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by dense lateral connections, mutuality, and reciprocity in a shared value 
system where membership roles and responsibilities are predetermined 
and defined [6, 7]. The implications of several marketing structures are 
likely to be radical and pervasive. To analyze this, it is essential to distin-
guish diverse market structures. The traditional hierarchal structure of the 
market exhibited dominance over the managerial part of the company, 
and production was provided comparatively greater prominence than its 
supply. However, this custom continued till the evolution of the network 
marketing structure, where a dynamic transition was observed from the 
hierarchal market form to the knowledge-rich environment. To enhance 
innovation flexibility, the companies are focusing on their main compe-
tency. For all other activities, they prefer outsourcing which will sooner 
or later make the firm more competent in the economy. This close rela-
tionship via outsourcing among the firms has pushed the economy into a 
new era of the networking economy. There is a voluminous research work 
on traditional market economy [8–11], but the evolving market scenario 
called for a growing literature on Network theory in marketing [12–18].

The emergence of quantum netnomics has set up a new-fangled mar-
ket space via innovative services and applications that have dynamically 
changed the economy’s ecosystem [19], especially and importantly in 
health care settings in the form of e-pharmacy. E-pharmacy or internet 
pharmacy provides healthcare services or medicines (operated through 
the internet) through shipping companies, further cutting the cost of long-
chain distributors and directly getting delivered to the end customer [20]. 
Internet of things has massively transformed and renovated the healthcare 
system significantly, ranging from optimally structuring the healthcare 
system to procuring health care services for people from different cor-
ners and tracing data for audit information. By introducing e-pharmacy, 
consumers can now demand better services through a transparent system 
while accessing drugs without any third party (mediators). They can com-
pare the drugs as per the required quality and price in an online platform 
without traveling but spotting across the world. Internet is an ocean of 
information, and once a consumer gets logged in, they can seek enough 
knowledge to come up with a more informed decision about the status 
of health condition, treatment options as well as counseling for managing 
the current health status irrespective of the existing location and financial 
status [21]. The present study explores the e pharma market functioning in 
quantum Netnomy and makes efforts to analyze the usability of Netnomics 
in attending its development.
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underlying issues can assure an effective design that can maximize the con-
sumer experience, leading to establishing a profitable digitalized market.

9.4 Conclusion

Evolutions in the functioning of the market to the evolution of usability of 
the new quantum marketing habits are interlinked. The emergence of the 
new form of market functioning leads to the emanation of new marketing 
practices in quantum netnomy. By summarizing the implications of this 
new form, we can deduce that marketing liveliness has been stimulated by 
the new type of organized coordination between the networks where the 
whole market converted into a chain of internal units, suppliers, allies, and 
distributors. The advent of e-Pharmacy has clear, tangible benefits for its 
consumers and the growing industry. The growth of e-pharmacy is not sub-
stituting the retail; instead, are complementary in reinforcing each other. 
Leveraging the quantum technology towards internet-based transactions 
in pharmaceutical settings addresses the current retail issues by tracing 
authenticity and tracking the drug package, preventing the provision of 
drugs without prescription, averting abuse, and adding value-added ser-
vices for consumer empowerment in healthcare.

Further, adopting e-prescription in e-pharmacy has also reduced the 
errors in drug provision by pharma retailers, which mainly occurred due 
to the misreading of doctors’ handwriting, which will also rectify the data 
related to public health planning. By such modification, the market makes 
the customers more capable and organized, making the market more 
 customer-oriented rather than only goods and services specific. Such a 
market condition where the consumer has more power can lead to latent 
conflict between the consumer and producer. But, it is the prime duty of 
the market agents to mediate the conflicts and ensure the smooth func-
tioning of the market. Balanced coordination between the networks and 
between the market elements can lead to the formation of a sustainable 
futuristic market.

References

 1. Kanter, R.M., Evolve: Succeeding in the Digital Culture of Tomorrow, Harvard 
Business School Press, Boston, 2001.

 2. Porter, M.E., Strategy and the internet. Harv. Bus. Rev., 79, 63–78, March 
2001. https://hbr.org/2001/03/strategy-and-the-internet.



160 Evolution and Applications of Quantum Computing

 3. Brown, J.S. and Duguid, P., The Social Life of Information, Harvard 
Business School Press, Boston, 2000, https://hbswk.hbs.edu/archive/the- 
social-life-of-information.

 4. Schmidt, E. and Cohen, J., The digital disruption: Connectivity and the dif-
fusion of power. Foreign Aff., 89, 6, 75–85, 2010.

 5. Tapscott, D., The Digital Economy: Promise and Peril in the Age of Networked 
Intelligence, McGraw-Hill Company, USA, 1996.

 6. Burt, R.S., Models of network structure. Ann. Rev. Sociol., 6, 79–141, 1980.
 7. Granovetter, M., The strength of weak ties. Am. J. Sociol., 78, 1360–80, 1973.
 8. Barrett, R.S., Employee selection with the performance priority survey. Pers. 

Psychol., 48, 3, 653–662, 1995. https://doi.org/10.1111/j.1744-6570.1995.
tb01776.x.

 9. Kolesnikova, М. and Malovichko, S., New directions in regional history stud-
ies: History of the frontier areas of the North Caucasus. Science Innovations 
Technology (STI), 39, 48–58, 2004.

 10. Durmaz, Y. and Efendioglu, I.H., Travel from traditional marketing to digital 
marketing, Global Journal of Management and Business Research (GJMBR), 
16, 34–40, 2016.

 11. Tsui, A.S. and O’reilly, C.A., Beyond simple demographic effects: The 
importance of relational demography in superior-subordinate dyads. Acad. 
Manage. J., 32, 2, 402–423, 1989. https://doi.org/10.5465/256368.

