222). Trust, however 

was not accounted for in this research nor did it look at veterinary pharmaceutical sales. 

Understanding how we can take advantage of this recent change in regulations and the 

unprecedented opportunity for the industry to grow, by deepening our understanding of 

the drivers influencing the buying decisions of customers across the continent would be of 

significant interest to the animal health industry. Furthermore, understanding how effective 

communication is throughout the industry would be of value for commercial reasons and 

for regulatory reasons e.g. understand what are the post effective channels to use for a 

public information campaign on a change in CAP structure (O’Donnell, 2021).  

After thorough research of previous work, it is clear this research will be useful to the 

industry as there as yet exists no research based in the European veterinary pharmaceutical 

industry with a particular focus on trust and comprehension effecting buying decisions. 

Likewise, the data captured here will be from 7 different countries with a wide variation in 

participant age, education, qualification and profession. This will make the data highly 

valued as analysis will be carried out in subgroups by age, geography and education level. 

The author’s career should be enhanced by this research as well as it being of use to the 

wider industry.  

The dissertation will be structured in several chapters. The Literature Review will profile the 

stakeholders of the animal health industry in Europe and highlight existing research on the 

themes of customer trust and forces effecting it, international & intercultural 

communication, how miscommunication occurs and how it can be avoided, customer 

understanding and how it effects brand messaging and finally the forces influencing 

purchasing decisions. This section will highlight a lack of research in the veterinary 

pharmaceutical sector regarding these themes. The Method section will outline in detail 

who are the participants of both survey 1 & 2, how the design and procedure of the 

research ensures the quality of the data collected and how the ethical standards will be 

maintained throughout the course of the research. No apparatus was used in this research. 

In the Data Analysis chapter, the results of Survey 1 and 2 will be broken down in granular 

detail looking at trends in respondents age, education level and nationality. Data Analysis 

will conclude with the crucial comparative analysis of the results of the two surveys. This is 

the major focus of the research study and it will hopefully show significant differences in the 

responses of the two surveys highlighting where client communication is potentially 
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ineffective. The Results chapter will review the data in both descriptive and inferential 

statistics where conclusions can be drawn from significant findings and postulations can by 

theorised from the inferential data and trends lacking significance. During the Discussion the 

findings will be summaries and recommendations we will be made based on these findings 

as they are compared to previous research while suggestions on potential follow up 

research will also be put forward as a result of these findings. 
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4. LITERATURE REVIEW 
 

A. Introduction  

The objective of the research was to evaluate is there is a difference in how effectively 

veterinary pharmaceutical companies believe their marketing and client communication are 

versus how effective they actually are. The means of determining the relative effectiveness 

is to measure the various methods of communication in terms of their perceived 

trustworthiness, clarity or comprehend-ability and ultimately their influence on the buying 

decision in the costumers’ views.  

It was decided, the best themes to focus on would thus be: 

Stakeholders and Marketing of the Veterinary Pharmaceutical Industry 

Customer Trust  

International & Intercultural Communication 

Miscommunication  

Customer Understanding 

Influencing Purchasing Decisions 

These topics were selected as they have huge relevance to the research question. Customer 

trust of brands and products can be very objective and trust can be irrevocably damaged if 

the customer feels let down or ignored. Likewise, customer comprehension of messaging is 

hugely important for commercial success. It has been documented that customers can be 

influenced to panic buy in times of crisis but the literature review aims to delve deep into 

what influences a rational buyer (Yoon et al. 2017; Yuen et al. 2020).  Of course, with 

research like this that is collecting data across the continent from multiple cultures and 

demographics it is important to explore how businesses can avoid the pitfalls of 

international communication and the prejudices and biases that can sometimes exist.  
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B. Stakeholders and Marketing of the Veterinary Pharmaceutical Industry  

The livestock production sector employs over 4 million people in the EU (EC, 2020) with 

309,144 veterinarians (FVE, 2019, P5). This research will focus on stakeholders in the 

veterinary pharmaceutical sector but contrasting target customers’ feedback with those 

involved in the sales process. Agriculture is a male dominated industry with only 11% of 

farm mangers under the age of 40 (Eurostat, 2016).  

 

Figure LR1 

Interesting for the companies trying to sell to this sector, from 2005 to 2016 the number of 

livestock farms in the EU fell by 3.4 million (Harvey, 2021). During this period, livestock 

populations have remained relatively static meaning there has been a serious intensification 

of livestock production. Thus, fewer farmers are making much larger purchasing decisions 

on constant amount of livestock. 

Recent research has shown that people working in agriculture are quite technologically 

progressive and show a high likelihood to accept new technologies if the economic benefits 

can be communicated to them. Also the rate of adoption was related to the level of 

education (Toma et al., 2014). 

Other research has shown that there are some barriers to farmers adopting what would be 

“best practice” even if the economic gains are communicated to them (Dillon et al., 2015). 

Barriers like routine inertia, time constraints, cost limitations and sometimes reactionary 

attitude can impede the uptake of new technologies and or products. 
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These are important points to note as a background to this literature review and research as 

it highlights the attitude of the consumer, if they are better educated and the economic 

benefits are explained to them, they are more likely to engage with a new product if they 

have the time. Farmers and herd managers are competent and progress but really effective 

communication is need to influence their behaviour and improve animal health (Jansen et 

al. 2010); (Kristensen et al. 2011). However, non-monetary factors like self-esteem and job-

satisfaction are also major motivators for farmers (Dillon et al., 2015). 
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C.  Customer Trust 

For a message to be believed it is largely dependent on the trustworthiness of the source 

(Umeogo, 2012). Previous research has shown that customer trust is a gateway to brand or 

product loyalty and even improves resilience to price increases (Mal et al., 2018). 

Customer trust cannot be taken for granted, it takes a long time to build up and can be 

eroded very quickly. According to the philosopher Baier, trust is like fresh air, we take it for 

granted until we have trouble breathing (Baier, 1986).  

Since the financial crisis of 2018, the international banking sector is still trying to rebuild its 

image and restore customer trust (Jager, 2017). Major scandals like the financial crisis or the 

horse meat scandal in can do huge sometimes irreversible damage to brands meaning some 

customers will no longer engage with that company or brand (O’Reilly, 2013).  

Trust is even more important for online retailers than retailers with physical stores as 

consumers’ perception is that there is increased risk in this form of commerce with the lack 

of being able to visit the store (Li et al., 2014). Furthermore, despite the massive investment 

in many firms to enlarge their online and social media presence, there is limited data to 

support this helping to develop customer trust (Niyonkomezi et al, 2020).  

According to MacReady, consumer trust is especially important in the food industry as 

consumers have no way to verify the claimed sustainability, health benefits, organic status 

or fair trade origins of the product they are purchasing, they must trust in the brand, the 

retailer and the unknown actors in the supply chain that borrow from the credibility of the 

former (MacReady et al., 2020)  

For example, you (the subject) may trust your electrician (the object) to wire your house 

(context) based on their qualifications, reputation and previous work for you (expected 

performance) but you might not trust them to roof your house.   

It has been theorised that trust can be divided into two simple types; trust within a group 

and trust across groups (Earle et al.2007). The major difference being that trust across group 

is based on general trust, like how veterinary pharmaceutical companies expect their 

customers to trust them, while trust within group involves interpersonal trust which is 

formed over time after a lot of engagement, as well as social trust based limited data and 

exposure. Given the nature of the surveys, it will be interesting to see if the in person 

communications like calls from Sales reps and discussion forums are more trusted by the 

participants of survey 1 as they would lean more heavily on social and interpersonal trust. 
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Mal et al (2013) lists several factors that affect consumer trust including overall satisfaction 

with the products, company competence, company reputation and predictability as well as 

the consumers’ feelings towards the corporate ownership of the company. The same author 

also lists some of the major reasons cited for consumer distrust and these include when 

companies break or “bend” the law, when they lie, making errors and interesting, not 

responding to criticism. This author does not elaborate on if this is customer criticism but it 

shows why communication is useful addition topic to cover in this literature review as 

companies failing to be receptive to communicated criticism lose trust.     

 

According to Jager (2014) there are four main constituents of trust:  

 

• The Subject: the person or group showing trust  

• The Object: the person group or organisation shown trust. 

• The Expected Performance of the Object 

• he Context 

 

There has been ample research on the levels of trust for consumers for agricultural goods 

including organic food where the producers are the object but there seems to be limited 

amounts of research previously carried out where the farmer or producer is the subject 

(MacReady et al., 2020).  Trust has been cited as a major factor for ecommerce firms trying 

to maintain customer loyalty and strengthen their presence (Chiou et al. 2012).  The author 

suspects the respondents to survey will have high level of trust in the pharmaceutical 

companies they depend on to maintain the health of their livestock.     
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D. International & Intercultural Communication 

“Globalization is the new phenomena which affects all of our lives. Through this we are 

exposed to different goods and services, to foreign capital and financial flows and to 

different ways of understanding things; in other words, we are facing, almost every day, 

people from different cultures, with a different mindset, with different values and norms, 

with different understanding of good and evil, of desirable and taboo behaviour” (Baltador 

et al, 2013). An excellent description of how the rise of globalisation in the last 50 years has 

completely changed the way we live and the factors the influence us. For most companies, 

best practice is to view their global customers as the sum of all their local customers with 

individual cultures, customers and communication styles (Manfredi-Sánchez, 2020). Thus 

companies can take the view of using a common communication style in all their markets or 

a tailored communication style depending on local customers and cultures in different 

international market.  

There are 8 elements need for effective communication (Baltador et al., 2014).  

• Sender: the person or organisation emitting a communication  

• Message: the information being shared  

• Channel: the means of sharing the message  

• Receiver: the intended recipient of the message  

• Response: the action resulting from the message 

• Feedback: this could identify was the initial message effective  

• Environment: the context of the message, e.g. location   

• Noise: any potential complicating factors impeding the message.   

With some International communication there is an added dimension of transcendence, as 

the audio-visual nature of some content have the ability to connect with people despite 

cultural barriers like a song, movie even internet memes being adopted even if it is not 

translated fully or correctly (Manfredi-Sánchez, 2020). Looking at agriculture, messaging 

across even small amount of countries needs to be coordinated. Strong, aligned 

communication was determined to be needed to effectively warn its stakeholder against a 

food safety crisis for a global or international organisation with a structured communication 

mechanism optimised (Savelli et al., 2021). A company simply hoping its message takes 

flight is not good enough, most international communications need detailed planning. The 
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primary function of advertising is as a means to communication to customer the value 

proposition of company or product (Jobber & Fahy, 2006, P229). It is important though that 

markets are analysed on their own merits and evaluated based on the demographics, 

patterns and customer behaviours unique to that territory (De Pelsmacker et al., 2017, 

P131). This would of course include communication style. Companies need to know how 

their communications can reach their target audience and ensure their message is 

comprehended (Jobber & Fahy, 2006, P57). Understanding the customer touchpoint on a 

customer journey map is vital and furthermore communicating with a client and guiding 

them through to purchase is essential (Court et al., 2009). Looking at markets in developed 

countries, deviation from standard communication is based on territory specific 

requirements but where possible, standardisation of communication is advantageous (Zou 

& Cavusgil, 2002).  

The thinking behind standardisation of communication is that of course it will be a cost 

saving measure compared to adaption and thus value is being added but on the contrary the 

opposite could be through as businesses are losing costumers’ by not properly engaging 

with a local market by adapting their communication and thus adaption would be enhancing 

the value of all their client communication in international markets (Szymanski, Bharadwaj, 

& Varadarajan, 1993; Zou & Cavusgil, 2002). 

Even though there has been such a massive growth in globalisation communication and 

cultural misunderstanding are still evident and are still impeding companies taking full 

advantage of the global market available to them (Whitelock & Pimblett, 1997). The sale of 

veterinary pharmaceuticals is tightly regulated so false or exaggerated claims on product 

beyond their licenced used are illegal. Especially in this industry, companies need to ensure 

they understand the most effective means of communication with existing and new clients 

as they are already so limited in the language they can use.  
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E. Miscommunication 

In order for companies to communicate their message successfully, assumptions and 

prejudgements must be avoided. Companies must realise the customer interprets 

communications through the prism of their own cultural background. Companies need to 

understand the context of the receiver (Martin & Nakayama 2010).    

The concept of Intentional Fallacy can be seen in some international or cross cultural 

business communications; this is the problem of judging a work of art by assuming the 

intent of the artist (Wimsatt & Beardsley, 1946). Likewise, unless specified, the intent of 

some marketing or communication can be assumed and thus misunderstood. A prime 

example of this unintentional miscommunication was HSBC using the new tagline in 2019 

“We Are Not an Island” (Cairns, 2021). This was intended to highlight banks global reach but 

instead it was taken as the bank’s public stance on the Brexit campaign, HSBC was a 

“Remainer”. This forced the bank to make a public statement to clarify their position and 

the intention of the slogan but the damage was done, they had alienated their leave voting 

customers.   

According to the British Social Attitudes (BSA) survey data, those working in the arts have 

much more liberal and left leaning attitudes than the public in general and thus their work, 

though critically acclaimed among their peers, can sometimes fail to find relevance to the 

wider masses as the values and educational levels of those in the art sector are out of touch 

(Mc Andrew et al., 2020). Similarly, research has shown people working in marketing think 

like other people working in marketing and not like their customers (Cairns, 2021). Research 

found that advertisers can struggle to communicate to their target audience as people 

working in the industry often have very different life experience, values and have a 

tendency to think more analytically than the modern mainstream (Tenzer et al., 2020). 

Some marketers can be consciously or unconsciously targeting themselves or like-minded 

individuals rather than focusing on their actual intended target. This begs the question, how 

prevalent is this failed communication in the animal health industry in Europe? 

Anti-minority rationales are used to provide excuses for anti-minority feeling or behaviour in 

the general public, with some political leaders using anti-immigrant rhetoric to solidify their 

support domestically (Bursztyn et al., 2021). Most of these rationales are totally baseless 

but it shows people can make assumptions about foreign cultures if they lack knowledge of 

other countries cultures. Given the rise of globalisation and the new global opportunity for 
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business, understanding the culture and communication style new markets is essential, 

assumptions must be avoided (Baltador et al., 2014).  

There is a growing body of research to show that intergroup contact from people of 

different ethnic backgrounds greatly reduces the tendency towards prejudice, 

preconceptions and stereotyping of other groups (Hino, 2020)    

Further barriers to intercultural communication include language differences, nonverbal 

cues and stereotypes (Baltador et al., 2014).   If communication is taking place between two 

people from different countries, this increases the likelihood that at least one of them is not 

using their first language thus they could be limiting their vocabulary or misusing words in 

the wrong context unknowingly (Barna, 1994). The same could be seen in marketing 

campaigns designed for a new territory by someone without the local language as a first 

language, while the language may be grammatically correct, it might not be formatted in a 

way that is relatable to the native speaker.   

Acculturation is where an ethnic minority group due to continuous exposure to the major 

/dominant local culture, individuals from the minority adopt the social patterns and 

behaviours of the majority group (Hino, 2020).  Irish history students will be familiar with 

the invading Norms being described as “more Irish than the Irish”. Likewise, companies 

entering new markets must not assume they know what their new customers want to be 

spoken to or what their needs are. Companies should behave as the Norms and fully 

understand the cultures they are trying to influence the buying behaviours of.  
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F. Customer Understanding 

Older, established pioneer products in a market are rewarded by a history of effectively 

communicating their features and benefits and striving to create consumer loyalty (Kotler, 

2019). New products and services need to position themselves clearly so customers know 

why they should engage with the brand.  New brands strive to make an emotional 

connection with the customer so that they are relevant to them (Ong, 2016). They are trying 

to leave their message in the customers’ mind (Koomstra, 2016). Customers generally stick 

to the tried and trusted brand often showing irrational loyalty if competitors don’t get their 

message across (Kahneman, 2011). There has been limited research on comprehension as a 

barrier to engagement but improving interactivity may help here (Macias, 2003). If 

advertising is confusing or deceitful it will be less effective (Macias, 2003). Research from 

the 1980’s showed that ~30% of televised advertising was misunderstood with printed 

advertising fairing not much better with ~21% being misinterpreted (Jacoby et al., 1980) 

(Jacoby & Hoyer, 1987). A customer needs to understand the message of an advert for it to 

be effective (Martin, 1997). More interactive advertising like on digital platforms has been 

shown to improve customer attitude, understanding and persuasion (Briggs & Hollis, 1997) 

(Maddox et al., 1997).  Interactivity puts the customer in control and they are choosing the 

message (Hoffman & Novak, 1996). Millions is spent on adverting of brands but customers 

often still make purchasing decisions in seconds (Koomstra, 2016). 

Customers are being confronted with thousands of advertising messages every day, most of 

which are consumed unconsciously so advertising needs to be simple but effective in 

activating customer’s emotions and attention (Koomstra, 2016). Customers subconsciously 

process information very rapidly and make micro decisions on preferences in a matter of 

seconds but their conscious brain will work harder and deliberate more if the customer is 

engaged more like if they are asked their opinion or if the advertising media is interactive 

(Ong, 2016). 

