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ABSTRACT

This study sort to solve the problem of what are the determinants o f brand loyalty of 

prescription brand medicine among doctors in Nairobi? To achieve this the objective of the 

study were to establish determinants of doctors loyalty on prescription brand medicine to 

rank the most important determinants of prescription brand medicine and to determine 

significant difference between physician and general practitioners on their influence towards 

loyalty.

The population o f interest for this study comprised all doctors both the specialist and general 

practitioners in Nairobi. Specialist in this case only refers to physicians. The sample frame 

used was the Kenya medical directory o f 2001. According to the Kenya medical directory 

(2001) 114 physicians and 345 general practitioners existed in Nairobi making it a total of 

459 doctors. A sample size o f 60 doctors in the proportion of 15 physicians and 45 general 

practitioners was used. Convenient sampling was used to select the sample units.

Primary data was used in the study and data was collected using questionnaire comprising 

both open and close ended questions. The questionnaire was divided into three sections. 

Section A collected biodata information section B information on determinants of loyalty and 

their degree of importance and finally section C information on the ranking of the most 

important determinants of brand loyalty. Each factor importance was rated on a 5 degrees of 

importance Likert scale where 1 = not important at all and 5 = very important. Research 

assistants were fellow medical representative and questionnaire were administered to the 

prescribers as the researcher and research assistants visited their clinics or area of practice.

Collected data was analyzed by use of descriptive statistics. These included tables and 

percentages to represent response rate on information collected. Table of frequencies was 

used to summarize determinants considered important in the choice of prescription brand 

medicine. Factor analysis was also used for analysis due to the large number of variables or 

objects considered. A response rate of 90% was achieved.

The Likert rating results indicated most important factors as medicine availability and patient 

buying power then followed by patient compliance, supportive evidence o f the drug and 

reasonable price in that order. From this study, it was found that the degree of importance and 

therefore ranking of factors was circumstantial in most cases. The patients background and
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condition was observed to be most critical in influencing the ranking factors. This meant one 

factor could be important in certain situation and less important in others. There were no 

statistically significant difference in the factors influencing loyalty between physicians and 

general practitioners.

Doctors were observed to be scientific experts who made decisions on their choice of 

prescription brand medicine rationally. Rationality in decision making was mainly due to the 

nature of their profession. Marketers o f  prescription brand medicine should therefore design 

marketing programs aimed at influencing the doctors rationally. Marketers should also not 

ignore the other factors considered fairly important such as sponsorship of conferences and 

medical camps and also extra services rendered to doctors. This factors augment the efforts 

put towards rational appeals. Marketers should also understand doctors in terms of their age 

specialization and duration of practice. To be competitive effective cost management should 

be undertaken.

This study was conducted in Nairobi and therefore one can’t generalize the observed doctors 

prescription behaviour to apply in rural areas. The study was broad and dealt with many 

different factors o f medicine prescription loyalty. Future studies could be carried out 

concentrating on each of the various factors that doctors considered in prescribing medicine.
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1.0 CHAPTER ONE: INTRODUCTION

1.1 Background:

Health is a fundamental right. Access to health care, including essential drugs is central to 

realizing this right. Public, private for profit and private not for profit sectors play a variety of 

roles in financing and providing health services. This is true for the pharmaceutical sector as well 

as the overall health sector (Bennett 1997).

Despite notable efforts in expanding access to low cost essential drugs during the last two 

decades problems persist. In the public sector of many countries funding for health care is 

insufficient and the available resources may not be well managed. Drug stock outs are common, 

drug deliveries often late and inadequate (Bennett 1997). Several of the proposed solutions to 

these problems involve changing the public private mix in the pharmaceutical sector. For 

example greater rise of market mechanism and promotion of the private sector has been seen as a 

means to bring extra funds into the pharmaceutical sector and to improve availability o f drugs. 

The promotion of private sector by the government has contributed to many challenges in the 

pharmaceutical industry.

Today in Kenya pharmaceutical managers are faced with greater issues. These are severe 

recession, reduced purchasing power, entry of Health Management Organizations (HMO) in the 

market who dictate what to be included in the formularies, reduced growth rate, increased 

competition, consumer patient awareness, pressure on pricing and reduced government 

expenditure on direct purchases. This has resulted to cut throat competition as well as reduced 

profits (Odhiambo 1999).

The pharmaceutical industry uniqueness is depicted by the regulation of the marketing of the 

pharmaceutical products. The use of the marketing mix variables must fall within the confines of 

the law. The packaging and labeling of the products must be in compliance with the pharmacy 

and poisons board. The selling of pharmaceuticals is such that distribution, wholeselling, 

retailing must be done by a registered pharmacist in a registered premise. Advertising of 

prescription products can only be on printed professional journals (Cap. 244 of the laws of 

Kenya)

Since liberalization in 1990’s pharmaceutical industry has experienced stiff competition forcing 

firms to go into mergers and acquisitions in order to maintain their competitive advantage.



Examples o f such mergers are

Zeneca pharmaceutical and Astra International merged to become Astra Zeneca 

Pfizer acquired Warner Lambert,

-i Rhone Poulenc merged with Hoechst Marion Rousell to become aventis, and very 

recently GlaxoWellcome merged with SmithKline Beecham to become GlaxoSmithKline.

The pharmaceutical industry has also seen the introduction of the industrial property act as a 

result of HIV/Aids pandemic which was declared by His Excellency the President Daniel 

Toroitich Arap Moi (Wamalwa 2002). This act has really changed the situation in the 

pharmaceutical industry in the sense that it removed protection of the patency of the drugs for 

HIV Aids and Aids related diseases. As a result the pharmaceutical generic manufacturing 

companies local, Indian, Pakistan are free to manufacture antiretroviral generics and other 

generics used in Aids related cases. This has contributed to increased competition within the 

industry and encouragement of parallel importation.