 12. Achrol, R.S., Evolution of the marketing organization: New forms for turbu-
lent environments. J. Mark., 55, 4, 77, 1991. https://doi.org/10.2307/1251958.

 13. Achrol, R.S., Reve, T., Stern, L.W., The environment of marketing chan-
nel dyads: A framework for comparative analysis. J. Mark., 47, 4, 55, 1983. 
https://doi.org/10.2307/1251399.

 14. Anderson, J.C., Hakansson, H., Johanson, J., Dyadix business relation-
ships within a business network context. J. Mark., 58, 4, 1, 1994. https://doi.
org/10.2307/1251912.

 15. Gadde, L.-E. and Mattsson, L.-G., Stability and change in  network 
relationships. Int. J. Res. Mark., 4, 1, 29–41, 1987. https://doi.org/ 
10.1016/0167-8116(87)90012-7.

 16. Snehota, I., Developing Relationships in Business Networks, Routledge, New 
York, 1995.

 17. Iacobucci, D. and Hopkins, N., Modeling dyadic interactions and networks 
in marketing. J. Mark. Res., 29, 1, 5, 1992. https://doi.org/10.2307/3172489.

 18. Webster, F.E., The changing role of marketing in the corporation. J. Mark., 
56, 4, 1, 1992.

 19. Achrol, R.S. and Kotler, P., Marketing in the network economy. J. Mark., 63, 
46–163, 1999.

 20. Chaturvedi, A., Singh, U., Kumar, A., Online Pharmacy: An e-strategy for 
medication. Int. J. Pharm. Front. Res., 1, 146–158, 2011.

 21. Vp, P. and Bk, A., E-pharmacies regulation in India: Bringing new dimen-
sions to pharma sector. Pharm. Regul. Affairs, 05, 02, 1–7, 2016.

https://hbswk.hbs.edu/archive/thesocial-life-of-information
https://hbswk.hbs.edu/archive/thesocial-life-of-information
https://doi.org/10.1111/j.1744-6570.1995.tb01776.x
https://doi.org/10.1111/j.1744-6570.1995.tb01776.x
https://doi.org/10.2307/1251912
https://doi.org/10.2307/1251912
https://doi.org/10.1016/0167-8116(87)90012-7
https://doi.org/10.1016/0167-8116(87)90012-7
İbrahim EFENDİOĞLU
Vurgu



Quantum Computing in Netnomy 161

 22. Galaskiewigz, J., The “new network analysis” and its application to organi-
zational theory and behavior, in: Networks in Marketing, pp. 19–31, SAGE 
Publications, Inc., India, 1996, https://doi.org/10.4135/9781483327723.

 23. Nohria, N., Is a network perspective a useful way of studying organizations?, 
in: Networks and Organizations: Structure, Form and Action, N. Nohria, and 
R.G. Eccles, (Eds.), pp. 1–22, Harvard Business School Press, Boston, MA, 
1992.

 24. Williamson, O.E., Markets and hierarchies: Analysis and antitrust implica-
tions: A study in the economics of internal organization (SSRN Scholarly 
Paper ID 1496220). Soc. Sci. Res. Net., 1–279, 1975. https://papers.ssrn.com/
abstract=1496220.

 25. Huber, G.P., The nature and design of post-industrial organizations. Manage. 
Sci., 30, 8, 928–951, 1984.

 26. Nonaka, I. and Takeuchi, H., The Knowledge Creating Company, Oxford 
University Press, New York, 1995.

 27. Lohse, G.J.L., Usability and profits in the digital economy, in: People and 
Computers XIV—Usability or Else!, pp. 3–15, Springer, London, 2000, https://
doi.org/10.1007/978-1-4471-0515-2_1.

 28. Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A., Wood, S., 
Interactive home shopping: Consumer, retailer, and manufacturer incentives 
to participate in electronic marketplaces. J. Mark., 61, 3, 38, 1997. https://doi.
org/10.2307/1251788.

 29. Bakos, Y., The emerging role of electronic marketplaces on the internet. 
Commun. ACM, 41, 35–42, 2000. doi: 10.1145/280324.280330.

 30. Bellman, S., Johnson, E., Lohse, G., Mandel, N., Designing marketplaces 
of the artificial: Four approaches to understanding consumer behavior in 
electronic environments, J. Interact. Mark., 20, 1, 21-23, 2006. https://doi.
org/10.1002/dir.20053.

 31. Bellman, S., Johnson, E.J., Kobrin, S., Lohse, G.L., An International Survey of 
Concerns about Internet Security and Privacy, Working Paper Wharton Forum 
on Electronic Commerce, 2000.

 32. Hoffman, D.L., Novak, T.P., Peralta, M., Building consumer trust online. 
Commun. ACM, 42, 4, 80–85, 1999. https://doi.org/10.1145/299157.299175.

 33. Lohse, G.L. and Spiller, P., Electronic shopping: The effect of customer inter-
faces on traffic and sales. Commun. ACM, 41, 81–87, 1998.

https://papers.ssrn.com/abstract=1496220
https://papers.ssrn.com/abstract=1496220
https://doi.org/10.2307/1251788
https://doi.org/10.2307/1251788
https://doi.org/10.1002/dir.20053
https://doi.org/10.1002/dir.20053

	Cover
	Title Page
	Copyright Page
	Chapter 9 Quantum Computing in Netnomy: A Networking Paradigm in e-Pharmaceutical Setting������������������������������������������������������������������������������������������������
	9.4 Conclusion���������������������
	References�����������������


