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THE STUDY OF THE PRACTICAL ASPECTS
OF THE FUNCTIONING OF MOBILE APPLICATIONS
OF PHARMACY CHAINS IN UKRAINE

In the context of active digitalization of the pharmaceutical market and the growth of the share of sales
through mobile channels, a detailed analysis of the practical aspects of the functioning of mobile applica-
tions of pharmacy chains is critically important for ensuring their competitiveness and customer retention.

Aim. To study the practical aspects of the functioning of mobile applications of pharmacy chains in
Ukraine.

Materials and methods. To achieve this goal, the content analysis, desk research methods, logical generali-
zation of results and the graphical method were used. The study analyzed user reviews from Google Play
and App Store platforms, as well as review aggregator sites. The data was collected using a web search
for queries. In total, more than 1,650 reviews were reviewed for five pharmacy chains. The methodology
included the qualitative analysis of complaints about the user experience, functionality, registration, search
and performance, considering the frequency of mentions of problems.

Results and discussion. Based on the analysis of more than 1,650 user reviews, it has been found that
low ratings of pharmacy chain apps in Ukraine are mainly associated with three groups of problems, such
as technical problems (crashes, low performance), inconvenient interface (UX/UI), and the unsatisfactory
overall user experience. The key errors that are often the subject of user complaints have been identi-
fied. They are: problems with registration and authorization (users often reported difficulties and failures
when creating an account or logging in, often related to sending confirmation codes or linking to loyalty
cards); an inconvenient home page and navigation (the home screen often lacks key functional elements
or its structure is confusing, which makes it difficult for users to quickly find the necessary sections or
promotions); errors in purchase scenarios (a significant number of complaints focus on difficulties in the
final stages of the order, such as the inability to select the delivery/pick-up method, errors when applying
discounts or bonus points, as well as payment failures); geolocation problems (inaccurate or slow determi-
nation of the user’s location, as well as incorrect display of availability and stocks in the pharmacy directly
lead to frustration and order cancellation); search shortcomings (the search function often lacks flexibility
and accuracy (e.g., poor handling of typos, inability to search by active ingredient, or inability to return
relevant results), which makes it difficult to find specific medicines); the illogical catalog structure and
filtering (users noted that the organization of product categories was often misunderstood, and the filter-
ing options were insufficient or did not work correctly); problems on the product page; poor performance.

Conclusions. Low ratings of pharmacy chain apps in Ukraine are due to technical problems (crashes,
slowness), inconvenient UX (registration, search, navigation) and the lack of key functions (data storage,
filters). This leads to the loss of customers since 67 % of e-commerce sales occur through mobile channels.
Recommendations on mobile applications of pharmacy chains in Ukraine have been developed; it helps to
increase the rating of apps and the patients’ satisfaction of pharmacy chains.
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BUBYEHHA NPAKTUYHUX ACIIEKTIB ®YHKIIIOHYBAHHA MOBI/IbHUX
3ACTOCYHKIB AIITEYHUX MEPEX B YKPAIHI

B ymoBax akTuBHOI nudposiszauii papmManeBTUUHOTO PUHKY Ta 3pOCTAHHS YaCTKHU NPOaxiB uepes
MOGiJIbHI KaHAIH ZleTaJIbHUH aHauli3 MPAaKTUYHUX acleKTiB GYHKIiOHyBaHHS MOOIIbHUX 3aCTOCYHKIB am-
TEYHUX Mepex € KpUTUYHO BOXKJIMBUM [IJIs1 3abe3NeyeHHs IXHbol KOHKYPEeHTOCIIPOMOXHOCTI ¥ yTpUMaH-
HA CIIO2KUBAYiB.

MeTa - BUBYEHHA NPAKTUYHUX acleKTiB QYHKIIOHYBaHHA MOOIIbHUX 3aCTOCYHKIB alTEYHUX Mepex
B YKpaiHi.

Marepianu Ta MeToAu. /l/1s1 JOCATHEHHS NOCTaB/JeHOi MeTH 6yJI0 BUKOPHUCTAaHO KOHTEHT-aHaJi3, Me-
TOZAM KabiHETHOTO JOC/TiPKEeHHS, JIOTIYHOTO y3araJbHeHHsI pe3y/bTaTiB Ta rpadiuHuii Metoz, [Ipoanasnizo-
BaHO BiJIr'YKHU KOopHCcTyBadiB 3 niatdpopm Google Play Ta App Store, a Takox calTiB-arperaTopis BiI'yKiB.
JlaHi 36upasnucs 3a L0MOMOro0 Be6-MOoIIyKY 3a 3alUTaMU. 3arajioM 6y/10 po3rissiHyTo noHaz 1650 Biary-
KiB [/l I'ITH alITEYHUX Mepex. MeTozoJ10Tid MicTHIa AIKICHUN aHaUTi3 CKapT Ha KOPUCTYBALbKUH Z0CBif,
dyHKLiOHAJIBHICTD, peECTpallilo, MOIIYK Ta MPOAYKTUBHICTb 3 ypaXxyBaHHSIM 4acTOTH 3Ta/l0K IPoGeM.
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Pe3ynbTaTH Ta ixXHE 06roBopeHHs. 3a pe3y/ibTaTaMu aHasi3y nmoHaz 1650 BiArykis kopuctyBauiB ycTa-
HOBJIEHO, 1[0 HU3bKi peMTHHTY 3aCTOCYHKIB aiTeYHUX Mepex B YKpaiHi MoB’s13aHi nepeBa>kHO 3 TpboMa
rpynaMu npo6sieM: TexHiuHi npo6JiemMu (3601, HU3bKa NPOAYKTUBHICTD), He3pyuHul inTepdeiic (UX/UI)
Ta He3aJ0BIJIbHUN 3ara/IbHUH KOPUCTYBaLbKUH ,0CBiJl. BusHaueHO KJII090Bi NOMMJIKH, SIKi 4acTo € pej-
MEeTOM CKapr KOPUCTYBaYiB: Mpo6JIeMH 3 peECTpalji€lo Ta aBTOpHU3alli€lo (KOPUCTYBadi 4acTo MOBiIOMJIs-
JIM IO TPpyJHOIIi Ta 3601 miJ yac cTBOpeHHs 06J1iKOBOro 3anKcy abo BXOAY B CUCTeMY, 4acTO NOB’'s13aHi
3 HQ/ICWJIAHHAM KOZiB NiJTBep/XKeHHA ab0 MPUB’A3KOI0 /10 KaPTOK JIOSIbHOCTI); He3py4YHa IoJIOBHA CTO-
piHKa Ta HaBiranis (Ha roJOBHOMY eKpaHi 4yacTo BifcyTHi K/11040Bi GyHKIiOHAIBHI efeMeHTH a6o Horo
CTPYKTYypa € 3aI/IyTaHOIo, 1110 YCKJIaJHI0€ KOPUCTYBayaM WBUAKUHN MOIYK NOTPiGHUX PO3AiaiB UM aK-
11ill); MOMUWJIKU ¥ CLieHapifX NOKYyINOK (3HayHa KiJIbKICTb cKapr 30cepe/iKeHa Ha CKJIaZHOLLaX Ha 3aBep-
[IaJIbHUX eTanax 3aMOBJIEHHS, TAKUX, IK HEMOXXJIMBICTb BUGOPY CIIOCOOY LOCTABJISIHHS/CaMOBUBE3€HHS,
MOMMUJIKH MiJi Yac 3aCTOCYBaHHS 3HMKOK 260 60HYCHUX 6aJliB, a TaKoX 3601 omsiaTH); Npo6JeMH 3 reo-
JIoKaljew (HeToyHe ab0 NOBiJIbHEe BU3HAYEHHS MiCLle3HAX0/X)KEHHS KOPUCTYBaya, a TAKOXK HEMPaBUJIbHE
BiIoOpakeHHs HAsSIBHOCTI Ta 3amaciB B anTelli 6e3nocepe/JHbO MPU3BOJIATH [0 PO34apyBaHHS Ta CKaCyBaH-
HS 3aMOBJIEHHs); HeJoJliku nomykKy (PyHKuil moumyky yacto 6paKye rHy4KoCTi i TOYHOCTI (HanmpukJ/Iaz,
noraHe 06po6JsIeHHs JPyKapCbKUX TOMMJIOK, HEMOXKJIMBICTD MOIIYKY 332 aKTUBHUM IHIpe/lieHTOM abo He-
MOXJIMBICTb IOBEPHEHHS PeJIeBaHTHUX pe3y/IbTaTiB), 1[0 YCKJIA(HIOE MTOIIYK KOHKPETHHUX JIiKiB); HeJlo-
riu"a CTpyKTypa KaTajory ta ¢inbTpanis (KopucTyBaui 3a3Havasly, 110 opraHisanis kKaTeropiii npoayKTiB
4acTO He 3p0O3yMiJa, a napaMeTpH ¢inbTpanii HegocTaTHI a60 NPALIOIOTh HEKOPEKTHO); MPo6JIeMH Ha
CTOPIHLI NPOAYKTY; HU3bKA NPOAYKTHUBHICTD.

