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Abstract

Purpose: This study was conducted to identify and prioritize the distribution channel choices of pharmaceutical businesses in Vietnam.
Research design, data, and methodology: To achieve the above objectives, the research team applied a combination of two analytical
methods: Analytical Hierarchy Process (AHP) and Weighted Multiplier Model (WPM). First, the criteria for evaluating distribution
channels were determined through group discussions with leading experts in the pharmaceutical distribution field. Next, AHP was used
to calculate the relative weight of each criterion, helping to clarify the level of influence they exert when deciding to choose a distribution
channel. Finally, the WPM model was applied to rank the options based on the determined weights, helping to provide a clear and
reasonable order of priority. Results: The analysis results show that the priority ratio between distribution channel options has clear
differences, specifically: P(A1/A2) =1.0035; P(A2/A4) =1.0160; P(A4/A5) = 1.0295; and P(A3/A5) = 0.7396. These numbers represent
the relative priority between channels, thereby determining the optimal choice order for businesses. Conclusions: The study concluded
that the ETC distribution channel is considered the top priority, followed by the OTC channel, then the social media channel, the
television channel, and finally the website distribution channel. This result indicates that pharmaceutical companies are prioritizing
modern channels that enable them to reach consumers more quickly and effectively.
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1. Introduction

The pharmaceutical industry in Vietnam is developing
strongly, with an average growth rate of about 10%/year in
the period 2016-2022, the Vietnamese pharmaceutical
market is valued at about 6.2-6.4 billion USD/year, forecast
to reach 16.1 billion USD by 2026 (Nguyen et al., 2024). As
of 2023, Vietnam has about 51 foreign-invested
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pharmaceutical manufacturing enterprises and 228 domestic
pharmaceutical manufacturing enterprises. Of which, 18
enterprises meet high GMP standards like the EU. On the
other hand, Vietnam's young population structure is aging
rapidly; environmental pollution and the level of concern of
over 100 million people about health issues are increasing
(Nguyen et al., 2022). This issue will be the driving force for
the pharmaceutical industry to continue to grow, a great
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opportunity for pharmaceutical enterprises. The problem is
that companies need to consider their distribution channel
system.

Distribution channels act as a bridge between businesses
and customers, helping products reach consumers quickly
and at the right time, overcoming barriers of space and time
(Kracht & Wang, 2010). Increasing market access by
bringing products to many points of sale, promoting and
expanding market coverage is also the role of distribution
channels. The main purpose of choosing a pharmaceutical
distribution channel is to ensure that drugs reach patients
quickly, accurately and safely, while optimizing the cost and
efficiency of distribution activities. The problem is that
managers must find a way to prioritize the most effective
distribution channel for their business.

The Analytic Hierarchy Process is a quantitative method
for multi-criteria decision making, often used to evaluate
and select optimal options based on hierarchical analysis
(Hill et al., 2005). AHP helps organize complex problems
into hierarchical structures, then compare each pair to
determine the weight of the criteria and evaluate the options
(Tavana et al., 2023). WPM is an MCDA method that helps
evaluate and rank options based on many different criteria
(AlAli et al., 2023). This study applies a combination of
AHP and WPM methods to prioritize the choice of
distribution channels of enterprises specializing in
pharmaceutical distribution in Vietnam. The AHP method is
used to find the weight of the criteria of the distribution
channel, then the weighted product model is used to rank the
distribution channels that need priority. The choice of
distribution channel priority has a great impact on the
business performance of the enterprise. The purpose of the
above study is to meet that requirement. At the same time,
through this study, it also affirms the superiority of the AHP
method when combined with other methods, specifically in
this study, the weighted product model WPM.

2. Literature Review
2.1. Distribution Channels and Criteria for
Selecting Distribution Channels

In the context of modern marketing, a distribution
channel is understood as an organizational system that links
entities to ensure the flow of goods or services from
producers to consumers in the most efficient way (Andersen
& Bering, 2023). In addition to the function of transferring
products, the distribution channel also plays an intermediary
role in terms of information, finance, and after-sales service.
In terms of structure, distribution channels are divided into
two main groups: direct channels, without intermediaries,
and indirect channels, with the participation of intermediaries

such as wholesalers, retailers, or agents (Sa Vinhas & Heide,
2015). The length of the channel reflects the number of
intermediary levels, from one-level to three-level channels,
and has a direct impact on the ability to control the market as
well as distribution costs. Distribution channels serve
multiple functions. They not only perform transaction
functions but also handle logistics tasks and facilitate the
provision of market information and customer service
(Kiessling et al., 2014). Each of these functions plays an
essential role in optimizing distribution performance and
enhancing the consumer experience. Notably, the
development of digital technology is accelerating the
restructuring of distribution channels. E-commerce and
integrated multi-channel sales, along with the application of
big data, have reshaped the way businesses approach the
market (Saghiri & Mirzabeiki, 2021). No longer limited to
physical space, modern distribution channels aim for
flexibility, personalization, and optimization of customer
experience.

In the process of selecting a distribution channel,
businesses need to consider a combination of many factors to
ensure effective market access and optimize resources. First
of all, distribution costs are a fundamental factor that affects
prices and profits (Takata, 2019). Indirect channels often
save initial investment costs but reduce profit margins due to
revenue sharing with intermediaries. Meanwhile, direct
channels require higher operating costs but allow tighter
control over branding and selling prices. The financial
capacity of the business plays a decisive role in choosing the
right channel model (Pali¢ et al., 2020). Large businesses can
invest in building their own distribution systems, while small
units often have to rely on distribution partners to expand the
market. In addition, the accessibility of the channel, both
geographically and professionally, is a key factor (Oriat et al.,
2017). A channel with high market coverage, a strong
intermediary system, and connectivity will help products
reach the right target quickly. Product characteristics
determine the structure of a distribution channel (Brezovi¢ et
al., 2021). Products that require strict preservation, have high
value, or need professional advice will be suitable for tightly
controlled channels, while popular consumer products can be
distributed through more open, flexible channels. In addition,
the distribution staff also plays an important role, especially
in channels that require in-depth interaction. The expertise,
service style, and reliability of this force directly contribute
to the efficiency of channel exploitation. In addition,
businesses need to consider the desired level of control and
the flexible expansion capacity of each type of channel. In
the context of a complex and competitive market, choosing
the right distribution channel is not only about optimizing
costs but also the foundation for building a sustainable
advantage.
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2.2. Pharmaceutical Distribution Channel

In the pharmaceutical industry, the distribution system
not only plays the role of circulating goods but also
contributes to ensuring the safety, effectiveness, and legality
in the use of drugs (Kharytonova, 2024). Due to their
specific nature, pharmaceutical distribution channels are
organized into two main groups: indirect channels and direct
channels, each group reflecting different approaches to the
market and consumer groups. The indirect channel is a
popular traditional form in which manufacturers distribute
products through intermediaries such as hospitals,
pharmacies, or retail systems. A typical example of this
group is the ETC-Ethical drugs channel, also known as
prescription drugs, where prescription drugs are distributed
through medical facilities, doctors, and hospital bidding
processes (Yu et al., 2010). Product consumption here
depends entirely on professional decisions, requiring
businesses to strictly comply with legal regulations,
professional ethics, and quality control. Along with that, the
OTC channel allows consumers to access non-prescription
drugs through pharmacies and retail chains (Pieriegud,
2018). Although less technically constrained, this channel is
still strictly managed to ensure safe use. In parallel with the
indirect channel, the development of digital technology has
promoted the formation of direct distribution channels.
Pharmaceutical companies are increasingly proactive in
approaching consumers through e-commerce websites,
especially for non-prescription drugs, functional foods, and
cosmeceuticals (Anis & Hassali, 2022). In addition, social
networks are becoming a tool for both communication and
real-time interactive consulting and sales support.
Television, although traditional, is still effective among
some elderly customer groups, especially when associated
with direct sales (Mor et al., 2024). Unlike conventional
consumer goods, pharmaceutical distribution is deeply
influenced by legal factors, technical requirements, and
strict storage conditions (Kumar & Kamaraj, 2022). In the
context of increasing competition and changing consumer
behavior, pharmaceutical companies are shifting to an
integrated multi-channel model to effectively combine
traditional and digital channels, thereby optimizing market
coverage, operating costs, and customer experience.

2.3. Application of the AHP Method in Research on
Priority Selection

The Analytic Hierarchy Process has been widely applied
in many fields to support decision-making, especially in
selecting optimal solutions or alternatives. Some typical
studies have used AHP as a single tool. Hruska et al. (2014)
implemented AHP to select the optimal supplier for a
manufacturing company among three potential options.