The introduction of economic reforms to Kenya in the early 1980’s by international 

organizations like World Bank and IMF has contributed to many changes. The changes in the 

industry include proliferation of companies marketing pharmaceutical products and increase in 

the number of products available (Ndiho 2001). In the current age of considerable competition 

and fragmentation pharmaceutical firms have created differential advantages for the consumers 

of their products and services in order to survive or grow. Thus the dire need to embrace the 

concept of marketing (Ndiho 2001). Mbau (2000) argues that building and applying brand 

equity is the core to all marketing strategies and will determine the success of pharmaceutical 

firms in the future.

Kotler (2000) argues that marketers say branding is the art and cornerstone of marketing. 

Churchil (1995) states that when marketers consider to derive benefits by distinguishing their 

products in the mind of customers and having them spend additional money then they are 

considering branding. In the past products went unbranded. Producers and intermediaries sold 

their goods out of barrels, bins and cases without any supplier identification. Buyers depended 

on the sellers integrity (Kotler 2000).
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The earliest signs of branding were the medieval guilds efforts that required crafts people to put 

trademarks on their products to protect themselves and consumers against inferior quality. In the 

fine arts too branding began with artists signing their works (Kotler 2000). Today branding is 

such a strong force that hardly anything goes unbranded. Fresh food products such as chicken, 

turkey and salmon are increasingly being sold under strongly advertised brand names (Kotler 

2000).

Branding involves costs yet sellers continue to develop brands. Kotler (2000) argues branding 

gives the seller several advantages. Branding makes it easier for the seller to process orders, 

provide legal protection to unique products, segment markets and build corporate image. A 

much great advantage is that branding gives the seller the opportunity to attract a loyal and 

profitable set of customers. Brand loyalty gives sellers some protection from competition (Kotler 

2000). Brands strengthen buyer preference and help them identify quality differences and shop 

efficiently. The development of loyalty has led to the emergency of brand loyal markets. 

Competitor companies selling in a brand loyal market have a hard time gaining more market 

share and competitor companies that enter such a market have a hard time getting in (Kotler 

2000). The need to establish brand loyalty has been expressed further by Aaker (1991) as 

important. This is because it represents a strategic asset to the firm and if well managed it 

provides value in several ways (Aaker 1991).

1.1.1 Pharmaceutical Industry in Kenya

The pharmaceutical industry in Kenya has continued undergoing a growing trend since the late 

80’s. The industry was liberalised in 1991 and the period after saw an influx of many 

pharmaceuticals companies into the market either directly investing or through franchise holders 

(Ronoh, 2002). The growth of the industry has also experienced intense competition which has 

led to the development of mergers and acquisition. The latest being the merger between Glaxo 

Welcome and SmithKline Beecham in 2001 forming Glaxo SmithKIine.

The product range within the industry can be broadly categorized into prescription medication 

and non prescription medication. The target group for the prescription medication are the 

doctors who eventually prescribe the medicine to the ultimate consumer being the patient. In 

1999 there were 4411 doctors of which less than 20% were in the public sector (Kenya Medical 

Director, 2001). This translates to 15 doctors per a 100,000 people. Similarly there were 734
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dentist, 1650 pharmacists and 8671 registered nurses translating to 3 dentists, 6 pharmacists and 

30 registered nurses per population of 100,000. In total there were 53612 health personnel at 

various cadres in 1999 (Kenya Medical Directory, 2001).

The other growing target for pharmaceutical company marketing is the pharmacist who is 

increasingly playing a significant role in influencing or convincing doctors to change medication 

in the prescription. Patients also play a significant role in influencing the doctor’s prescription. 

In Kenya though direct marketing to patients is illegal, the patients are increasingly asserting 

their preference on the medications the doctor or pharmacists recommends for them. A patient 

will convince the prescriber to issue a prescription of a brand that had been used previously by 

the patient or a close associate with good results. Patients may also be interested with brands of 

certain origin. This is common in the private healthcare set-up where the patient directly pays 

for the service.

Establishment of brand loyalty in the pharmaceutical industry just like any other industry is a 

competitive procedure. In the case of the retailing industry where supermarkets chains fall the 

way out is to build themselves as brands and target to retain brand loyalty customers (Lagat, 

1995). This calls for the differentiation of offers and better services than those of competitors 

(Davidson, 1988). Kenya engages in both local productions and imports though the industry is 

largely import based. Traditionally Kenya has imported most of its pharmaceuticals from the 

European Union but with declining economic trends investors have been forced to look more 

towards Asia and Latin America (Ronoh 2002). India and China are predominant exporters of 

pharmaceutical product to Kenya.

Currently there are over 452 pharmaceutical firms within the Kenyan market with over 600 

medical sales representative (Ronoh 2002). There are over 7000 registered pharmaceutical 

products presented in various formulations in the Kenyan Market (Drugs and chemists 2001). 

Pharmaceutical industry heavily depends on personal selling through medical sales representative 

to establish their brands in the market. The medical sales representative conveys 

medical/pharmaceutical prescribing information about a particular brand to the doctor through a 

detailing process. It’s at this point that the medical representative differentiates his brand from 

other brands in the market and establish doctors brand loyalty.
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1.1.1 The Pharmaceutical Market in Kenya

The pharmaceutical industry can broadly be categorised into 2 branches. The human 

pharmaceuticals and the veterinary pharmaceutical industries respectively. For the purpose of 

this study the focus will be on the human pharmaceutical industry.

The human pharmaceutical industry can further be divided into three large categories depending 

on the kinds of products and the rules governing their manufacturing procedure, marketing and - 

usage. The categories are:

The over the counter drugs (OTC) -  This requires no elaborate usage instructions or 

precautions to be taken.

Pharmacy only (P) category -  This requires purchaser to take elaborate instructions on the 

correct usage and precautionary measures.

Prescription only medicine (POM) -  These drugs are purchased upon presentation of a duly 

signed prescription from a qualified doctor. This category is strictly regulated and is one 

monitored a lot by the pharmacy board. Any infringement may result in litigation.

The buying process of prescription medicine only is as illustrated in the figure below:

Patient

x
Nurse

Hospital Doctor

' ’

is urse
,-------------3i------
f

Pharmacist

______ ___________________________________ ___________________________________________________________T

Prescription filled
Prescription filling (buying) process in the pharmaceutical market.

Adapted from Ronoh (2002) Direct Marketing: The case o f pharmaceutical industry in 

Nairobi, unpublished MBA Project University o f  Nairobi, pg. 11
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Ronoh (2002) highlights the characteristic feature of the pharmaceutical marketing is that one 

reaches the end consumer (patient) through an intermediate customer (physician/doctor) who 

advises the end customer through a prescription. There are two potential target groups, the 

patients (consumers) and doctors (customers) who have different needs. This study focuses on 

doctors as the target groups since he is the prescriber and the most influencer in the buying 

process.

1.1.2 The Power of Marketing within the Pharmaceutical Industry

Market power within the pharmaceutical industry as argued by Bennet (1997) is created through 

the following:

Patent protection, which exists in order to encourage research and development.

Brand loyalty, created through marketing which generates market power even after patents 

expire.

Market segmentation, especially by therapeutic subclass.

Gaining control over key inputs, thus preventing others from competing effectively.

Implicit collusion between firms through for example price fixing (Bennets 1997).

Bennet (1997) further states that due to the special characteristic of drugs, competition takes 

undesirable forms. In particular, because of the life saving nature of many drugs and the fact that 

patients do not pay for them directly in many countries, there is unlikely to be substantial price 

competition but rather competition in product quality, innovation and brand awareness.

1.1.3 Distribution Network in the Pharmaceutical Industry

Muiva (2001) reported having an effective distribution network was considered most important 

to compete effectively in the local pharmaceutical industry, followed by a skilled marketing team 

and an effective product mix. The presence of a good distribution network enables products to 

penetrate widely into the market. The pharmaceutical marketers face well trained and well 

informed professional buyers, doctors, pharmacists who are skilled in evaluating competitive 

offerings. It is therefore very important that marketers through their efforts demonstrate how 

their brands will help customers to achieve their goals i.e. managing the ailment/diseases in good 

time, effectively and efficiently.
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The Figure below defines the distribution chain in the industry.

Distribution chain in the pharmaceutical Industry

Adapted from Ronoh (2002) Direct Marketing: The case o f pharmaceutical industry in 

Nairobi, unpublished MBA Project University o f  Nairobi.pg 20

1.1.4 Branding in the Pharmaceutical Sector

The ethical drug industry is a persuasive example of an industry where virtually all its products 

are purchased by well trained specialists supposedly able to ignore the blandishments of 

advertising, drug company representatives or brand name appeals and make decisions purely on 

the basis of rational, technical, performance factors (Murphy 1990). Branding often plays an 

important role. Indeed the appeal of brands can be sufficiently strong that doctors often prefer to 

prescribe by brand name because of the reassurance afforded to them by name.

1.2 Statement of the Problem

The strength of a brand in the market is dependent on a strong supply of loyal customers 

(Kapferer, 1999). This gives the brand stability of future sales and ability to withstand 

competition. A loyal customer is likely to speak well to others about the brand (Aaker 2000).
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Brand loyalty is developed when customers know that they will get the same features, benefits 

and quality each time they buy the brand.

In the pharmaceutical industry a lot of changes have taken place since the 1990’s making the 

environment very turbulent. The configuration of competitive forces such as intensity of 

competition, new entrants, substitute product, suppliers and buyers have transformed the 

environment a great deal creating the need for firms to change their competitive positions (Ndiho 

2001). These changes have had a significant impact to the marketing practices in the industry. 

For instance the entrance of new firms due to liberalisation has led to the development of many 

prescription brand medicine within one line. For example many brands of an antibiotic such as 

cefadroxil exist and each brand is promoted with an aim of gaining market share.

Doctors are bombarded by many brand names leading to confusion. One therefore expects 

doctors to switch from one brand to another but still some brands command high market share. 

This symbolizes a certain degree of brand loyalty by doctors to some of these brands. Aaker 

(1991) argues that Loyalty is manifested through commitment and it’s qualitatively different 

from other dimension linked to future profits since it translates to future sales. Aaker’s 

arguments therefore make the need to understand determinants of brand loyalty critical and it 

needs to be an area of interest for marketers to strengthen their positions in the market.

Studies have been conducted within the pharmaceutical industry but non-that the researcher is 

aware of addresses the issue of brand loyalty by doctors, yet doctors happen to be the target 

group of prescription brand medicine. Thuo (1999) investigated determinants of pharmacy 

patronage. In his study he concluded that the three most important patronage factors that 

influence the selection of the pharmacy that one patronises are (in order of importance): 

professional and competent services, price and convenience.

Ronoh (2002) carried out a study on direct marketing the case of pharmaceutical industry in 

Nairobi. Muiva (2002) conducted a study on the use of competitive intelligence systems in the 

Kenya pharmaceutical industry. These studies address other marketing practices and activities 

that contribute to brand awareness, promotion, brand associations and not determinants of brand 

loyalty, yet Aaker (1996) argues that a brand’s value to a firm is largely created by the customer 

loyalty it commands. He also argues that considering loyalty as an asset encourages and
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justifies loyalty building programs which help create and enhance brand equity. However, brand 

loyalty studies have been conducted in other industries in Kenya. The very recent study is that 

done by Wambugu (2002) in the retailing industry. He concluded that ten important factors 

existed and the three most important in order of importance were availability of merchandise, 

location and store operational hours. Wambugu further recommends that supermarkets need to 

improve on the important factors in order to reap the benefits of customer loyalty.

The above facts indicate the importance of brand loyalty and therefore makes it necessary for 

marketers in the pharmaceutical industry to understand the determinants of brand loyalty in order 

to take advantage of Loyalty building. This study therefore, aimed at investigating factors 

determining brand loyalty for the prescription brand medicine among doctors in Nairobi. The 

Research therefore sought to answer the following question:

♦ What are the determinants of brand loyalty of prescription brand medicine among doctors in 

Nairobi?

1.3 Objectives of the Study

The objectives of this study were;

1. To establish determinants of doctors loyalty on prescription brand medicine.

2. To rank the most important determinants of prescription brand medicine.

3. To determine the significant difference between physicians and general practitioners on 

their influence towards loyalty.

1.4 Importance of Study

The results of this study may be useful to;

1. Pharmaceutical players interested in increasing their sales through enhancing brand 

loyalty.

2. Marketers and sales people interested in building brands through the brand loyalty 

dimension.

3. Academicians who may be interested in pursuing further research in brand loyalty within 

the pharmaceutical industry and other industry.
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2.0 CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter focuses on the review of literature related to this study. Specific concern is on the 

concept of brand loyalty and its relation to value development.

2.2 What is a brand?

Aaker (1991) defines a brand as a distinguishing name and or symbol such as a logo, trademark 

or package design intended to identify the goods or services of either one seller or a group of 

sellers and to differentiate those goods or services from those of competitors. A brand thus 

signals to the customer the source of the product and protects both the customer and producer 

from competitors who would attempt to provide products that appear to be identical ( Aaker 

1991).

A brand is a name, term, sign, symbol or design or a combination of them which is intended to 

identify the goods or services of one seller or group of sellers and to differentiate them from 

those of competitors (Kotler, 1988). Further Kotler (1988) elaborates a brand as follows.

Brand name: That part of a brand which can be vocalised.

Brand mark: That part of a brand which can be recognized but is not utterable such as a symbol, 

design or distinctive coloring or lettering.

Trademark: A brand or part of a brand that is given legal protection because it is capable of 

exclusive appropriation. It protects the seller’s exclusive rights to use the brand name and or 

brand mark.

Copyright: The exclusive legal right to reproduce publish and sell the matter and form of a 

literacy, musical or artistic work.

Randall (2000) argues that the definition of a brand would contain words such as ‘unique name’, 

‘identity’, ‘differentiation’, ‘quality’ and ‘guarantee’. Within the pharmaceutical industry brands

exist and can be categorised as branded drugs, generic drugs and branded generics.
10



Branded drugs refer to those drugs that are originally produced by a manufacturer and enjoy 

patent rights for a period. They tend to be backed by the manufacturer quality control and 

medical information department.

Generic drugs are drugs manufactured after patent expiry by another manufacturer normally at a 

cheaper price. These are normally at the bottom of the market. Its not developed and 

manufactured by the original manufacturer and its not backed by the manufacturer’s quality 

control and medical information department.

Branded generics are drugs which offer a small advantage and which are sold at a price above 

the lowest priced generics.

Kotler (2000) goes further to say that a brand can convey six levels of meaning:

Attributes: A brand brings to mind certain attributes. Mercedes suggests expensive, well built 

well engineered, durable, high-prestige automobiles.

Benefits-. Attributes must be translated into functional and emotional benefits. The attribute 

“durable” could translate into functional benefit “1 won’t have to buy another car for several 

years”. The attribute expensive translates into the emotional benefit “The car makes me feel 

important and admired”.

Values: The brand also says something about the producers values. Mercedes stands for high 

performance, safety and prestige.

Culture: the brand may represent a certain culture. The mercedes represents German culture 

organised, efficient, high quality

Personality: The brand can project a certain personality. Mercedes may suggest a no-nonsense 

boss (person), a reigning lion (animal) or an austere palace (object).

User: The brand suggests the kind of consumer who buys or uses the product. We would expect 

to see a 55 year old top executive behind the wheel of a Mercedes not a 20 year old secretary.

11



2.2.1 Why do brands matter?

An obvious question is why are brands important? What functions do they perform that make 

them so valuable to marketers? Keller (1998) classifies the importance of brands to consumer 

and manufacturers as follows;

Consu mers/Customer

Identification of source of product 

Assignment of responsibility to product maker 

Risk reducer 

Search cost reducer

Promise, bond or pact with maker or product 

Symbolic device 

Signal of quality

Manufacturers/firms
Means of identification to simplify handling or tracing 

Means of legally protecting unique features 

Signal of quality level to satisfied customers 

Means of endowing products with unique association 

Source of competitive advantage 

Source of financial returns (Keller 1988)

2.3 Brand Loyalty

Aaker (1991) defines brand loyalty as a measure of the attachment that a customer has to a brand. 

It reflects how likely a customer will be to switch to another brand, especially when that brand 

makes a change either in price or in product features. Aaker (1991) further argues if customers 

are indifferent to the brand and in fact buy with respect to features, price and convenience with 

little concern to the brand name there is likely little equity. If on the other hand they continue to 

purchase the brand even in the face of competitors with superior features, price and convenience, 

substantial value exists in the brand and perhaps in its symbol.

Henry Assael (1998) also defines brand loyalty as repeat buying because of commitment to a 

brand whereas inertia is repeat buying without commitment. Further Aaker (1991) states loyalty 

is manifested through commitment. He argues that a strong brand has high equity and brand
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loyalty is qualitatively different from the other major dimension of brand equity in that it is tied 

more closely to the use experience. It is also one indicator of brand equity which is 

demonstratably linked to future profits, since brand loyalty directly translates into future sales. 

Clearly loyalty is a function of brand name and image rather than any functional brand attributes 

(Assael 1998).

Evans (1997) has also defined brand loyalty ps repeat purchase intention and as behaviour. He 
further argues that brand loyalty can be conceptualized as a cognitive, attitudinal or behavioural 
phenomenon. As a cognitive phenomenon brand loyalty is thought of as an internal commitment 
to purchase and repurchase a particular brand. As an attitudinal phenomenon it is a preference 
for a brand. As a behavioral phenomenon, brand loyalty is simply repeat purchase behavior. All 
the three approaches (cognitive, attitudinal and behavioral) have their merits and interact with 
each other (Evans 1997).

Schiffman (2000) argues that a more favourable attitude towards a brand, service or store 
compared to potential alternatives together with repeat patronage are seen as the requisite 
components of customer loyalty. Brand loyalty represents a favourable attitude towards a brand 
resulting in consistent purchase of the brand overtime. It happens after consumer learn that one 
brand can satisfy their needs (Assael, 1998). To be truly loyal the consumers must hold a 
favourable attitude towards the brand in addition to purchasing it repeatedly (Day, 1969).

Randall (2000) argues that for consumers to be loyal to a brand, the brand needs to do the 
following:

Identity -  the brand must identify itself clearly and unambiguously so name, legal protection and 
design elements are important.

Shorthand summary -  the identity should act as summary of all the information the consumer 
holds about the brand. Memory sums to work by storing packets of information in networks and 
the brand should provide access to this network, triggering associations.

Security -  buying a familiar brand should be reassuring. The brand should guarantee to provide 
the benefits expected.

Differentiation -  the brand must clearly differentiate itself from its competitors, and show buyers 

how its unique.

Added Value -  the brand must offer more than the generic product.
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The preceding definitions from different authors reflect some commonness in what brand loyalty 

entails. One can conclusively say that for brand loyalty to exist consumers exhibit certain 

behavior towards the brand. This behavior include some degree of attachment to the brand 

repeat purchase possible attitude towards the brand and some level of commitment towards the 

brand.

2.3.1 Brand Loyalty as part of the Brand Equity Concept

Brand equity is a set of brand assets and liabilities linked to a brand, its name and symbol that 

add to or subtract from the value provided by a product or service to a firm and/or to that firm’s 

customers (Aaker 1991). Aaker further argues for assets or liabilities to underlie brand equity 

they must be linked to the name and/or symbol of the brand.

If the name or symbol changes some or all of the assets and liabilities could be lost. The 

relationship and value of brand equity to a name or symbol is illustrated in the figure below.

Name

Perceived
Quality

Brand
Loyalty

Brand
Associations

Provides Value to Firm by 
Enhancing:
♦ Efficiency and

Other 
Proprietary 

Brand Assets

Provides Value to 
Customer by Enhancing 
Customer’s:
♦ Interpretation / Marketing Programs

♦ Brand Loyalty
♦ Prices/Margins
♦ Brand Extensions
♦ Trade Leverage
♦ Competitive Advantage

Effectiveness of

Processing of
information 

♦ Confidence in the
Purchase Decision 

♦ Use Satisfaction

Adapted from Aaker (1991) Managing Brand Equity: Capitalizing on the value o f a Brand 

name New York, Free Press. Pg 17.



Aaker (1996) argues that the inclusion of brand loyalty as part of brand equity is important for 

two reasons. First a brand’s value to a firm is largely created by the customer loyalty it 

commands. Second considering loyalty as an asset encourages and justifies loyalty building 

programs which then help create and enhance brand equity. Brand equity is strategic and an 

asset that can be the basis of competitive advantage and long-term profitability. This needs to be 

monitored closely by the top management of an organisation (Aaker 2000).

2.3.2 Brand Loyalty Levels

Several levels of brand loyalty posing different marketing challenges exist. Aaker (1991) 

classifies them as follows.

Committed Customers:- They have a pride of discovering or being users of a brand, 

fhe brand is very important to them either functionally or as an expression of who they 

are. Their confidence is such that they will recommend the brand to others. The value of 

committed customers is the impact upon others and upon the market itself.

Those that truly like the brand:- Their preference may be based upon an association 

such as symbol, a set of use experiences or a high perceived quality. However the liking 

may not be attributed to something specific.

Satisfied buyer with switching costs:- Customers with switching costs, costs in time, 

money or performance risk associated with switching. Perhaps there is a risk that another 

brand may not function as well in a particular use context.

Buyers who are satisfied with the product or at least not dissatisfied:- These buyers 

might be termed habitual buyer. They are vulnerable to competitors that can create a 

visible benefit to switching.

Indifferent to the brand: - each brand is perceived to be adequate and the brand name 

plays little role in the purchase decision. Whatever is on sale or convenient is preferred. 

This buyer is a switcher or price sensitive.

Evans (1997) distinguishes a number of segments of brand loyalty.
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Brand-loyal users -  use only one brand and this is called undivided brand loyalty.

Brand Switchers- Consumers who use two or more brands depending on the situation, 

the price or consumers who are searching and have not yet found their preferred brand.

New Users:- Consumers who are entering the market, for instance young people starting 

to live on their own or people immigrating into the country.

Non users:- Consumers who decided not to use the product at all for instance non 

smokers.

Kotler (2000) divides consumers into four groups of loyalty status.

Hard-core loyals: Consumers who buy one brand all the time.

Split loyals: Consumers who are loyal to two or three brands.

Shifting loyals: Consumers who shift from brand to another.

Switchers: Consumers who show no loyalty to any brand.

2.4 The Value of a Brand

Aaker (1991) proposes at least five ways of assessing the value of a brand. One is based on the 

price premium that the name can support. The second is the impact of the name on customer 

preference. The third looks at the replacement value of the brand. The fourth is based on the 

stock price. The fifth focuses on the earning power of a brand. Kapferer (1999) further says that 

loyal customers are profitable because they spend more with the brand they are loyal to and are 

less sensitive to price.

2.5 The strategic value of brand loyalty

Brand Loyalty of existing customers represent a strategic asset, if properly managed and 

exploited has the potential to provide value in several ways (Aaker 1991). Aaker sees brand
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loyalty providing value through reduced marketing costs, trade leverage, attracting new 

customers, time to respond to competitive threats.

2.5.1 Reduced Marketing Costs

It is simply much less costly to retain customers than to get new ones. Potentially new customers 

usually lack motivation to change from current brands and they will be expensive to contact. 

Even when they are exposed to alternatives they will often need-substantial reason to risk buying 

and using another brand (Aaker, 1991).

2.5.2 Trade leverage

Strong loyalty towards brands ensures preferred shelf space because stores know that customers 

will have such brands in their shopping list. Trade leverage is particular important when 

introducing new sizes, new varieties, variations or brand extensions (Aaker 1991).

2.5.3 Attracting new customers

A customer base full of satisfaction and others that like the brand provide assurance to 

prospective customers especially when the purchase is somewhat risky. This applies especially 

in product areas that are new or otherwise risky. A satisfied customer base provides an image of 

the brand as accepted and successful (Aaker 1991).

2.5.4 Time to respond to competitive threats

Brand Loyalty provides some breathing room. If a competitor develops a superior product a 

loyal following will allow the firm time needed for the product improvements to be matched or 

neutralized.

2.6 Enhancing Loyalty

Keller (1998) describes ‘after marketing’ as a necessary new mindset that reminds marketers of 

the importance of building a lasting relationship with customers to extend their life times. He 

offers examples of specific activities to nurture loyalty and building relationships with 

customers.

Establishing and maintaining a customer information file.

‘Blue printing’ customer feedback.
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Conducting customer satisfaction survey.

Formulating and managing communications programs as customer retention activities. 

Hosting special customer events or programs.

Identification and reclaiming lost customers.

Aaker (1991) supports the argument of enhancing loyalty as follows.

Treat the customer right:- The key to keeping customers is simply to avoid driving them away 

and treat them with respect.

Stay close to the customer:- Make use of focus groups to see and hear real customers voice 

concerns. Encourage customer contact to make them feel valued.

Measure/Manage Customer satisfaction:- He advises marketers to conduct regular surveys of 

customer satisfaction (dissatisfaction) to understand how customers feel towards their products.

Create switching cost: Creation of switching costs can be done by creating a solution for a 

customer problem that may involve redefining the business.

Provide extras:- provision of a few extra unexpected services changes customer attitude from 

tolerance to enthusiastic.

Customer loyalty is seen as a two way street (Webster, 1994). Webster argues that customers 

remain loyal to the company that serves their needs and preferences with a total set of related 

products and services, while on the other hand companies demonstrate and maintain their loyalty 

to the customers by becoming knowledgeable about them and responding to them with enhanced 

product offerings.

To achieve loyalty a brand must go beyond achieving visibility and differentiation (Kotler 2000). 

The brand should develop deep relationships with the customer group where the brand becomes 

meaningful part of the customer’s life. When this occurs the customer will be highly loyal 

(Kotler 2000).
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2.6.1 Measuring Brand Loyalty
For marketers to more clearly understand brand loyalty and its management it is useful to 

consider approaches to its measurement (Aaker 1991). Aaker considers measures of loyalty into 

two. One approach is to consider actual behaviour. Other approaches are based upon the loyalty 

constructs of switching costs, liking and commitment.

Behavioural measures: This considers actual purchase patterns in terms of repurchase 

rates, percentage of purchases of certain brands and number of 

brands purchased.

Switching costs: If switching costs of a customer like changing a customer ordering 

system is high the more likely to have a high degree of loyalty.

Liking of the brand: Evaluation of the customers liking of the firm or brand. Liking 

can be scaled in ways such as liking, respect, friendship and trust 

towards a firm or brand.

Commitment: This is measured through the indication of the amount of 

interaction and communication that is involved with the product. 

Does the customer like to talk about the product to others by 

telling them why they should buy. It also involves evaluation of 

the extend the brand is important to a person in terms of his 

activities or personality (Aaker 1991).

2.7 Determinants of Brand Loyalty

To reap the benefits of brand loyalty companies must not only manage loyalty but they must 

enhance it (Aaker 1991). Sufficient knowledge on the determinants of brand loyalty is therefore 

necessary for these companies some of the determinants include:

Availability o f  the brand. Many customers would want to shop in one place for all items. This 

is due to the scarcity of time. Repeat purchasing will enhance commitment and eventually 

loyalty (Assael, 1998).

19



The image o f the brand versus the customer self image. If one’s image of the brand conforms 

to his self-image, then the customer’s loyalty to the brand will be high (Aaker 1991).

Level o f  satisfaction and/or dissatisfaction. This involves many issues such as the problems 

faced by customers, their sources and how they are addressed (Aaker, 1991).

Customer Service -  This consists of several services designed to aid in the sale of a product. 

They may include credit, delivery, gift wrapping, merchandise returns, longer store hours, 

parking and personal service (Stanton, 1991). Bearden (1995) concurs by saying that customer 

service refers to the activities that increase the quality and value that customers receive when 

they shop and purchase merchandise.

Atmospherics o f  store -  According to Bearden (1995), this refers to a retailers combination of 

architecture, layout, colour, sound, temperature monitoring, special events, prices, displays and 

other related factors that attract and stimulate customers.

Location -  The actual place where the store is located determines whether it is available to the 

customers or not. The location also has an effect on the store’s image (Kotler, 1990).

Technology - Available technology like catalogs or electronic media that allows the customer to 

shop while at home or at some other non store location (Davidson, 1988).

Thuo (1999) in his study on determinants of pharmacy patronage in Kenya also observed the 

following factors from various studies on pharmacy patronage done overseas. One of the earliest 

pharmacy patronage study was carried out by Benson and Benson (1992). They asked pharmacy 

customers the following questions:
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What are your main reasons for shopping most in this drug store? The results were as follows:

Motive Response Item % Rank

Appearance and general appeal Clean store, uncluttered 1.5 7

Assortment and quality of goods Good, wide stock 13.5 6

Convenience Close to home, close to work 

close to other stores 61.5 1

Price Reasonable, economical 15 5

Reputation of pharmacist Reliable, reputable 21 4

Services rendered Good prompt services, courteous, 

convenient hours, credit available 25 3

Friendly workers and pharmacist Friendly with workers and other 

pharmacy staff 29 2

Thuo (1991) “Determinants o f Pharmacy Patronage, A Kenya Study ” Health Journal Vol. No. 3 

PS- 47

From the study, it would appear that convenience is the single most important reason for 

patronising a particular pharmacy.

In 1973 Dichter and et al, working for the American Pharmaceutical Association wanted to know 

the reasons that influence people in deciding where to purchase their prescription. Their results 

were as follows:

Factor Score Rank

Professional service 18.5 2

Lower prices 17.6 2

Personal attention 15.8 3

A pharmacist who knows your doctor 13.3 4

Ready source of drug information 13.1 5

Large variety of merchandise 11.6 6

Advertised drug prices 10.1 7

Thuo (1991) “Determinants o f  Pharmacy Patronage, A Kenya Study” Health Journal Vol. No. 3 

PS 48
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In 1975, Amarinthnukrooth Ponpun working in the Department of Social and Administrative 

Pharmacy at the University of Minnesota, carried out an extensive study on patronage motives. 

In the study, he asked Twin Cities residents to indicate the criteria they used in selecting a retail 

pharmacy. The results were as follows:-

Criterion % Rank

Store location 92.6 1

Quality of merchandise 89.5 2

Store reputation 85.2 3

Prescription prices 77.2 4

The pharmacist 77.1 5

Type of services 75.0 6

Store environment 69.8 7

Physical layout 55.5 8

Assortment of merchandise 54.5 9

Doctors recommendation 52.5 10

Sales clerks 46.6 11

Special advertisements 24.8 12

Store advertising 20.2 13

Thuo (1991) “Determinants o f Pharmacy Patronage, A Kenya Study" Health Journal Vol. No. 3 

pg. 48

Like the Benson and Benson study, store location was ranked as the most important criteria 

which residents of Twin Cities regarded as critical while selecting their retail pharmacy.

In 1983, Market Facts conducted a survey using telephone interviews to 998 heads of 

households. The results were reported as follows: First, closeness to work 51%; second, price of 

medicine 19%; third, being courteous and friendly 90%; and reliability and dependability was 

ranked fourth with 6%.
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Comparing Market Facts to Benson and Benson, the following were observed:

Factor Market Facts Benson and Benson Rank

Convenience 51.0 61.5 1

Price 19.0 15.0 2

Service 15.0 15.5 3

Thuo (1991) “Determinants o f Pharmacy Patronage, A Kenya Study ” Health Journal Vol. No. 3 

pg. 48

From the various studies so far, patronage motives in the order perceived by pharmacy 

customers, would be ranked as follows:

(i) Convenience -  pharmacy’s location in relation to work, home, doctor and other stores.

(ii) Reputation and personal rapport.

(iii) Prices

(iv) Services rendered

(v) Confidence in the pharmacist

(vi) Assortment and quality of merchandise

(vii) Appearance and cleanliness.

In a more recent study by Smith and Coon (1991) working in Kentucky (6), had a somewhat 

different ranking of important patronage factors

Patronage Factor Ranking Likert Rating from 

1-6

Prompt and helpful service 1 5.57

Friendly and reliable pharmacist 2 5.50

Convenient location 3 5.30

Prescription price 4 5.07

Availability of other products 5 4.18

Level of satisfaction 6 3.69

Availability of credit 7 2.98

Thuo (1991) “Determinants o f Pharmacy Patronage, A Kenya Study" Health Journal Vol. No. 3 

Pg- 48

23



In his study Thuo (1999) came up with the following comparison of ranking between the Kenyan 

study and the others.

Comparison of ranking in the Kenyan study with those of other studies from abroad

P a tr o n a g e K en y a

s tu d y

1994

S m ith  a n d  

C o o n  1991

M a r k e t

F a c ts

1983

P o n p u

M in n e so ta

1975

D ic h te r

s tu d y

1973

B e n s o n  a n d  

B e n so n  1962

Professional and competent 

services 1 1 3 6 1

•

Price 2 4 2 4 2 5

Convenience/location 3 3 1 1 - 1

Quality of merchandise and 

assortment 4 2 6 6

Physical factors 5 - - 8 - 7

Special services 6 5 - - 5 3

Personal relationship 7 - - - 3 2

Tradition, social factors 8 - - - - -

Religion 9 - - - - -

Ethnicity 10 - - - - -

Pharmacy reputation - - 7 - 3 -

The Pharmacist’s reputation - - 2 4 5 4

Pharmacy atmosphere - - - 7 - -

Thuo (1991) “Determinants o f Pharmacy Patronage, A Kenya Study’’ Health Journal Vol. No. 3 

pg. 48

From the above table, it was observed that:

Professional and competent services, price and convenience are by far the three most important 

pharmacy patronage factors that people consider choosing from where to buy their drugs. 