BucHOBKU. HU3bKi peHTUHIM 3aCTOCYHKIB allTEUHUX Mepex B YKpaiHi 3yMOBJIeHI TEXHIYHUMU NPO-
6s1eMaMu (3601, mOBiIbHICTD), He3py4yHUM UX (peecTpauis, nomyk, HaBiranis) Ta BiICy THICTIO KJII0YOBUX
byHK1il (36epiranHs faHux, ¢inbTpu). Lle mprU3BOUTE 10 BTPATH KJIIEHTIB, OCKiIbKY 67 % mpogaxis
eJIEKTPOHHOI KoMepLii Bil0yBalOThCsl Yepe3 Mo6ibHI kKaHau. Po3po6sieHo pekoMeHnaanil 1040 M06isb-
HUX 3aCTOCYHKIB alTeUHUX Mepex B YKpaiHi, 1110 cipuse€ NiJBULIeHHIO IXHbOI'0 PeHTUHTY Ta 3a/,0BOJIe-
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HOCTI MMaL[iEHTIB allTEYHUX MEPEXK.

Kamou4osi ci06a: anTeyHi Mepexi; BiAryKH KOPUCTYBayiB; MOGiJIbHI 3aCTOCYHKU; LMPPOBUN MapKe-

THUHT; GapMalleBTHYHA raly3b.

Introduction. In the modern era of digital
transformation, mobile applications have become
crucial as the main channel of interaction be-
tween business and consumers, especially in
the field of retail pharmaceuticals. The success
of a pharmacy chain today critically depends
on the effectiveness of its mobile application
as it becomes not just a convenient tool, but
a fundamental digital point for attracting and
retaining customers, directly forming their long-
term loyalty. According to the research, a signif-
icant part of e-commerce transactions occurs
precisely through mobile platforms, which ma-
kes them critically important for the sustain-
able business development [1].

However, many Ukrainian pharmacy chains
face the problem of low ratings and a signifi-
cant number of negative reviews of their mo-
bile applications on Google Play and the App
Store. A low rating not only reflects consumer
dissatisfaction, but also directly affects loyalty,
reduces the number of downloads and, as a re-
sult, leads to the loss of potential and existing
customers. There is an urgent need to identify
and systematize the main factors that cause
these negative ratings.

The analysis of available reviews shows that
the reasons can lie both in the technical plane
(glitches, slow operation) and in the user expe-
rience plane (inconvenient interface, complex

registration, inefficient search, errors when pla-
cing an order). To date, there are no compre-
hensive analytical studies that would deeply
study these factors and offer practical recom-
mendations for their elimination.

Thus, the problem of the study lies in the
lack of a deep understanding of the factors that
lead to low ratings of mobile applications of
pharmacy chains in Ukraine, which hinders the
development of effective strategies to increase
their competitiveness and customer satisfaction.

The issues of development, operation and
evaluation of mobile applications in the field of
healthcare and e-commerce have been reflected
in a number of modern scientific publications
by domestic and foreign authors [2-4]. These
studies focus on the growing role of mobile
technologies in the pharmaceutical industry
and their impact on the customer experience.

Among foreign scholars, Yum K. and Yoo B.
[5] studied the impact of the service quality on
the patient loyalty through their satisfaction in
mobile social networks. The work of Zhai Yu.,
Song X., Chen Ya. and Lu W. [6] is devoted to
the analysis of the user satisfaction with mo-
bile medical applications, which includes the
study of thematic and sentiment trends in re-
views.

Domestic scholars also pay attention to this is-
sue. The work by I. V. Pestun and Z. M. Mnushko [7]
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is devoted to studying the influence of modern
multi-channel marketing tools on the process
of obtaining medical and pharmaceutical in-
formation by consumers. The work of Posilki-
na 0.V, Krasnopolska T. E. and Lisna A. G. [8]
considers the aspects of improving the activi-
ties of state institutions in the field of health-
care based on digital marketing.

Despite the significant amount of research
related to mobile applications in the pharma-
ceutical industry, there are a number of unre-
solved aspects of the problem that require fur-
ther study, and this study is aimed at solving
them:

e Aninsufficient analysis of industry spe-
cificity. Most of the existing research focuses
on general factors that affect application rat-
ings (UX/UI, technical stability) [6]. However,
there is no in-depth analysis of issues specific
to the pharmaceutical industry that can sig-
nificantly impact the user experience (e.g., de-
ficiencies in the prescription order manage-
ment or issues with the loyalty program inte-
gration).

e The lack of quantification of the impact
of errors. Despite mentions of the impact of
reviews on ratings, there has been no detailed
quantitative analysis of the relationship be-
tween the type of issue reported in the review
and the specific rating decrease. It is unclear
which error - a broken search function or a pay-
ment failure - has a more devastating impact
on the overall rating.

e An unexplored relationship between busi-
ness processes and rating. The impact of specific
business solutions and operational processes
of the pharmacy network on the rating of the
application (e.g., order delivery speed, avail-
ability of online consultation with a pharma-
cist) has been almost completely investigated.

Addressing these issues will allow for more
accurate and practical recommendations for
the development and improvement of mobile
applications in the pharmaceutical industry.

Aim. The aim of the article is to study the
practical aspects of the functioning of mobile
applications of pharmacy chains in Ukraine.

Materials and methods. To achieve this
goal, the content analysis, desk research me-
thods, logical generalization of results and the
graphical method were used. The study analyzed
user reviews from Google Play and App Store

platforms, as well as review aggregator sites.
The data was collected using a web search for
queries. In total, more than 1,650 reviews were
reviewed for five pharmacy chains. The metho-
dology included the qualitative analysis of com-
plaints about the user experience, functionality,
registration, search and performance, conside-
ring the frequency of mentions of problems.

Results and discussion. In 2025, pharma-
ceutical marketing is rapidly changing under
the influence of digitalization, personalization
and work with big data. Companies are active-
ly implementing artificial intelligence, automa-
tion and analytics to optimize campaigns, us-
ing social networks for direct interaction with
patients and doctors, and also emphasizing the
branded content that increases trust and re-
cognition [9-11]. Those who quickly adapt to
these trends will gain a competitive advantage.

In 2024, about 18,000 pharmacies operated
in Ukraine, which was around 85 % of the pre-
war number. Considering the population in
Ukraine, which, according to the Kyiv School of
Economics (KSE), was about 31.2 million peo-
ple in 2023, this corresponds to one pharma-
cy for every 1,777 people. For comparison, in
Poland, one pharmacy serves 2,951 people, while
in Germany one pharmacy serves 4,691 peo-
ple [12].

The modern pharmaceutical market of Uk-
raine is characterized by intense competition
where leadership is determined not only by the
number of pharmacies, but also by the imple-
mentation of innovative technologies and ef-
fective business models. The top 5 pharmacy
chains in Ukraine include “ANC”, “Podoroghnyk”,
“Pharmacy 911", “Bazhaemo zdorovye” and “Good
Day Pharmacy”. These chains are presented in
Table 1 [12].

The market leader in terms of sales is the
Zaporizhzhia company “Apteka-Magnolia”, which
includes such chains as “ANC”, “Kopiika”, “SHAR@”,
“Medpreparaty” and “Farmakopeika”. Despite
the smaller number of pharmacies compared
to the main competitors, the company provi-
des the highest level of revenue - 16.3 % of the
total sales volume in the market. This result
was made possible thanks to the active imple-
mentation of innovative technologies, in par-
ticular, likomats for self-receiving online or-
ders [12]. The second place in terms of the turn-
over is occupied by the “Podorozhnyk” chain,
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Table 1
THE MARKET SHARE ANALYSIS OF THETOP 10 PHARMACY CHAINS IN UKRAINE
Trade
Company name Brands Number.of turnover-2023, Market
pharmacies billion UAH share, %
LLC“Pharmacy-Magnolia” “"ANC’", SHAR@ Pharmacy 1143 20.4 16.3
Podoroghnyk Group of Podoroghnyk Pharmacy 1744 184 155
Companies chain
PF“Gamma-55" Pharmacy 911" Wholesale 1532 17.0 13.0
Price Pharmacy
LLC “Sirius-95" Bazhaemo zdorovye"Phar- | 4, 142 106
macy
LLC“Pharmastor” “Good Day Pharmacy” 736 7.4 55
LLC“Med Service Group” Med-service Pharmacy 566 43 3.1
LLC“Pharmaceutical Company | Pharmacy Yod,
" H n H 566 3.8 3.1
Healthy Family Family pharmacy
LLC “Market Universal LTD” DS Pharmacy chain 394 2.7 2.0
LLC"Zi" Good Pharmacy 419 2.3 1.7
PJSC “AM Pharmacy” Family of pharmacies, Phar- 362 2.0 1.6
macy from the warehouse

[20]

which is the absolute leader by the number of
pharmacy institutions. In a short period, from
2021 to 2023, the company rose from the
fourth to the second place, indicating the effec-
tiveness of its development strategy. The increase
in the number of retail outlets (from 1,744 to
1,813 as of 2024) and the active development of
its own brands, such as Baum Pharm, allowed
the company to accumulate a 15.5 % market
share, with about 10 % of the total number of
pharmacies. This emphasizes the success of busi-
ness diversification and the focus on the pro-
duction of its own products. The third place in
terms of revenue is occupied by the “Pharma-
¢y 911” network. This company demonstrated
high resilience in martial law conditions, over-
coming significant losses (over 500 pharma-
cies, mainly in the Kharkiv region). The rapid
recovery and active increase in the number of
pharmacies to pre-war indicators indicates the
flexibility and adaptability of the business model.
An important innovation was the launch of mo-
bile pharmacies - specialized vehicles for de-
livering medicines to front-line settlements.
This solution not only satisfies social needs, but
also expands the market coverage [12].

The low rating of Ukrainian pharmacy chain
mobile applications indicates the presence of
errors due to which the pharmaceutical busi-
ness loses customers. A pharmacy chain appli-
cation that prevents users from making a pur-
chase is worse than its absence. We studied

the most common errors in mobile applications
of Ukrainian pharmacy chains repelling users
and preventing them from increasing sales
through mobile channels.

According to analysts [2], the share of vi-
sits to online pharmacy websites from mobile
devices is 70 %, while from desktops it is only
30 %. In 2024, more than 60 % of online or-
ders for pharmacy products were made from
a mobile phone or tablet. Half of them is
through applications. But in order for users to
download an application and make purchases
in it, you need to monitor its rating. The rat-
ing of the application affects the number of its
downloads. According to our research, half of
users ignores applications with a rating below
4 stars. More than 80 % will not download
a service with a rating below 3 stars. The rat-
ing in the store affects the reputation of the brand
as a whole. During our research, it was deter-
mined that about 55 % of users were wary of
a pharmaceutical organization if its application
did not reach 3 stars.

The issue of the feasibility of investing in
mobile applications by pharmacy chains has
previously been considered in detail. Ordering
medicines online has become commonplace for
consumers. At the same time, orders are placed
more often through mobile channels in the phar-
macy sector. But simply launching a mobile ap-
plication is not enough. A good user experience
is important for sales growth. The user must

CoyianvHa meduyuHa i papmayis: icmopisi, cyuacHicms ma nepcnekmuagu po3guUmky



ISSN 2518-1564 (Online)

Social Pharmacy in Health Care. - 2025. - Vol. 11, No. 4

ISSN 2413-6085 (Print)

quickly find the product, add it to the cart and
make a purchase. It is desirable that this pro-
cess takes a minimum of actions. Unfortunately,
there are cases when the application literally
prevents the buyer from completing the pur-
chase. This causes the rating to drop. Each bad
rating is minus one customer and even more
because someone does not complain, but sim-
ply leaves silently. A low application rating is
a loss of users, profit and trust in the brand.

We analyzed the most common errors in mo-
bile applications using the example of Ukrainian
chains “Good Day Pharmacy” (4.5 star rating on
the App Store, 3.9 thousand reviews; 4.0 stars
on Google Play, 0.7 thousand reviews), “ANC”
(4.9 stars, 68 thousand reviews; 4.6 stars on
Google Play, 0.8 thousand reviews), “Podorogh-
nyk” (3.7 stars, 1.2 thousand reviews; Google
Play data have not been found), “Bazhaemo zdo-
rovye” (4.4 stars on the App Store, 1.5 thousand
reviews; 4.2 stars on Google Play, 12.9 thou-
sand reviews) and “Pharmacy 911" (2.0 stars
on the App Store, 1.1 thousand reviews; Google
Play data have not been found). We analyzed
the functionality, UX and technical aspects of
mobile applications based on the user feedback.

To conduct a comprehensive study, the con-
tent analysis method based on the study and
systematization of user reviews from various
platforms was used. This approach allowed us
to obtain an objective picture of the problems
faced by users of mobile applications of phar-
macy chains. The data were collected using
a web search for relevant queries focused on
reviews of mobile applications of leading phar-
macy chains. The main sources of information
were the official application stores — Google
Play and App Store where users left ratings
and comments directly after interacting with
the application. In addition, to obtain a wider
range of opinions, review aggregator sites, such
as Hotline.ua and Otzyvua.net, were involved.
In total, more than 1,650 reviews were analy-
zed, relating to five key market players: “Good
Day Pharmacy”, “ANC”, “Podoroghnyk”, “Ba-
zhaemo zdorovye” and “Pharmacy 911",

The methodology used included the quali-
tative analysis of the user complaints, which
were classified by us into the main problem
categories: the registration and authorization
(covering the account creation and unsolicit-
ed messages); the home page and navigation

(concerning the interface usability and the con-
tent overload); purchase scenarios (addressing
issues during the checkout process, such as
the cart clearance and order disappearance);
geolocation (related to location services and
manual pharmacy selection); the search engine
(focusing on the effectiveness, accuracy, and
stability of the search function); the catalog and
filters (involving illogical categories, the deep
product nesting, and limited filtering options);
the product page (dealing with unstructured
descriptions, hidden analogs, and the lack of
reviews); productivity (encompassing frequent
crashes, instability, and slow performance); ad-
ditional features (concerning the correct ope-
ration of loyalty programs, the customer sup-
port, and innovative solutions); and finally, the
feedback monitoring (highlighting the need for
a system to collect and analyze the user feed-
back from various sources). Special attention
was paid to the frequency of mentions of spe-
cific problems. This made it possible to deter-
mine which shortcomings are the most criti-
cal for users and require priority solutions.
The results of this analysis formed the basis
for conclusions on the key factors affecting
the rating of mobile applications in the phar-
maceutical industry. According to the distri-
bution, the productivity category proved to
be the most critical, accounting for 23.5 % of
all reported issues. Catalog and filters ranked
second with a share of 18.0 % of complaints.
The search engine category came next, consti-
tuting 14.0 % of the user complaints. Three ca-
tegories - purchase scenarios, product page,
and registration and authorization - had a si-
milar frequency of mentions, accounting for
12.5 %, 10.5 %, and 8.0 % respectively. The ad-
ditional features category was mentioned with
a frequency of 7.0 %. The least frequently men-
tioned categories - home page and navigation,
feedback monitoring, and geolocation - ac-
counted for 2.5 %, 2.0 %, and 2.0 % each, re-
spectively.

Table 2 provides recommendations for im-
proving the functionality, user experience (UX)
and technical aspects of mobile applications of
Ukrainian pharmacy chains. The recommenda-
tions were developed based on the user feed-
back analysis from such pharmacy chains as
“Good Day Pharmacy”, “ANC”, “Podoroghnyk”,
“Bazhaemo zdorovye” and “Pharmacy 911"
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Table 2

RECOMMENDATIONS FOR IMPROVING MOBILE APPLICATION RATINGS
AND INCREASING THE PATIENTS’ LOYALTY OF UKRAINIAN PHARMACY CHAINS

Category

An example of the problem

Recommendation

1

2

3

Registration and
authorization

“ANC” - the forced registration and
spam after entering data (“regis-
tered and immediately flooded with
the email spam”)

Avoid the forced registration at the initial stage.
Allow viewing of the assortment without authori-
zation, offer the registration only when placing an
order

“ANC" - an excessive number of
fields to fill

Request the minimum amount of data (e.g., just
a phone number and a code from an SMS).
Explain the purpose of the data to increase trust

“ANC" - users complain about ad-
vertising messages after registration

Avoid sending spam after the registration.
Add opt-out settings

Home page and
navigation

“Good Day Pharmacy” - an inconve-
nient navigation

Display the main categories (medicines, medical
equipment, cosmetics) on the home page for quick
access

“ANC" - the overloaded content
leads to missed clicks

Avoid the content overload to prevent accidental
clicks. Optimize the design for mobile devices

Purchase scenarios

“ANC” - the basket is cleared after
authorization

Keep items in the cart after exiting the app or log-
gingin

“"ANC" “Pharmacy 911”- orders dis-
appear or are not displayed

Notify about the order status (number, readiness
time, pickup address) in the “Orders” section

“Pharmacy 911" - users only learn
about the lack of delivery in the cart

Inform in advance about the lack of delivery in the
product card

Geolocation

“Good Day Pharmacy” - it is not pos-
sible to manually select a pharmacy

Allow the manual selection of a pharmacy for
self-pickup. Provide the background geolocation
without blocking the functionality

Search engine

“Good Day Pharmacy” - searching in
gives errors or does not find drugs
by name

Add query examples (by name, symptoms) and
support for “problematic” formulations

“Good Day Pharmacy” - the search
causes crashes (“often closes”)

Fix search errors that cause the app to crash

Catalog and filters

“Good Day Pharmacy” - illogical
categories and deep embeddedness

Create logical categories by problems or organs
(“for the heart,"“for colds”). Reduce nesting
to 2-3 clicks

“ANC” - a limited number of filters

Add advanced filters: price (with slider), availability,
release form, active ingredient, volume, quantity
per package, prescription

Product page “Podoroghnyk” - unstructured Structure descriptions in drop-down lists (manu-
descriptions facturer, indications, release form, expiration date)
“Bazhaemo zdorovye” - hidden Display analogs in a carousel, not in hidden lists
analogs
The lack of feedback in most ap- Add product reviews as 95 % of users focus on
plications them

Productivity “Good Day Pharmacy” - frequent Conduct codebase audits, refactoring, and code

crashes (“Unstable. Crashes fre-
quently”)

reviews to eliminate crashes and slow performance

“Good Day Pharmacy” - Constant
crashes (“the application crashes”)

Implement a monitoring and logging system to
quickly detect errors

Additional features

“ANC” - the inability to use bonuses

Integrate loyalty programs (bonuses, discounts)
with correct operation, like in “Podoroghnyk”

“ANC” - the lack of support and
contact numbers

Add online consultations with pharmacists to
increase trust

“Good Day Pharmacy”, “ANC’,
“Podoroghnyk’, “Bazhaemo zdoro-
vye”and “Pharmacy 911" - the lack
of innovative solutions

Consider innovations, such as likomats, like at
“Apteka-Magnolia”
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Continuation of Table 2

1 2 3
Feedback “Good Day Pharmacy”, “ANC", Create a feedback collection and analysis system
monitoring “Podoroghnyk’, “Bazhaemo zdoro- | with Google Play, App Store, Hotline.ua, Otzyvua.
vye”and“Pharmacy 911" -the lack | net for a prompt response
of feedback
“ANC" - the lack of feedback Add a feedback feature in the app for the quick
problem resolution

In general, the largest share of user com-
plaints (55.5 %) is focused on three key aspects,
namely: technical stability (productivity), con-
venience of searching, and selecting products
(catalog and filters, search engine). This indi-
cates that in order to increase the loyalty and
rating of the Ukrainian pharmacy chain appli-
cations, it is necessary to first eliminate tech-
nical failures and optimize the main function-
al blocks related to the product navigation.

Conclusions

1. Low ratings of mobile applications of
Ukrainian pharmacy chains are due to a com-
plex of technical and functional problems that
negatively affect the user experience. Among
the main shortcomings are frequent technical
failures, such as crashes, slow operation and
general instability of the software, which un-
dermines the user trust. Added to this, there
are problems with the user experience (UX), in
particular, an inconvenient interface, the com-
plex navigation, the illogical catalog structure
and inefficient search. The registration and
authorization process often becomes a barri-
er due to forced registration and an excessive
number of fields. In addition, the applications
have significant shortcomings in the search en-
gine and filtering, which makes it difficult to
find the necessary products, and the purchase
scenarios are inconvenient since the cart can
be cleared after exiting the application, and
information about the order status is often
missing.

2. Additional problems include geolocation
shortcomings, which make it difficult to choose
a pharmacy for self-collection, and unstructured
information on product pages, which lack clear
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