Durao et al. (2018) proposed an AHP-based Internet of
Things (IoT) technology selection model, with a four-stage
process: process modeling, classification, consideration, and
final selection. Tuyen (2024) applied the AHP method to
have risk priority options in sea-island tourism activities.
Jurik et al. (2022) applied AHP to evaluate and select
optimal manufacturing projects in the direction of
sustainable development. Veisi et al. (2022) applied AHP in
selecting suitable irrigation systems in agriculture. In
addition, Dos Santos et al. (2021) used AHP to support the
decision in selecting warships, concluding that the option of
building a new ship with significant improvements was the
optimal choice. Nguyen and Tuyen (2024) applied AHP to
the selection of tour guides. Or Rosardi et al. (2022)
proposed a sustainable tourism development strategy in
Indonesia based on the use of the AHP method.

In addition, many studies have combined AHP with the
Weighted Product Model (WPM) to enhance the evaluation
efficiency in choosing alternatives or analyzing risks.
Goswami et al. (2020) applied the integrated AHP-WPM
model to select the optimal laptop model, in which model 5
was identified as the best choice based on technical criteria.
Lmoussaoui and Jamouli (2015) used a combination of these
two methods to analyze risks in construction projects. AlAli
et al. (2023) also implemented AHP combined with WPM to
map and assess flood vulnerability in the Wadi Hanifah
basin, Saudi Arabia.

Regarding the distribution channel area, existing studies
mainly focus on analyzing efficiency, strategy and risk in
specific product categories. For example, Chakrabarti &
Desai (2020) evaluated the efficiency of vegetable
distribution channels in Telangana; Adesoga and James
(2019) studied the relationship between distribution channel
strategy and marketing performance in Nigeria; Shi et al.
(2020) analyzed conflicts in channel choice; Shafriani and
Hartoni (2021) focused on risks in orange distribution
channels in Indonesia; while Gruji¢ et al. (2020) delve into
the risks in the pharmaceutical distribution chain. Chen
(2021) and Latorre Guillem (2020) analyze the role and
consulting services in the insurance distribution channel,
while Mariyono et al. (2020) examines the impact of
distribution channels on business performance in the fruit
and vegetable industry in Indonesia.

Although there have been many studies on the
application of AHP in choosing optimal options and
distribution channels in different industries, there is still a
gap in the combined application of AHP and WPM to select
distribution channels in the pharmaceutical industry, a
specific industry with high requirements for quality, time
and reliability in distribution. This study aims to narrow that
gap by integrating the AHP method and the WPM model to
build a decision-making model to support the prioritization
of the most suitable pharmaceutical distribution channel for
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a business in Vietnam. AHP is a multi-criteria decision
making (MCDM) method that helps to deal with complex
problems with many different criteria (Ishizaka & Labib,
2009). WPM is an effective MCDM technique that allows
evaluating options through the weighted product of each
criterion (AlAli et al., 2023). The integration of these two
methods promises to bring comprehensive and highly
reliable evaluation results in the context of the increasingly
developing and competitive Vietnamese pharmaceutical
industry.

3. Research Methods
3.1. Research Framework

To prioritize the selection of pharmaceutical distribution
channels, the study applied a combination of the AHP

method and the WPM weighted product model. Figure 1
describes the specific steps of the research framework.
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Figure 1: Research Framework

3.2. Analytical Hierarchy Process

The Analytic Hierarchy Process is a measurement theory
that deals with the generation of optimal priorities from
pairwise comparisons of the relative importance of
homogeneous factors with respect to a common criterion or
attribute (Saaty, 1994).

AHP is a widely used decision-making process in
management for the purpose of establishing priorities in
multi-criteria decision-making problems (Bernasconi et al.,
2010).

In this method, the comparison of the relative
importance of each pair of criteria is based on expert
judgments through comparative scales, which measure
intangible factors in relative terms (Khazaii & Khazaii,
2016).

AHP is a flexible decision-making method and can be
used as a standalone tool or in combination with other tools
to solve multi-criteria decision-making problems, besides,
the most plausible reasons for using AHP are identified as
small sample size, high consistency and wide applicability

(Darko et al., 2019).

According to Rana & Patel (2020), the steps of
implementing the AHP method can be explained in the
following four basic steps:

1. Identify the problem, objectives, and hierarchy of
factors

2. Pairwise comparison of structural factors is performed.

3. Calculate the weights of factors.

4. Verify the results and make decisions

In this study, the AHP method is implemented to step 3,
the final step of AHP is priority decision making, which will
be implemented through the WPM model.

The first step is to form an expert panel and conduct a
focus group discussion with pharmaceutical industry experts
in Vietnam to select the criteria for a distribution channel.
The hierarchical model is shown in Figure 2.

Next, the experts will continue to compare each pair of
criteria based on the importance scale shown in Table 1. The
issue to note before doing this is that experts must prioritize
the criteria based on their feelings, then compare the
importance of each pair of criteria. After having collected
data from the focus group discussion of experts for
comparing each pair of criteria, the author proceeds to
process the data to build criteria comparison matrices.

[ Prioritize the choice of pharmaceutical distribution channels ]

Financial capacity of Accessibility Product
the enterprise (C2) (C3) Features (C4)

e
———

; —T——
ETC oTC
Distribution Distribution
Channel Channel

Figure 2: AHP Model Diagram for Prioritizing Pharmaceutical
Distribution Channel Selection Decision Making
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(1) staff (C5)

Website
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Next, the author will proceed to calculate the priority
vector. The calculation tool used by the author is Excel
software.

Table 1: Pairwise Comparison Scale with AHP Saaty (2008)

2 67 Intensit Description

Importance Y P
Equal importance 1 Criteria i and j are equally important
Moderate importance 3 Criteria i is less important than Criteria j
Important 5 Criteria i is more important than Criteria j
Very important 7 Criteria i is very important than Criteria j
Extremely important 9 Cr?ter?a | is definitely more important than

Criteria j

Intermediate value 2:4;6;8

The calculated value is only accepted when the
consistency ratio CR<=10% (0.1), if the consistency
coefficient is greater than 10%, the expert comparison result
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must be re-checked (Saaty, 2008). With CI, CR is calculated
according to the following formula: Consistency ratio CR:
CR=CI/RI.

In which: RI: is the random consistency index (Presented
in Table 2); CI: is the consistency index, CI= (A max-n)/(n-
1);L max: is the eigenvalue of the matrix, A max=

=1 wixXl_; aij. The list of distribution channel criteria is

presented in Table 3, the characteristics of distribution
channels are shown in Table 4. The characteristics of the
expert sample are shown in Table 5.

Table 2: Random Consistency Index Saaty (1984)
n 1|2 3 4 5 6 7 8 9 10
RI | 0| 0|058|09|112| 124|132 |141 145|149

Table 3: Criteria of Pharmaceutical Distribution Channels

Criteria

Description

Source

Cost

The cost here is the price for each unit of distributed product or distribution costs can be
understood as the costs that businesses must pay to be able to bring products to
consumers. These costs include: transportation, warehousing, packaging, inventory and
costs for intermediaries related to the distribution channel.

Takata (2019)

Financial capacity of
the enterprise

The amount of financial resources that the company is willing to allocate to the distribution
channels and the source of funds determines the channels. Or it can be understood that
the financial capacity of a distribution channel enterprise is the ability to ensure financial
security and manage financial resources to operate effectively.

Dali¢ et al. (2020)

Distribution channel
accessibility

The accessibility of distribution channels is an important factor in bringing a business's
products to consumers. It can be understood as the ability to reach many customers and
the ability to expand market coverage.

Oriat et al. (2017)

Product Features

Product characteristics have a significant impact on the choice of appropriate distribution
channels. High-value products that require special handling or specialist advice are often
suited to direct or selective distribution. Popular, low-cost consumer products are often
suited to mass or mixed distribution.

Brezovic et al.
(2021)

Distribution staff

Competency and qualifications of sales staff in the channel. A well-trained team can
enhance sales and customer service efficiency.

Discuss with expert
panel

Table 4: Pharmaceutical Distribution Channels

Distribution channel

Description

ETC distribution channel

ETC distribution channel is the main distribution channel which is medical centers and hospitals.

OTC distribution channel and drug markets.

OTC are drugs that can be sold without a prescription, and are retail channels at pharmacies, drug stores,

Website Channel

Website is one of the communication channels owned by the business. This is where the business can
introduce products and share valuable knowledge and information with readers.

Social media channels

The explosion of social networks with a huge number of users and daily visits has created opportunities for
businesses in marketing activities and the pharmaceutical industry is no exception.