Customers engagement is improved by clarity; surveys have shown if advertising is clearly 

labelled customers emotionally reject it less and they will read longer content if they know 

the brand being communicated to them (Ong, 2016). Likewise, if the standard of the written 

advertising is well written or narrative driven, customers will read more. Unfortunately, 

customers have a limited ability to process information (Lang, 2000). Thus, advertising 

needs to be attention grabbing and stimulating. Often customers will only superficially react 
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with an advertisement without fully engaging with it or taking the time to decode its 

message (Koomstra, 2016).  

In recent years the term mental availability has replaced the term brand salience in 

describing the ability of brand to be front of mind for a customer during purchasing 

decisions (Vaughan et al., 2021). This concept goes beyond simple comprehension or 

recognition but rather the brand establishes links to certain cues for the customer thus 

making it memorable.  This concept came from the associate network theories (ANT) of 

memory whereby memory and cognitive function work through nodal links (Anderson & 

Bower, 1973) (Collins & Quillian, 1969). An example would be for most customers when we 

think of a category, a particular brand comes to mind e.g. Cola is associated with Coke or 

when customers think of football brands like Nike spring to mind. This idea of brand 

associate is a powerful example of how effective marketing can be (Keller, 1993).  If an 

advertisement can be comprehended and digested by a customer, it creates the possibility 

to leave a constant reminder to customer in terms of mental availability, that they will 

associate that brand with other cues around the purchasing decisions like cookies being left 

behind on a computer after visiting a website. The method by which advertising almost 

passively reminds the customer of a brand or product is called “nudging” but if the link is 

misinterpreted or wrongly associated with a competitor, this can drive the customer to that 

competitor (Vaughan et al., 2021). This is it crucial advertisement messaging is fully 

comprehended and positive associations are made.   
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G.  Influencing Purchasing decisions 

Understanding the purchase behaviour of the customer requires understanding of the 

psychology of the consumer and thus the rationale that governs their choices of particular 

brands over others (Stankevich., 2017). For some customers they choose a brand because 

they identify aspects of that brand as a reflection of their own personality (Solomon, 

Bamossy, Askegaard and Hogg, 2006). This may vary by industry as in the 

telecommunication sector, brand was the second most important factor influencing 

purchasing decisions behind the characteristics of the connector (Lukman et al., 2020).   

Customer socialisation has for years been an intense area of study with companies trying to 

understand what models the customer as they grow from childhood to an adult developing 

their unique customer behaviour (Ward., 1974). The influence the customer’s parents has 

been demonstrated to be a huge factor in this socialisation process as preferences and 

buying habits learned in the family home are reinforced for years (Essiz & Mandrik., 2022). 

This could be especially true for people working in agriculture or on their family farm as the 

increased degree of routine and tradition may heighten loyalty to certain brands.  

Currently the “global customer” is ever more conscious of the effects of their consumption 

on customers of the future (Trudel, 2019). The influence of sustainability and the availability 

of environmentally friendly choices is having a drastic effect on customer behaviour in a lot 

of cases (Essiz & Mandrik., 2022). In some cases, however, there still exists an “attitude-

behaviour gap” as customers want to make the more sustainable choice but other factors 

like price or family related behaviour impede their engagement here (Matthies & Wallis, 

2015).  Trust was identified as the major factor influencing the use of ecommerce platforms 

in a recent study from India with other factor like security, privacy and the reputation of the 

platform also being big influencers here (Kumar, 2020). Brands with a strong reputation 

have earned the customers trust and thus their business (Akdeniz et al., 2013). Likewise, 

security and privacy feed into the relationship of trust between the customer and the 

platform (Grazioli & Jarvenpaa, 2000) (Shin, 2010). Looking at customer adoption of self-

service technology, trust again was found to be a major factor influencing adoption along 

with other variables like ease of use as well as demographic variables like age (Kelly et al., 

2011). Knowledge of customer behaviour is becoming increasingly important for 

government agencies as they form policy to protect the customer and promote commerce 

(OECD, 2016). There are some behavioural biases (Figure LR2) that policy hopes to protect 
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against as in certain situations and due to market forces customers can fail to act rationally. 

For example, some governments now allow for mandated cooling-off periods where returns 

can be easily made to prevent buyer’s remorse (McAuley, 2013). It has been shown that 

customers prefer to be better informed when making a purchasing decision and by 

providing an adequate amount of information to the customer they are more likely to 

engage positively though overloading on information may be perceived negatively (OECD, 

2010). Behaviour economics is the evidence based process of building solutions for 

economics problems based on factors including customer behaviour (Lunn, 2014). 

According to Lukman et al, (2020), the factor influencing purchasing behaviour can be 

divided into several categories:  

- Psychological (what is the customer’s motivation) 

- Social (what is the status of the customer in society or at home)  

- Personal (How old is the customer, what are their values and core beliefs),  

- cultural (social standing, class),  

- economic (price of the purchase relative to income, the quality of the item), 

There are also situational factors like the time or place of purchase or seasonality that might 

affect purchase. Though not mentioned here, peer influence is considered to be increasingly 

important on customer socialization and thus lifetime purchasing behaviour (Essiz & 

Mandrik., 2022).  Given that agricultural communities, though remote often have a strong 

sense of community, peer influence could play a strong influence during purchasing 

decisions for livestock medicines also. 
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Figure LR2. Examples of Behaviour Biases related to Consumer Policy. Source: OECD, (2016). 
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H.  Conclusion 

Based on the discussion in the Literature Review the following results are theorised: 

i. Perceived customer trust among the sellers of veterinary pharmaceuticals will be 

higher than the actually trust levels of the customer. 

ii. There will be high degree of miscommunication and misunderstanding reflected in 

the difference between seller perceived client understanding and true 

understanding. 

iii. Client communication will be shown to have a high degree of influence on the 

customers purchasing decisions though not as high as expected by the sellers.  

iv. There will be variation in the finding in some geographies compared, the results will 

not be homogenous.  

Bearing in mind the research question: Is a lack of customer trust or comprehension 

diminishing the effectiveness of the marketing strategies on influencing buying decisions in 

the veterinary pharmaceutical industry in Europe? It will be shown that veterinary 

pharmaceutical companies will need to improve their trust and communication clarity in 

order to improve their influence on customer behaviour.  
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5. METHOD  
 

The Method section will provide detailed information about the different participants of the 

two surveys and why this is so important given the comparative nature of the research. This 

section will also provide detailed clarification on the ethical considerations and central 

objectives of the research  

 
A. Participants 

 
In the EU there are 309,144 veterinarians specifically but in total there are over 4 million 

people employed in livestock production (EC, 2020) (FVE, 2019, P5). This research is aimed 

at stakeholders in the veterinary pharmaceutical sector in France, Italy, Lithuania, Portugal, 

Republic of Ireland, Spain & UK. A larger research project spanning all the member states 

plus Norway, Switzerland & the UK would be of greater value to get a true insight into the 

whole Animal Health industry in Europe but this would require additional time and 

resources beyond the scope of a Masters dissertation.   

Participants were sent the survey by email initially and the survey was also shared on closed 

private industry specific Facebook groups that are restricted to members of the veterinary 

or farming community in Europe. Participation was totally voluntary responses were given 

totally independent of any interactions with the author.  

The format of the study will be explained in the Design section but essentially there are two 

pools of respondents, one for either survey. The participants of survey 1 are veterinarians, 

farmers or herd managers, those who have animals under their care and make purchasing & 

treatment decisions on the pharmaceuticals used raising the livestock. Participants here are 

male and female all over 18 with a wide age range including some participants in their 60’s. 

As a reflection of those working in the industry, participants have highly variable levels of 

education from primary school to postgraduate qualification. These participants are they 

broad spectrum of customers targeted in marketing communications by veterinary 

pharmaceutical companies. The high degree of variation in age and education should not be 

a confounding factor in the results being gathered as the questions are formatted in a very 

simple, straight forward wording. This approach was carefully chosen as all the participants 

would be answering the surveys in English (unless they had the auto translate via google 
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chrome) but this would not be the native or first language of a large number of participants. 

There are 47 individual respondents to survey 1. 

The participants of survey 2 are individuals working in sales roles in the veterinary 

pharmaceutical industry. Again the age range is from 18 to 65 but given the experience and 

qualifications required to work in the industry, participants below the mid 20’s age bracket 

would not be expected and likewise participants older than retirement age would likewise 

not feature. Male and female participants are target by the survey with a major variation in 

educational level. Participants here would be commercial managers, sales & marketing 

managers, product manager, those responsible for formulating marketing and client 

communications that would be target towards the participants of survey 1. Similar to survey 

1, there may be an issue with the language barrier here as the participants would largely be 

responding in their second language of English, this may have reduced the respondents. An 

additional consideration needs to be made for this survey as some marketers may be 

unwilling to answer the survey honestly or at all as it might highlight the limitations to their 

ability to reach and influence their customers. There are 11 different individual respondents 

to survey 2.  

  
B. Design  

 

 

Figure M.1 Research Onion, Source: Saunders et al., 2007 
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This is a deductive survey strategy and the research philosophy for this project is critical 

realism (Saunders et al, 2007). The surveys will be a snapshot, cross sectional approach of 

the veterinary pharmaceutical industry in Europe at the time of participation but the 

comparative element of the two surveys will make this a mixed method study as the results 

each survey can be reviewed in isolation are as a comparative tool. Like critical realism 

which has two steps, sensation and interpretation, both steps are unique and different. 

Similarly, the communications the companies are using most be engaged with by the 

customer then interpreted in light of their own trust, understanding and preference for this 

type of communication (Saunders et al., 2007). The rationale behind the research is the 

need to understand the difference between the customer and the seller perception of the 

communication effectiveness hence a comparative study format is the best fit here. 

Likewise, by asking the individuals virtually the same questions from the perspective of the 

customer this approach is hoped to be more effective at illuminating if there a true 

disconnect in the attitudes of the customer and the markets in terms of trust, 

comprehension and influence of the communication. Given this is a comparative study, a 

third control group was not deemed necessary.  

The predictor variables are the trust and understanding of different forms of 

communication. It is theorised that customers will suggest that the communications that 

they find the most influential on their purchasing decisions are the communications that 

they understand and trust the most. The comparative nature of the study is especially 

interesting here as a divergence in what the customers and sellers feel are the most 

influential sources of information would highlight a need for marketers to thoroughly 

revaluate their approach to marketing and communication in the industry. On the contrary, 

a strong correlation between the results of the 2 participant groups would show they 

industry is well positioned to maximise its growth potential as marketers truly understand 

the best channels to communicate with their clients.  The dependent / criterion variable 

being measured is the effectiveness of the communications performed by the companies 

selling veterinary pharmaceuticals. It is measured by the feedback of the trust, 

understanding and influence scores of the customers but also by the comparison to the 

sellers scores so this format should be highly accurate depending on the honesty of the 

participants.   
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Though subjects like trust, understanding and influence are obviously highly subjective and 

somewhat personal, the use of a number qualitative format depersonalises the data making 

it more reliable and comparable. Alternatively, individuals could have been interviewed for 

their opinions on particular adverts though this would have been time and resource 

consuming, though it might be worth evaluating for a larger study.   

     

C. Materials  
 

Copies of the 2 surveys are filed in the appendices (Appendix C1 & C2) as well as the consent 

form which participants had to tick before starting either survey (Appendix B). A copy of the 

letter outlining the reason for the research as well as the background information about the 

author can be seen in Appendix A. Participants were given no other additional instructions. 

The initial questions in the survey are to establish the age, job title, education level and 

country or countries that they work with animals. The checkbox format for country of 

activity allowed for participants working in multiple countries to reflect this in their answers. 

Participants like this would be especially useful given their experience with multiple 

markets. The format of requesting the highest level of education of the participants was to 

assess if there was a correlation to understanding of material and education status. 

Likewise, by asking participants their age this gives the opportunity to highlight if older 

customers prefer more traditional forms of communication versus digital. The main part of 

the surveys 1 and 2 are 4 questions using likert scales. In survey 1 the customer picks from 8 

common resource of client communication and must respond on a scale of 1 being least 

favourable and 5 being most favourable as to which is their preferred source of information. 

On the next scale customers must answer out of the same 8 sources which they perceive to 

be the most trust worth. On the next scale customers must respond out of the same 8 

sources of information which they find to be the easiest to understand. On the last 

question, customers must list which of the 8 sources they find the most influential on their 

purchasing decisions. It is worth noting that obviously 8 sources of information are not an 

exhaustive list off all the client communication channels used by companies but this shorter 

number would help with survey completion. Furthermore, participants are not asked to rank 

the sources of information on their perceived merit, just to give each of the 8 sources a 

score for preference, trust, understanding and influence. It would be an interesting find to 
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see if customers have a source of information that they prefer most even though they 

believe an alternative source is more trust worthy. The Likert scale format of 1, 2, 3, 4, 

meant that participants need to either respond positively or negatively towards the 8 

options, they could not default to the neutral point of view. This design was intentional as it 

forces participants into a more honest answer that they may have had to take a little longer 

to deliberate over. The main variables of client trust, understanding and preference of 

information source are examined under this theoretical framework.  Indirect observations 

will also be gathered from Survey 1 based on participants age, gender, the country they 

work in, their educational level and job title. These observations allow for further 

demographic breakdown in greater detail.  

The latent constructs evaluated in the Likert scales will be contrasted with the result form 

survey 2. The participants of survey two are not asked form their own opinions but rather 

what they perceive to be the levels of trust and understanding among the participants of 

survey 1, their customers and clients. The research paradigm is to highlight the difference if 

any, in how trusted and effective the customers as receivers feel these communications are 

versus how the veterinary pharmaceutical sellers’ perception on how effective these 

communications should be from there point of view as the senders.  

 
D. Procedure  

 

The procedure of this research was not complex compared. Given the international scope 

and potential for language barriers, simplicity and accessibility was most important. The 

introductory email with the links to the 2 surveys was sent out to contacts of the author in 

the animal health industry into the European countries where the author is currently 

actively working. These contacts were able to take part in the survey relevant to them as 

well as share the email and the links to other contacts. Given there was no incentive or 

payment for taking part consent was expressed by taking part but consent was confirmed by 

the mandatory box that needed to be ticked at the start of either survey.  The research data 

was gathered using Google forms as it is a trusted and reliable format that would be familiar 

to most of the international participants and with Likert scales positive and negative data 

can be gathered.  The timeline for the data collection is relatively short as the survey could 

be completed in less than 10 minutes. No additional information is required to complete the 
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survey and the results are totally anonymous. No interviews were carried out so no 

debriefing was required. The participants were told on the introductory email that the 

author is conducting the research as part of a MBA dissertation and thereby not acting on 

the behalf of any particular company. 

 
E. Ethics  

 
The individuals targeted for both surveys are adults over the age of 18 and all the 

respondents are working in the agricultural industry so all are under 65 years of age. There 

is no engagement with vulnerable or at risk groups or minors. Participants have to give their 

consent to take part in the survey, there are no incentive or coercion. Potential participants 

receive background information on the author and why the research is being undertaken. 

Respondents’ answers to the surveys are kept totally anonymous so there is no risk from a 

data protection perspective and the data are not shared with a third party.   

Participating in this study causes no physical or otherwise risks to participants. There are no 

emotionally triggering or distressing questions being asked nor is any sensitive personal 

information requested. No conflicts of interest occur during this research project.  

F. Data Analysis 
 

The method will be review the results of the costumer survey in particular to are there 

geographical differences across Europe in the level of trust, understanding and influence in 

the veterinary pharmaceutical sector. The comparative with the data from survey 2 will be 

easy expressed given qualitative nature of the surveys and the use of google forms. This 

system exports the data onto spreadsheets where is can be manipulated and interpreted as 

needed for this study. 
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6. Data Analysis  
 

A. Survey 1 

 

Fig DAA.1 Consent 

 

All participants to survey 1 consented to take part by ticking the box at the start of the 

survey. 

Fig DAA.2 Job Title 

 

The vast majority of the participants were veterinarians (67%) with the remainder being 

made up of Herd Managers and farmers. This is a very preferable result as veterinarians 

would be exposed to high levels of advertising on prescription only medicines as well over 

the counter medications to which farmers, herd manager, livestock managers would only be 

exposed to. Thus the increase representation of veterinarians in the participating population 

is a strong reflection of the advertising standards in the industry even if there are obviously 

far more farmers than vets working in Europe.    
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Fig DAA.3 Education Level 

 

Participants in the survey showed high education levels with all having at least a secondary 

education and for only one participant was this the highest level of education they had 

undertaken. No European or International Specialists were surveyed but 27.6% of 

participants had education beyond third level (taking into account Post graduate, Master or 

PhD and Industry certificate or Diploma). The results of this group of participants was 

compared to those who had a third and secondary education, made up of the groups 

Agricultural College, University Degree/ Diploma, Secondary School. 

    

Fig DAA.4 Age of Participants 

 

As expected there was a wide age range amongst participants (23 – 60 years old). As 

predicted there were not at risk or vulnerable age groups taking part e.g. those under the 

age of 18 and furthermore there were no participants beyond retirement age. The average 
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age of participants being 38.5 years old and a median age of 35 years old. This median age 

was use to further analyse the results in terms of younger and older respondents. 

 

Fig DAA.5 Gender 

 

There is a high percentage of participants that were male. This is surprising given veterinary 

is such a female dominated profession and the majority of participants are veterinarians. 

  

Fig DAA.6 Geographic Distribution of Participants

 

Despite having participants in survey 2 from Lithuania and Portugal, no data from these 

countries is represented in these results due to a lack of participants in these area.  Results 

are broken down into Republic of Ireland, UK and the Rest of the EU for comparative 

purposes. 
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Table DAA1 Overall Customer Results   

 

Table DAA1 shows the average scores of all the participants of survey 1 for their relative, 

preference, trust and understanding of different sources of client communication from 

veterinary pharmaceutical companies as well as their relative influence on the customers 

purchasing decisions. Overall, it is clear customers of the veterinary pharmaceutical sector 

greatly prefer to receive advice on purchasing of medicines from other animal health 

professionals as this group is more trusted, better understood and more influential than any 

other form of communication or marketing. Given the high education levels of the 

participants, it is unsurprising that the Peer Reviewed White papers had the highest average 

trust scores outside of the “Advice from an Animal Health Professional” as participant with 

third level educations and post graduate qualification would recognise the validity of 

publications like these. It is highly noteworthy that advertising scored the poorest in terms 

of all four measures though understanding was only marginally lower than the other 

methods of communication. This means that clients of the veterinary pharmaceutical think 

they understand advertising as well as other forms of communication but they trust it much 

less and it have a very reduced influence on their overall purchasing decision. The digital 

platforms represented here by the News Applications and Online Forums scored poorly 

compared to the interpersonal forms of communications like Conference, Meetings/ 

Discussion groups and Calls from Sales representatives.   

Aside from the white papers, peer-to-peer forms of communication seem to be the most 

influential on purchasing decisions with Calls by Reps, Discussion groups, Advice from 

Animal Health Professionals and Conferences being the most influential.   

In person collective experiences (conferences and meetings/ discussion groups) are must 

more preferential to online forums and the scored higher in trust, understanding and overall 
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influence on the veterinary pharmaceutical customer.  Peer-to-peer/ in person forms of 

communication (scored Calls by Sale Representatives, Farm Meetings/ Discussion Groups, 

Advice from an Animal Health Professional and Conferences) highly for customer 

understanding.     

Table DAA2 Customer Results by Education level, (Post Graduate & Third Level Education)  

 

Table DAA2 shows the variation in results between participants who completed post 

graduate education (those who’s highest level of education was described as Post graduate, 

Master or PhD and Industry certificate or Diploma) and those who have no post graduate 

education beyond third and secondary education (made up of the groups Agricultural 

College, University Degree/ Diploma, Secondary School.) Overall there is very little variation 

in the results. Participants without a post graduate education seem to score the digital 

platforms (Online forums & News Applications on your Device) lower in all variables than 

those with a post graduate education with the highest variation in understanding and 

preference levels for online forums. Whether or not the participants have completed higher 

education again the Advice from an Animal Health Expert is still the most influential and 
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trusted form of communication when customers are determining purchases of veterinary 

pharmaceuticals.   

Table DAA3 Customer Results by Age (Under and over median of 35) 

 

Table DAA3 shows the result of the customers of the veterinary pharmaceutical sector 

broken by those above and below the median again of respondents to Survey 1. Older 

participants scored the online forums much lower for preference and influence than 

younger participants. Likewise, news applications scored lower for all 4 measures among the 

older groups compared with younger respondents. Older respondents found calls by sales 

representatives to be much less influential. Younger participants showed a greater 

preference levels for conferences, scoring them higher for trustworthiness and 

understanding and influence on veterinary purchasing decisions.  Older respondents also 

found white papers to be much less influential, scoring them lower for trust worthiness and 

understanding.      
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Table DAA4 Customer Results by Location (ROI, UK and Rest of EU) 

Table DAA4 shows the responses to survey 1 based on the country in which the respondents 

work with livestock. Due to the small number of respondents the data from France, Italy and 

Spain has been pooled together. Given that 32 respondents were based in Ireland, 11 based 

in the UK and only 5 based in the Rest of the EU, interpreting the results based on location 

may have limited value and a study on a wider scale in warranted to better quantify 

variations here. Contrasting the UK and ROI results though, there are some variations as UK 

based participants score conferences and white papers much higher than participants in 

Ireland. Furthermore, UK participants have a much higher influence and trust in calls by 

sales representative compared to responses from Ireland.    
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B. Survey 2 

 

Fig DAB.1 Consent 

 

All participants of survey 2 consented before taking part in the research. 

Fig DAB.2 Job Title 

 

From the job title data, it is clear that respondents to survey 2 worked in a variety of client 

facing sales roles in the veterinary pharmaceutical sector offering a good representation of 

the industry. 

Fig DAB.3 Education Level 

 

Like the respondents to survey 1, survey 2 respondents were all highly educated with all 

participants having a third level education and at least 36.4% with a post graduate 
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education also. Like survey 1, no European or International Specialists were surveyed. No 

participants had Agricultural college qualifications.  

Age of Participants 

Survey 2 had a lower number of participants and each had a unique age so further more 

detailed analysis is of limited value. Importantly not at risk or vulnerable age groups were 

surveyed in the research e.g. minors below the age of 18. All participants were below 

retirement age of 65 also. Age of Participants: 27, 33, 34, 37, 39, 43, 50, 53, 56, 57, 60.  

 

Fig DAB.4 Gender 

 

Like survey 1, the majority of respondents to Survey 2 were male. 

Fig DAB.5 Geographic Distribution of Participants  

 

Overall there was a much lower number of respondents to survey 1 but the respondents are 

from a wider range of countries with data from all 8 target countries. The majority of 

respondents are from Ireland but Spain and Portugal are represented highly also. 
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Table DAB.1 Overall Sellers Scores  

 

Table DAB.1 shows the overall average scores from Survey 2 participants, those working in 

sales roles in the veterinary pharmaceutical industry. To be clear, the survey did not as 

participant their own thoughts on the trustworthiness or understanding of the different 

methods of client communication, the survey asked what their perception of how their 

clients would score each of these communication methods under the headings of 

Preference, trust, understanding and overall influence on the buying decision.   

From the results here is it clear that the veterinary pharmaceutical industry thinks their 

clients are highly influenced by Animal Health experts as they put a high level of trust in the 

advice of these individuals and it is the preferred source of information when making 

purchasing decisions on veterinary pharmaceuticals. Interesting, the sales personnel score 

the influence of Farm Meetings / Discussion groups highly, much higher than advertising 

and news applications which often have sponsored articles paid for by pharmaceutical 

companies. It is the opinion of industry personnel that customers prefer to get information 

from a sales rep call then they do from advertising as they perceive the customer to have 

higher levels of trust and understanding compared to this medium.  
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C. Survey 1 & 2 Compared 

Independent T test with unequal variances 

Using the add-on data analysis package on 

Microsoft Excel, a T-test: two-sample 

assuming known variance was carried out on 

the data from the two surveys. This was done 

to highlight the statistical significant 

difference if any, on the different forms of 

client communication under the themes of 

preference, understanding, trust and 

influence on purchasing decisions. The 

hypothesis here was that certain forms of 

communication are perceived to be more 

preferential, more trusted, better understood 

or more influential by the industry figures than they actually are in the mind of the 

customer. Thus these forms of communication are less effective than was first considered 

by the Veterinary Pharmaceutical industry.   

 Table DAC.1 Survey 1 & 2 Results Compared 

 

Table DAC.1 shows the statistical significance between the participants of Survey 1 and 2. 

The veterinary pharmaceutical sector overestimates the trust its customers put in the 

information shared during sales calls; this can be seen in the statistically significant 

difference in the level of trust scores between survey 1 and 2 respondents (p=0.049). There 
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is a significant difference in the understand levels of calls by sales representatives meaning 

customers understand their messaging about veterinary pharmaceuticals significantly less 

than the perceived level of understanding among those working in the sector (P=0.007). 

Furthermore, the results show that calls from sales reps are significantly less influential on 

purchasing decisions for customers than they are perceived to be by customers (P=0.011) 

though the high preference score shows some customers still like calls from sales reps. 

Looking at the Farm Meetings and Discussions groups, they are statistically less popular for 

customers’ as a source of information than the veterinary pharmaceutical sector considers 

them to be (P=0.031). According to the data, participants of both surveys agree that the 

information shared at events like this is highly trusted and well understood but there is a 

strong trend if not significant, that the information here is not as influence as the 

pharmaceutical companies perceive it to be (P=0.059).  

Looking at the digital platforms, both Online Forums and News Application on Devices are 

significantly less influential on buying decision in the opinion of the costumer compared to 

what is thought by industry personnel (P=0.016 and P=0.012 respectively). News Application 

in particular scored very low for as preferred source of information among customers.  

Respondents of both surveys were closely aligned of the importance of advice from Animal 

Health Experts as there was little variation in the results of this form of communication. 

Though not significant (P=0.071), there is a difference in the perceived understanding levels 

here as customers feel they understand the information from this source better than is 

thought by the pharmaceutical companies.  

There was no statistical difference in the scores given to Conferences, White Papers and 

Advertising though those working in the industry tended to score these sources of 

information higher for trust and influence than the customers. Likewise, customers tended 

to score their understanding of Peer reviewed “white papers” higher than what was 

perceived by the participants of survey 2 but the difference here was not significant.  

It is noteworthy the close similarity between both survey 1 and 2 results for advertising. 

Neither set of participants scored advertising particularly high for any of themes though 

survey 2 participants scored advertising much higher for trust and influence than the 

customers of survey 1. Though these difference were not significant it shows that those 
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marketing veterinary pharmaceutical products think their advertising is more effective than 

it is. 
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7. RESULTS  

 

A. Introduction 
 

In this chapter the data gathered from the surveys will be reviewed in greater detail so that 

results can be drawn from the data to support the hypothesis and aims of the research. As 

outlined at the end of the literature review the hypothesis was there would be 

misalignment between perceived customer trust and understanding of the sellers of 

veterinary pharmaceuticals and the actually trust & understanding levels of the customer 

and furthermore, client communication would be shown to have a lower degree of 

influence on the customers purchasing decisions than expected by the sellers. Thus the aim 

of the research is to show that veterinary pharmaceutical companies will need to improve 

their trust and communication clarity in order to improve their influence on customer 

behaviour.   

 

B. Descriptive statistics 

Preference 

From Table DAC.1 it can be seen there is no statistical difference between the preferences 

of the customer and the sellers other than for Meetings and discussion groups (P=0.031). 

This shows that the veterinary pharmaceutical sector is overthinking the importance of 

these discussion groups as a source of information for the customer. As mentioned in the 

literature review some barriers to adoption of new technology exist among farmers (Dillon 

et al., 2015). From this research it is clear that small scale meetings and discussion groups 

are not as welcome a source of information as the industry thinks and thus companies 

should not invest in these small scale labour intensive “road show” style meetings as 

described by Mark Wallace Managing Director of MWA an event management company 

when he said “You have taken the effort to go to them, rather than waiting for them to 

come to you – and they appreciate that” (Marketing Week, 1995). This may have been the 

case pre-COVID 19 but in a post pandemic world perhaps customers want to return to 

bigger large scale events like Conferences which were cancelled for the last two years and 

scored higher in preference in this research of 2.766. This is a very interesting finding given 

how companies need to redraw how they spend their marketing budgets in the years going 

forward after the pandemic.   
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Trust  

The major finding of the trust section and arguable the major finding of this research was 

the statistically significant difference between the customers trusts for sales calls and the 

how trusted the veterinary pharmaceutical companies feel their representatives are trusted 

(P=0.049). The credibility of a message or information is based on the source (Umeogo, 

2012). In the earlier chapters the poorer trust levels for customer was highlighted as a factor 

e-commerce firms. It seems the veterinary pharmaceutical sector has a problem here and 

further research on a larger scale is justified. Sales teams are in constant quest to “make 

their number” and reach sales targets and the persuasive language & marketing may be 

effective in generating sales but not building relationships (Kotler et al., 2019). Negotiation 

is at the heart of sales and perhaps the sales training of pharmaceutical companies should 

go beyond persuasive language and sales techniques but focus on the consensus and win-

win style of negotiation (Valceanu, 2012). This is an example of distributive negotiation 

where both parties feel they are benefiting from the deal. Alternatively, sales reps could be 

over emphasising the value proposition of a product. Exaggerated or misleading product 

claims will earn short term sales but over time this will lead to customers to become 

ambivalent to a brand (Underwood, 2003). Further market research is need to identify the 

reasons for the lack of trust here. Customer views can sometimes be irrational or 

paradoxical but their perception of a situation is more important the reality (Kotler., 2019). 

Even if the reps are very trustworthy the customers still perceives them not to be, therefore 

the problem exists.  

 

Understanding 

Looking at the comparative data on understanding in Table DAC.1 again this paints a very 

negative picture for the sales representatives as there is a strong significant difference 

between the perceived and actual customer understanding levels (P=0.007) meaning the 

information conveyed during sales calls is far less understood. The lack of trust in the sales 

representatives’ communication could be having a detrimental effect on understanding 

levels due to customers not making an effort to interpreted data presented to them as they 

do not trust the source, customers don’t respond well to brands they do not trust (Mal et 

al., 2013).  As highlighted previously, customers need to comprehend communications for 

them to successfully influence the customer (Martin, 1997). Also as stated earlier the more 
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interactive information is the better chance it will have of influencing the consumer (Briggs 

& Hollis, 1997). If sales representatives are trained to host sales calls and meeting in a more   

interactive style with price and product discussions based more on a win-win basis, this 

might help to improve customer trust and understand of the information they are sharing 

(Valceanu, 2012). Product presentations could be done through interactive apps or using 

customer specific data to ensure the budget spent on to keep sales teams on the road is 

money well spent (Koomstra, 2016). 

Though not statistically significant, it is clear pharmaceutical companies have 

underestimated how well customer understand information explained by animal health 

experts (P=0.071). In a recent experiment, customers were willing to pay as much as 60% 

more for a bar of soap that was made traditionally citing the brand gave them feeling of 

connection to craftsperson who made the soap (Eichinger et al., 2021). While 

pharmaceuticals cannot be artisanal in their production, customers want to connect with a 

brand or product that is the smart choice based on the people associated with it (Eichinger 

et al., 2021). Thus, the recommendation of non-company affiliated experts like university 

professions is a major boost to a brand in this industry.   

 

Influence 

The disparity in the level of influence certain communications have on buying decisions 

compared to the perceived influence is quite worrying from an industry point of view. It is 

clear from the strong statistical significance between survey 1 and 2 participants, calls from 

sales representatives are far less influential on purchasing decisions in the customer’s 

opinion than the pharmaceutical companies believe (P=0.011). As discussed above, 

customers trust and understanding of the sales representative communications are much 

less than the pharmaceutical companies predicted thus they are obviously going to be less 

influential here. If companies invest in retraining of sales personnel to focus on building 

better, deeper relationships with customers and improving the interactivity of the sales 

calls, their level of influence will improve as their status with the customer improves also 

(Akdeniz et al., 2013).  

From this data, it can also be seen that the pharmaceutical industry over estimates the 

influence of local farm meetings and discussion groups though the difference here falls just 

short of statistical significant (P=0.059). This result is surprising as peer influence would be 
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considered to be quite strong among the participants of Survey 1 (Essiz & Mandrik., 2022). 

From the relatively high levels of education of the participants they are obviously more 

discerning about their information sources. To sell to customer companies need to 

understand the touchpoints on the customer journey map and the advice of an animal 

health expert is clearly a much more valued touchpoint than the influence of a peer (Court 

et al., 2009). They are almost the gate keeper of a purchase. Local advocacy has been shown 

to be really important for brands but in this sector expert opinion and hard data matter 

more (Richmond, 2010).  

Recent research has shown that 82% of surveyed farmers use their mobile phone 

applications to check the news and 49% percent of farmers were confident technology use 

though this figure rose to 88% in farmers under 35 years old (O’Donnell, 2019). While 

farmers may have confidence in the news applications for current affairs they are not 

influential in the purchasing decisions of veterinary pharmaceuticals scoring low here and 

also they are significantly less influential than is thought by pharmaceutical companies 

(P=0.012). Online forums score almost equally poorly on influence but also are significantly 

less influential on the customer than is currently perceived by the pharmaceutical industry 

(P=0.16). Despite highlighting earlier that research shows people working in agriculture can 

be technologically progressive if the economic benefits of adoption are clear, this data 

would suggest though they will adopt new technologies they may not bring about behaviour 

changes like altering purchasing decisions (Toma et al., 2014). This is a useful finding for the 

industry as increasing proportions of marketing budgets and activities are being spent on 

digital campaigns. Relying solely on digital marketing would be unwise. Again though, the 

effect of the pandemic might be altering the results as people are rejecting digital media in 

favour of in person information exchange having been unable to do so for during the 

lockdowns.   

According to 2016 research, agriculture is the industry with the lowest digital marketing 

adoption rates. While other industries are average at 88%, agriculture is just 78% (Bojkić et 

al., 2016). On the other hand, in 2015 alone there was $4.6bn invested into new digital 

farming technologies in US (EY, 2021). The agricultural sector is clearly not opposed to 

technological advancement to improve efficiency of production but digital advertising will 

have a limited effect on influencing customer behaviour here.  Business need to take 

account of their customer’ behaviour (Jobber & Fahy, 2006). In order to successfully sell, 
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marketers need to understand their target customers and how to reach them (Jobber & 

Fahy, 2006). 

 

C. Inferential statistics 

 

Another hypothesis of this research was that there would be variation in the finding in some 

geographies compared. Table DAA4 shows the variations in the scores for Preference, Trust, 

Understanding and Influence from the respondents of Survey 1. The scores are grouped by 

the country they work with livestock, Ireland (n=32), UK (n=11) and Rest of EU (France, 

Spain & Italy, n=5). There were too few respondents to Survey 2 to allow for a comparison 

between these 3 groupings and the corresponding groups in survey 1. From the data in 

Table DAA4 it is clear though, there is a high level of variation between the score results 

from the three different groupings. There is thus justification for greater investigation in this 

area as the results of this research would infer that the levels of Preference, Trust, 

Understanding and Influence would vary across different countries in the EU. Understanding 

the behaviour and attitude of a company’s target market is vital for achieving sales growth 

so behavioural segmentation is a useful tool (DeAsi, 2018). Segmenting the target customers 

of veterinary pharmaceuticals by country is a good strategy which would be further 

enhanced by understanding regional variations also so that communication activities can be 

very targeted and more effective.   

Interestingly this data suggests that the use of advertising in the veterinary pharmaceutical 

sector is of limited value in communicating information on veterinary pharmaceuticals with 

the target customers. The Preference for advertising as a source of information for the 

customer perspective was the second lowest, adverting had the lowest trust and the 

understand scores of any customer communication mediums as well as having the lowest 

influence score from both survey 1 and 2 respondents. Though none of these results 

showed a significant difference between the preference of the thinking customer and the 

sellers, the relatively low scores are a concern.  

As mention previously, the advertising of veterinary pharmaceuticals in Europe has thus far 

been tightly regulated which has limited the creative abilities of marketers trying to catch 

the attention of information overloaded customers (Lang, 2000). Advertising is still the main 

way companies explain the basic value proposition of their products or brand to the 
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customer (Jobber & Fahy, 2006). With the deregulation of advertising as part of the New 

Veterinary Regulations, pharmaceutical companies can drastically change their creative 

approach to advertising. Before now a huge percentage of European customers of 

veterinary pharmaceuticals namely farmers and livestock manager were not exposed to 

advertising for certain classes of products for example farmers would have never been 

exposed legally to the advertisements of prescription only products even though these 

might have been of great interest to them raising their livestock. Now products with a 

licenced immunological benefits can now be marketed directly targeting the end user not 

the prescriber, the farmers not the veterinarians (EMA, 2019). This is important for a 

number of reasons. A lot of meat and milk is sold from the farmers to processors at a 

premium if organic or low antibiotic usage status is maintained and more and more farmers 

are switching their production systems to organic as the industry grew by 9% in 2019 to 

€45bn in Europe (FIBL, 2021).  We also know from the EMA that antibiotic overuse was rife 

in the sector but due to the rise of multi drug resistant bacteria as a result of this overuse a 

massive effort has been put in place to reduce the sale and use of antibiotics in the last 

decade. Livestock producers want to use a little antibiotics as possible in their food 

producing animals so they need preventative treatments like supplements, vaccines, 

nutraceuticals and probiotics to avoid animals developing illnesses that could require 

further treatments. From a sales point of view, the veterinary pharmaceutical sector needs 

to take advantage of this shift in customer attitude and find the best methods to market 

new alternative products that will replace the revenue lost by the reduction in antibiotic 

sales. Successful businesses rely on well-reasoned and researched strategic planning to 

achieve organisational success in a market (Mintzberg, 1987). 
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8. DISCUSSION  
 

A. Summary & Findings 
 

As outlined earlier, with the changes in statuary advertising and marketing standards of 

veterinary medicine in the EU coming into being, this has brought about the potential for 

massive growth in the industry in the years to come. The aim of this research was thus to 

evaluate how prepared the European veterinary pharmaceutical industry is to take 

advantage of this growth opportunity by investigating how effective are existing client 

communication strategies at influencing the customer’s decision making of purchasing 

veterinary pharmaceuticals in several European countries. This was performed by 

investigating if a significant difference exists between what the pharmaceutical industry 

perceives are the most preferred, trusted and understood forms of client communication 

and how influential they perceive them to be on buying decisions compared to the actual 

attitudes of the customer.  

The findings of this research should be concerning to the veterinary pharmaceutical 

industry. While some positive conclusion can be drawn from the results the major finding is 

that it shows there is a significant lack of trust and understanding in the messages 

communicated by the veterinary pharmaceutical companies’ sales representatives and their 

communications have a greatly reduced influence on customers buying behaviour than the 

pharmaceutical industry perceives.  

Crucially for the industry, both of sets respondents agreed that advice from an animal health 

expert is by far the most influential and impactful force persuading customers to purchase 

veterinary pharmaceuticals. This shows that companies recognise the core driver of 

converting a customer enquiry into a sale is this impartial advice. Thus companies should 

target theses key opinion leaders in their industry and make sure they are update on the 

products or services offered by the companies so they are more likely to advise the 

customers towards purchasing. Another positive can be seen in the fact that only one of the 

communication mediums showed significant difference in in the perceived versus true 

preference in that only the customers preference for farmer meetings & discussion groups 

was over or underestimated in preference, in this case the former. This show the industry is 

relatively in tune with what the preferred sources of information are for the customer.       
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The level of customer understanding was not as positive with a quarter (2 out of the 8) of 

the communication mediums revealing a divergence between the perceived customer 

understanding and the level industry would have thought. Though the customers 

understanding the Expert advice more than was expected is a valuable finding, again the 

lack of understanding of the sales rep communications shows significant retraining of sales 

teams is needed especially when coupled with the lack of trust and lack of influence the 

respondents to survey 1 show these employees have on purchasing decisions.    

Furthermore, when we look deep at the results for influence, the findings here are very 

worrying for the veterinary pharmaceutical industry with half (4 out of the 8) of client 

communication mediums assessed here being vastly less influential on the customer 

purchasing decisions of veterinary pharmaceuticals then was perceived by the industry 

respondents to survey 2 with 3 of these differences being statistically significant. 

All in all, this research shows that though the veterinary pharmaceutical industry knows 

their customer preferences of information sources when communicating on veterinary 

pharmaceuticals, the lack of understanding and lack of trust of some of these means of 

communications leads to the conclusion that client communication strategies are not as 

effective as they should be in the veterinary pharmaceutical sector in Europe and thus the 

industry is not harmonised enough with the needs of the customer to take full advantage of 

the growth opportunity deregulation has offered. 

Thus when we review these findings in light of the research question: is a lack of customer 

trust or comprehension diminishing the effectiveness of the marketing strategies on 

influencing buying decisions in the veterinary pharmaceutical industry in Europe? it is clear 

that this research was vindicated as the research question was justified and the 

hypothesises underlining this question have been proven correct: 

1. Perceived customer trust among the sellers of veterinary pharmaceuticals is higher 

than the actually trust levels among their customer for certain mediums. 

2. There is a level of miscommunication and misunderstanding in certain mediums 

beyond what was expected by the industry personnel. 

3. Client communication has been shown to be much less influential on the customers 

purchasing decisions than was expected by the sellers.  
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Only the fourth hypothesis could not be proven as there was too few respondents from 

individual different geographies to draw conclusions here though there is an inference that 

the results are not homogenous across Europe.  

B. Previous Research  
 

Comparing this research to previous findings, it again underlines the importance of 

customer trust and understanding. It is not enough for companies to know they can reach 

their target audience, they need to know their message is comprehended (Martin, 1997) 

(Jobber & Fahy, 2006). Likewise, companies need to know their message reaches the 

customer from a reliable source they trust and that will encourage their engagement with 

the brand, product or service (Kumar, 2020). Peer influence is a growing trend of 

importance influencing purchasing behaviour of the customer but this was not shown to be 

the case with the participants of this research (Essiz & Mandrik, 2022). This research has 

found customers of the veterinary pharmaceutical industry in Europe are more influenced 

by expert advice then their peers suggesting pharmaceutical companies need to identify the 

local and regional KOLs in a market and factor them into their launch plans or ongoing 

marketing activities (Burns, 2021).  

C. Potential Problems  
 

Approaching this research critically there are some limitations to the findings. Firstly, the 

research was limited to the seven countries that the author is actively working in so not all 

of Europe was covered. Even this reduced scope of the research did not contain nor target 

members of the German animal health industry which is of course the biggest animal health 

market in Europe. Further research on insights into purchasing behaviour of veterinary 

pharmaceuticals needs to capture data from Germany if not the whole of Europe.  

