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Editorial note:
We reproduce below the Singapore Association of Pharmaceutical
Industries’ (SAPI) Code of Marketing Practices, which has recently been
updated. Physicians can request for a free copy of the Code from the
SAPI Secretariat at Tel: 6738 0966.

INTRODUCTION

The SAPI Code of Marketing Practices is a set of ethical

standards for local pharmaceutical companies. Its objective is

to provide guidance for proper conduct in the marketing and

promotion of medicinal products, and to serve as the basis

for self-discipline within the local pharmaceutical industry. The

scope of the Code includes any activity undertaken by a

company or by distributors that promote the prescription,

supply, sale, or distribution of pharmaceutical products

(including vaccines). Notwithstanding any provision made

under the Code, all marketing activities under the Code must

conform to all existing Singapore government legislation

governing the practice of the Pharmaceutical Industry.

The Code reflects the determination of SAPI to voluntarily

secure the acceptance and adoption of high standards of

conduct in the marketing and promotion of pharmaceutical

products. For this reason, members of SAPI have participated

in the promulgation of the Code.

The Code, which is in keeping with the spirit of the revised

Code of Marketing Practices of the International Federation of

Pharmaceutical Manufacturers Association (IFPMA) 1994, is

administered by the Marketing Practices Committee appointed

by the SAPI Board of Directors. Acceptance and adherence to

the Code is mandatory for membership with SAPI.

WHAT’S NEW

The objective of the revised Code is to provide clearer guidance

in disseminating accurate, fair and objective information to

the medical and allied profession. In so doing, SAPI members

are obliged to adopt the highest standard of conduct in the

marketing of medicinal products.

The revised Code is also intended to contribute to the

promotion of propriety and transparency in the areas of gifts,

hospitality and sponsorships for physicians. It also provides a

channel for the resolution of potential promotional conflicts

between companies.

KEY CHANGES AT A GLANCE

1) Gifts to physicians should be of nominal value (< $100

per item) and be relevant to the practice of medicine or

pharmacy.

2) Provision of economy class ticket is recommended for

overseas sponsorship when air travel is < 6 hours.

3) Companies should not pay travel costs of persons

accompanying invited members of the medical and allied

professions.

4) Scientific objectives should be the principal focus in

meetings / congresses; entertainment or other hospitality

should be secondary to the main purpose of the meeting

and kept at a moderate level.

5) Sponsorships must be able to withstand public and

professional scrutiny and conform to professional

standards of ethics and good taste.

6) Lotteries / lucky draws should not be part of symposia /

exhibition.
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Once that trust is broken – once the double guessing

begins – the impairment to the doctor-patient relationship is

truly irreparable, and far more damaging than yet another

sensationalistic headline by a “doctor-bashing reporter”.

And the most damning issue here is that the action of a

few may indeed affect the doctor-patient relationship of many.

The name of the profession – and the reputation of all its

members – gets smeared by the same tar-brush.

Throughout the ages, doctors have been healers, leaders

and educators. We have been expected to be selfless, larger than

life, yet down to earth and fiducial. Doctors have the patient’s

trust, faith and best interests in mind and at heart. For better or

for worse, doctors are held to a higher standard, a stricter morality

and a harsher rule, by the very people we serve. In essence,

because we are able to heal them, we are supposed to be different

– and better than they are.

I believe it is time we took a long hard look at ourselves –

from the recent fiasco of doctors being pill-peddlers, to doctors

pushing MLM. Have we, somewhere along the way, lost our

focus and forgotten our ideals? What happened to putting

patients first, and everything else (including breakfast, lunch

and dinner during a busy on-call) second?

Whether we like it or not, whether we are paid adequately

for it or not, that is how society looks at us, thinks about us

and ultimately judges us.

Let us ensure then, when society judges us, we are up to

the task and unfailing in our integrity.  ■

For more information, visit the SAPI website at

http://www.sapi.org.sg