Television channel

Although users' video viewing trends have largely shifted to social media channels, the communication
effectiveness that TV advertising brings to businesses cannot be denied.

The weighted results of the pharmaceutical distribution
channel criteria (Wj) will be used in the next step of the
research when implementing the WPM model.

3.3. WPM Method

WPM is a decision-making model that allows for the
comparison of alternatives based on multiple criteria. This
comparison is done by dividing the values of all criteria by
one of them, and then multiplying these ratios together. Each
ratio result is raised to the power corresponding to the
weight of the corresponding criterion (Lmoussaoui, &
Jamouli, 2015; Tofallis, 2014). According to Goswami et al.
(2020), the WPM model is implemented in the following
basic steps:

Step 1: Construct an evaluation matrix (mi x nj), where
m is the number of alternatives and n is the number of

criteria. For positive criteria (desirable larger values) and for
negative or cost criteria (desirable smaller values).

Experts will score each alternative on each criterion. In
this study, experts will score the distribution channel options
on each distribution channel criterion determined from the
AHP analysis results. The more appropriate the criterion is
to the distribution channel, the higher the score will be. The
scale used for evaluation is similar to the 100-point scale of
Bangor et al. (2009), With 0/ negative, 100/ positive,
negative and positive here can be interpreted as the
suitability of each distribution channel criterion for each
specific distribution channel.

Step 2: Build a standardized matrix by dividing the
values of all criteria by one of them.

Step 3: Calculate the P ratio by comparing each
alternative with another using the equation below:
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n
AK akj wj
PGD = H(alj)

Wherei=1,2,3...m;j=1,2,3...n; k, 1=1,2,3....
m; W; is the weighted result of the criteria from the AHP
implementation.

Consider two alternatives AK and AL, in the case of the
maximization problem, If the ratio P(AK/AL) is greater than
or equal to the value of 1, then it indicates that the alternative
AK is more desirable than the alternative AL (in the case of
maximization). The best alternative is the alternative that is
better or at least equal to all other alternatives.

4. Results
4.1. Expert Characteristics

Relevant experts with ten years of working experience or
more (including directors, sales managers, and distribution
channel managers at 7 enterprises operating in the
pharmaceutical distribution sector) were selected as
participants. They all have academic qualifications and
knowledge, and they have a good understanding of
pharmaceutical distribution activities in Vietnam. Notably,
some of these experts have expertise in both the

Amax—n

n= 5; Amax= 5.0905; CI= T = 5.0905-5

1 5-1
226226; CR= = =20226226 _ 2019
RI 1.12

With the value of CR = 0.02019<0.1, there should be
consistency in decision making. Therefore, we have the
results of the weighting of the distribution channel criteria
presented in Table 7.

= 0.0

Table 7: Weighting of Distribution Channel Criteria

Criteria Weight (W))
Cost 0.0986
Financial capacity of the enterprise 0.1611
Distribution channel accessibility 0.4162
Product Features 0.2618
Distribution staff 0.0624

4.3. Calculation Results of P Ratio Value and
Priority Selection of Distribution Channels

From the results of weight calculation by AHP analysis
and the results of experts' scoring for each criterion of each
distribution channel, the team built the evaluation matrix
presented in Table 8 and performed standardization to obtain
the standardized matrix as in Table 9.

Table 8: Evaluation Matrix

pharmaceutical industry and business. Table 5 shows the ¢ c2 c3 c4 cs
characteristics of the experts consulted for this study. Wi 0.0986 | 0.1611 | 0.4162 | 0.2618 | 0.0624
A1 50 55 90 90 70
Table 5: Expert Characteristics A2 60 65 85 85 60
Experience in pharmaceutical distribution
Job/Position Xperi inp uti Istributi A3 80 70 40 60 80
10 years 11-15 years | 16-20 years Ad 95 90 85 50 90
Director 3 experts 2 experts 2 experts A5 70 80 75 65 95
Head of distribution Note: (C1) Cost; (C2) Financial capacity of the enterprise; (C3)
channel 5 experts 2 experts Accessibility of distribution channel; (C4) Product characteristics;
Head of the sales (C5) Distribution staff; (A1) ETC distribution channel; (A2) OTC
1 expert 6 experts distribution channel; (A3) Website channel; (A4) Social media
department channel; (A5) Television channel.