Though there were 8 mediums of communications assessed, this was not an exhaustive list 

and included aggregate titles like “Conferences” and “Advertising”. Future sponsored 

research projects could have the resources to encompass a greater scope and break the 

sources down further e.g. national conferences, international conferences, product 

brochures, radio adverts, television adverts, magazine adverts and more. This would offer 

much greater detail into which particular advertisement are more or less favoured by the 

customer.  
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Though this research covered 7 countries in Europe, the number of respondents was 

relatively low in both surveys, particularly survey 2. Given the limited time available to write 

up a masters dissertation, perhaps a company or industry group would be better equipped 

to gather the necessary respondent numbers to ensure the data collected from the research 

would be more of an accurate representation of the industry as a whole (EC, 2020). 

Furthermore, from Figure LR1, it is clear that the vast majority of farmers and farm 

managers in Europe are 50 years old and above, so this age group would not be as tech 

savvy as younger generations. Future research projects like this could be done by posting 

surveys to respondents, door-stepping or asking respondents to participate by canvassing 

their opinions at conferences, markets or other agricultural events. 

One of the major strength of this research is the 1-4 format of the questionnaires forces 

respondents to not sit on the fence when responding meaning their results required more 

thought than the straight down the middle approach some respondents give to 1-5 

questionnaires.  Though the research did not cover the whole of Europe, the variations in 

age, job title and education level among the respondents means this is a very diverse data 

set from 7 different countries in the Europe so the findings are nonetheless very interesting 

to the industry and highlight some potential major issues restraining growth in the market.   

D. Future Research  
 

Following on from this research and findings, there is the potential for a lot of follow up 

projects to deeper explore some of the themes discussed within.  A more complete study in 

greater detail could be carried out to assess what are the true drivers of influence for 

customers of veterinary pharmaceuticals examining the psychological, social, personal, 

cultural and economic factors influencing customer behaviour in the industry across Europe 

(Lukman et al, 2020). This would be a useful project because this research has highlighted a 

deficit in the influencing power of pharmaceutical companies in Europe as communicated by 

their customer but there no information was gathered as to what they feel would influence 

the decision making and purchasing. Further research would shed light on this area.   

Author and thought leader Simon Sinek once said “Trust is maintained when values and 

beliefs are actively managed. If companies do not actively work to keep clarity, discipline and 

consistency in balance, then trust starts to break down.”  Further research into the lack of 
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trust in the pharmaceutical companies’ sales representatives would be very important. From 

this research it is clear existing sales calls and practices are not effective forms of 

communication as the customers have a lack of trust and understanding in this approach. 

Before companies invest time and resource in extensive retraining of their sales teams, a 

detailed evaluation of how the sale representative- customer relationships are managed is 

needed including canvassing veterinarians and farmers on a large scale to find out what they 

feel are the barriers to trusting the sales teams more. Are the farm shops/ vet clinics being 

visited often enough by the reps? Are the reps spending enough time on the visits? Do the 

customers feel the reps are doing enough to address their after sale needs? Further analysis 

on the relationship dynamic would be extremely useful here. The relationship here could be 

contrasted with the relationship the customers have with their local animal health expert 

who according to the findings of this research are highly understood, very well trusted by 

the customer and extremely influential on their purchasing decisions. The alternative could 

be for companies to review if they need sale representatives at all or do they need to 

restructure their organisation using a more centralised approach.  

Another finding from this research is the unwillingness of customers in the veterinary 

pharmaceutical sector to engage with technology and the limited influence digital medium 

have on the customer purchasing decisions. Further research could explore the barriers to 

technology adaption like poor availability or reliability of rural high speed broad brand, lack 

of computer literacy or training or lack of access to computers or smart phone technology. 

This research could again be done country by country among the member states, Norway, 

Switzerland and the UK as well as across the continent and it could lead to companies 

redesigning their online resources or reallocating funds meant for digital medium to instead 

go towards campaigns that are more preferred or accepted by the customer.  
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9. CONCLUSIONS  
 

The two surveys in this mixed method research acted as a deductive cross sectional 

snapshot of the attitudes of the stakeholders of the veterinary pharmaceutical industry in 

Europe at the time of participation. As outlined in the literature review, customer trust and 

understanding are of paramount importance in building a brand (Kelly et al., 2011). 

Companies cannot afford to make assumptions using a blanket campaign across the 

continent not taking into account the nuances of cultural differences in Europe (Baltador et 

al., 2014). Companies need to ensure their messaging can be interpreted properly by the 

customer, not only avoiding intercultural miscommunications but also, the message must be 

fully comprehensible and decodable but through a medium that the customer trust 

(Žegunienė, 2021) (Novinger, 2001). If the customer feels a brand can be trusted, they will 

engage more with the brand and are more likely to become loyal customers of that brand 

(Romadhoni et al., 2021). 

This research has highlighted there are serious deficits in trust and understanding among 

customers of the veterinary pharmaceutical sector in Europe towards certain client 

communications used by pharmaceutical companies which lack the power to influence the 

costumers purchasing decisions and are therefore ineffective means of communicating with 

the companies’ target market. Thus if companies wish to take advantage of the market’s 

relaxation advertising laws, international shipping deregulation and seamless digital 

prescribing, serious rethinking of communication and marketing plans are needed to meet 

predicted growth in the industry. 

From this research it is clear that the recommendations of local Animal Health Experts are 

by far the most influential factor on customers purchasing decisions. Pre-launch activity 

ensuring these local opinion leaders are full briefed on new product ranges could be a much 

better investment of time and resource than an expensive digital advertising campaign that 

the customer might not engage with. Likewise, the peer effect of local discussion group 

meetings is less popular and less influential with the customer than companies perceive so 

targeting of these events is not an efficient way to communicate with the customer (Essiz & 

Mandrik., 2022). The messaging of new applications and online forums are far less powerful 

in converting customers when making buying decisions than was the previous perception of 

the industry. With the adoption of digital marketing still being poor, companies need to 
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allow time for their customers to become more familiar with these technologies and for 

them to become more influential. Companies need to review their sales activity and find a 

way for their local field sales teams to improve their costumer-relationships. If local sales 

team can achieve the same levels of trust and understanding of the animal health experts, 

they will be almost certain to grow their market without the customer feeling they are being 

too transactional.         

In Europe, the animal health medicines market was valued at US$5.4bn in 2020 with CAGR 

expected to reach 6.6% between 2021 and 2028 (Grand View Research, 2021). With 

concerns growing about antibiotic resistance and food security, never before has research 

and development into new preventative medicine strategies and products been so 

important, as efficient livestock production is essential while the continent continues to 

wean itself off the cycle of overuse and over sale of antibiotics and transition to new 

products. 

In order fulfil the potential growth target, veterinary pharmaceutical companies need to 

revaluate their approach to communicating with their customers to restore their trust with 

their customers and improve the customers willing to engage with their products and 

become loyal to their brands.  
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10. APPENDICES   

Appendix A – Information Form  
 
Subject Line: Participation Request for a Master Research Projection   
 
Hello 
My name is Dr Patrick O’Neill, I am a veterinarian from the Republic of Ireland and a part 
time MBA student at the Dublin Business School. I am writing to you to invite you to take 
part in a research survey I am carrying out as part of my dissertation. 
 
Objective of the research 

In terms of perceived trustworthiness and understanding of content, this research hopes to evaluate 

how effective are customer communication strategies on influencing buying decisions in the 

veterinary pharmaceutical industry in Europe. 

 

Participation 

At the bottom of this email there are two links. Please only complete one survey, the survey that is 

most relevant to you.  

 

If you are a veterinarian, farmer, livestock manager or herd manager (a customer of the veterinary 

pharmaceutical industry) please click the link to SURVEY 1  

 

If you work for a veterinary pharmaceutical company in a sales role e.g. Marketing Manager, 

Product/ Commercial Manager or Sales Representative, please click the link to SURVEY 2   

 

Resulting findings 

The data gathered from these surveys will be correlated for my MBA dissertation. The results will 

hopefully be of interest to the industry as a whole.  

 

Data and confidentiality 

The survey you will complete is totally anonymous and your answers will not be share with any third 

party. If you wish to take part, please click one of the links that applies to you and click the consent 

box before starting the survey. If you are not interested, please disregard this email. Thank you for 

your time. 

 
SURVEY 1 (veterinarian, farmer, livestock manager or herd manager) 
- LINK 
SURVEY 2 (Marketing Manager, Product/ Commercial Manager or Sales Rep) 
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-LINK 
 
Kind Regards, 
Dr Patrick F O’Neill MVB, MRCVS, Dip MS,  
 
 
 
Appendix B – Consent Form  
 
This consent question will be present on Survey 1 & 2 
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Appendix C – Surveys 
 
C1 Research Survey 1 
 

Please complete this Survey if you are a veterinarian, farmer, livestock manager or herd 

manager 
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C2 Research Survey 2 

 

Please complete this survey if you work for a Veterinary Pharmaceutical Company in a sales 

role 
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