4.2. The Weights of Distribution Channel Criteria

Table 9: Normalization Matrix

are Calculated According to AHP C1 C2 c3 c4 c5
W;j 0.0986 0.1611 0.4162 0.2618 0.0624
The priority vector of distribution channel criteria when (A1/A2) | 0.8333 | 0.8462 | 1.0588 | 1.0588 | 1.1667
calculated by AHP is presented in Table 6. (A1/A3) | 0.6250 | 0.7857 | 2.2500 | 1.5000 | 0.8750
(A1/A4) 0.5263 0.6111 1.0588 1.8000 0.7778
Table 6: Priority Vector of Distribution Channel Criteria (A1/A5) | 0.7143 | 0.6875 | 1.2000 | 1.3846 | 0.7368
C1 C2 C3 (o7 C5 Priority vector (A2/A3) 0.7500 0.9286 2.1250 1.4167 0.7500
8; ; 112 % 12 g g-?g?? (A2/A4) | 0.6316 | 0.7222 | 1.0000 | 1.7000 | 0.6667
C3 1 3 1 > 5 0:4162 (A2/A5) 0.8571 0.8125 1.1333 1.3077 0.6316
ca T3 T 2 T2 T 1 Y 02618 (A3/A4) | 0.8421 | 0.7778 | 0.4706 | 1.2000 | 0.8889
C5 1/2 1/3 1/5 1/4 1 0.0624 (A3/A5) 1.1429 0.8750 0.5333 0.9231 0.8421
Note: (C1) Cost; (C2) Financial capacity of the enterprise; (C3) (A4/A5) 1.3571 1.1250 1.1333 0.7692 0.9474

Accessibility of distribution channel; (C4) Product characteristics;
(C5) Distribution staff.
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According to the weighted results Wj of the distribution
channel criteria in Table 7 and the visual chart shown in
Figure 3, it has been shown that three criteria are considered
by managers to be of top importance, including channel
accessibility, product characteristics, and financial capacity
of the enterprise. These factors not only reflect the
characteristics of the pharmaceutical industry but also play a
decisive role in ensuring operational efficiency and
suitability to the domestic market context. In particular,
accessibility is considered the dominant factor, because
pharmaceuticals are essential but sensitive goods that need to
be distributed through a system with sufficient professional
capacity and wide coverage. Choosing a channel that has
close links with specialized points of sale such as hospitals,
pharmacies, or clinics helps shorten the distance between
manufacturers and end users while ensuring that products are
used for the right purpose and indication. In addition, product
characteristics are an indispensable factor, especially when
the prescription and non-prescription drug segments have
large differences in terms of professional advice
requirements, storage conditions, and distribution
mechanisms. Products that require treatment monitoring or
have a high risk of misuse need to go through channels with
tighter control. Meanwhile, the financial capacity of the
enterprise determines the ability to invest in a suitable
distribution system, thereby directly affecting the initiative
and level of control of the enterprise over the channel.
Enterprises with strong resources will have an advantage in
building their own distribution system or implementing a
modern multi-channel model.

W eight Wj of distribution channel criteria

0.5000
= 0.4000
%= 0.3000
2 0.2000
= 0.1000

0.0000

C1 C2 C3 c4 C5
criteria

Figure 3: Weights Wj of Pharmaceutical Distribution
Channel Criteria

The P ratio results in Table 10 show that the ratios
P(A1/A2)=1.0035, P(A2/A4)=1.0160, P(A4/A5)=1.0295,
P(A3/AS) = 0.7396 all mean that the priority ranking of
distribution channels is as follows:

Rank 1: ETC distribution channel

Rank 2: OTC distribution channel

Rank 3: Social media channel

Rank 4: Television channel

Rank 5: Website channel

In terms of channel ranking, the priority order ETC >
OTC > Social Network > Television > Website reflects the
compatibility between the nature of pharmaceutical products
and the level of professional control required. The ETC
channel is at the top due to the central role of doctors and
hospitals in prescribing, which is especially important for
drugs that treat chronic diseases or are strictly controlled. The
OTC channel, with the ability to distribute widely through
the pharmacy system, takes second place because of its
flexibility and fast user access speed. Social networks are
third, showing the growing role of digital media in health
communication, although the legality of selling drugs is still
limited. Television is behind but still holds certain value for
middle-aged to elderly customers. Although the website
brings initiative and cost savings, its practical effectiveness
is still limited due to legal barriers in drug distribution, as
well as consumer psychology that does not completely trust
buying drugs through digital platforms. The above findings
have clear practical significance in assessing the
effectiveness of distribution activities, as they provide a
reference framework for businesses to balance available
resources and product characteristics, thereby choosing the
appropriate channel. At the same time, this result contributes
to affirming that distribution effectiveness does not simply
lie in the ability to cover the market but also in the level of
suitability between product -characteristics, consumer
behavior, and channel operating capacity. In the context of
the Vietnamese pharmaceutical industry shifting towards
modernization and multi-channel, these priority criteria and
selection order will be an important foundation to help
businesses shape a more sustainable and flexible distribution
strategy in the future.

Table 10: P-ratio Values and Priority Ranking of Distribution
Channel Selection

P ratio Value Rank
P(A1/A2) 1.0035
P(A1/A3) 14193
P(A1/A4) 1.0196
P(A1/A5) 1.0497
P(A2/A3) 14144 A1>A2>A4>A5>A3
P(A2/A4) 1.0160
P(A2/A5) 1.0461
P(A3/A4) 0.7184
P(A3/A5) 0.7396
P(A4/A5) 1.0295

5. Conclusion, Implications, and Limitations

5.1. Conclusion

This study uses a combination of the AHP method and the



88 Applying the Combination of AHP and WPM Methods to Prioritize Pharmaceutical Distribution Channel Selection

WPM model to prioritize the choice of distribution channels
for pharmaceutical distribution businesses in Vietnam.
Through group discussions with experts, the study identified
the criteria for pharmaceutical distribution channels, then the
AHP method was used to calculate the weights of the criteria,
and then the WPM model was used to rank the priority of
distribution channel choices. The calculation results show
that the ratios P(A1/A2)= 1.0035, P(A2/A4)= 1.0160,
P(A4/AS)= 1.0295, P(A3/A5)= 0.7396 all of which mean
that the ETC distribution channel is the top priority choice,
followed by the OTC distribution channels, social media
channels, television channels and finally the website channel.

5.2. Implication

From the research results, the authors propose some
management implications as follows:

When choosing criteria for a distribution channel:
Managers, especially in new businesses operating in the
pharmaceutical industry, need to pay attention to criteria such
as the accessibility of the distribution channel, the
characteristics of the products in the distribution channel and
the financial capacity of the business.

The accessibility of the distribution channel is a key
factor determining the success of distribution work, it
answers the question of whether the product reaches the
target customers or not and whether consumers can easily
buy them or not, directly affecting whether the business can
achieve its business goals or not. Meanwhile, understanding
the characteristics of the product helps businesses choose the
right distribution channel, limit costs, increase sales and
build sustainable relationships with customers. As for
financial capacity, it plays an important role in building and
maintaining distribution channels, affecting the ability to
expand the market of the enterprise, affecting the
competitiveness and sustainable growth of the enterprise.

When choosing a distribution channel: Depending on the
characteristics of the enterprise, there are long-standing or
new enterprises operating in the pharmaceutical industry,
however, the two distribution channels ETC and OTC are
still the two main distribution channels that business
administrators should aim for.

In recent years in Vietnam, hospital systems from upper
to lower levels have been invested in expanding in scale,
depth and breadth, especially more and more private
hospitals are being established, so the ETC channel should
always be one of the main distribution channels of the
enterprise. With the OTC channel, this is a fairly popular
distribution channel in Vietnam, with a large market
coverage because this is an urgent need of the people, the
number of private pharmacies and drugstores is gradually
increasing and accounting for a large part of the
pharmaceutical distribution market. What needs to be noted

when businesses approach these two distribution channels is
to consider the distribution staff, need to train and improve
their professional quality as well as increase incentives to
retain experienced distribution staff. In addition, today with
the explosion of information and communication technology,
the number of social network users in Vietnam is increasing
sharply every year, this is a highly interactive channel, social
networks help businesses get closer to customers. Therefore,
social networks are also a distribution channel that
pharmaceutical businesses need to pay attention to,
businesses can take advantage of social networks to
implement marketing programs, promote products, increase
access to customers while reducing costs for distribution
activities.

5.3. Limitations

This study only focuses on the pharmaceutical
distribution channel, future studies can expand the scope to
different subjects. The sample of experts in this study is 21
experts from 7 pharmaceutical distribution businesses in
Vietnam, future studies can increase the sample size to a
larger number.
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