However, it is not enough to conclusively say that these are the only factors that determine why a 

customer becomes loyal to a particular brand.

Summary:
From the above mentioned studies of pharmacy patronage it can be observed that many factors 

contribute to loyalty. It has also been observed that there are certain factors that are more 

important than others. Consequently, doctors have a wide choice of prescription brand medicine 

and they do also become loyal to some based on certain factors. This study just like those studies 

highlighted in pharmacy seeks to establish the factors doctors consider in developing their 

loyalty. The most important factors shall also be establish.
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3.0 CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
'  This chapter highlights the methodology that was adopted in order to meet the objectives stated 

in chapter one of this study. Included in the design is the research design, population of interest, 

sample frame, sample size, data collection instruments and data analysis techniques.

3.2 Research Design

This was a descriptive research. It involved gathering, processing and interpreting data from 

doctors who are the prescribers of brand medicine.

3.3 Population
The population of interest for this study comprised all doctors, both the specialist and general 

practitioners in Nairobi. This is because they are the category of doctors that generate the 

highest number of prescriptions and therefore the most targeted by the pharmaceutical marketers 

(Ronoh 2002). Specialists shall refer to only the physician doctors in Nairobi, because they deal 

with most of the diseases/ailments of which most prescription brands are targeted.

3.4 Sample Frame

The Kenya medical directory 2001 was used as the sample list because it was the most current 

available. According to the Kenya medical directory (2001) 114 physicians and 345 general 

practitioners doctors existed in Nairobi making it a total of 459.

3.5 Sample Size

A sample size of 60 was selected proportionally from the total number of 459 doctors. The

proportions was computed as follows:

114 x 60 = 14.90 Physicians 
459

345 x 60 = 45.10 General Practitioners 
459

The results therefore show a sample size of 15 physicians and 45 general practitioners was 

selected. The selection of the doctors was also based on their location within Nairobi. Ronoh
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(2002) used a sample size of 50 doctors and therefore a sample size of 60 doctors was deemed 

adequate for the study.

3.6 Data Collection Methods

Primary data was used in the study. Questionnaire comprising both open and close-ended 

questions were used. The questionnaire was divided into three sections. Section A collected 

biodata information, Section B information on determinants of loyalty and their degree of - 

importance and finally Section C information on the ranking of the most important determinants 

of brand loyalty. Respondents opinion on the degree of importance of the determinants of 

Loyalty was assessed on a likert type scale where l=not important at all and 5 = very important. 

Research assistants were fellow medical representative who were used to administer the 

questionnaires. The questionnaire was administered to the prescribers as the researcher and 

research assistants visited their clinics or area of practice. The respondents filled the 

questionnaires as the researcher/research assistant waited. This helped reduce the instances of 

non response. Where necessary the questionnaires were left and picked later in order to ensure a 

high proportion of usable responses.

3.7 Data Analysis Techniques

Once data had been collected it was analysed by use of descriptive statistics. These included 

tables, and percentages to represent the response rate and information on variables that the study 

considered. Table of frequencies was used to summarize determinants considered important in 

the choice of prescription brand medicine.

Factor analysis was also used for analysis due to the large numbers of variables or objects being 

considered. No variable(s) was designed as being predicted by others and the researcher 

intended to look at the interrelationship among all the possible variables that may impact on 

loyalty together.

26



4.0 CHAPTER FOUR: DATA ANALYSIS AND FINDINGS

4.1 Introduction

After they were filled in and returned, the questionnaires were edited and coded. All the 

questionnaires returned by the respondents were usable for data analysis. The response rate was 

54 out of the targeted 60 respondents (90%). The researcher deemed this as adequate and 

sufficient for the purpose of data analysis. This compares favorably well with previous studies 

such as Karemu (1993) with 55%, Lagat (1995) with 62% and Ngatia (2000) with 68%.

4.2 Demographic Characteristics of Respondents.

Demographic characteristics of respondents was analysed in order for one to know the bio data 
of doctors / respondents.

4.2.1 Specialization

Table 4.2 Specilization
Specialization Frequency Percentage

General Practitioner 40 74%

Physician 14 26%

Total 54 100%

Source: Research data.

From table 4.2 above, one can observe that general practitioners form the highest percentage 

(74%) of doctors practicing in Nairobi. On the other hand, physicians only form 26% of doctors 

practicing in Nairobi. This means that most of the drugs are prescribed by general practitioners.

4.2.2 Number of years in practice.

Analysis of number of years in practice was mainly to provide a picture of the doctors period of 
experience in the medicine profession.
Table 4.3 Number of Years in Practice

Years in Practice Frequency Percentage
Upto 5 years 13 24%

6 - 1 0  years 10 19%
1 1 -1 5  years 6 11%
15 years and above 25 46%
Total 54 100%
Source: Research data.
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The results above indicate that most of the respondents have been practicing as doctors for 15 or 

more years. This category had 25 (46%) out of 54 respondents. The category of those who have 

practiced for not more than 5 years was second with a frequency of 13 which is 24% of the 

respondents.

4.2.3 Age of Respondents
Age of respondents was analyzed inorder to know the range of doctors age active in practice

Table 4.4 Age of Respondents

Age (years) Frequency Percentage
2 0 -3 0  years 10 19%
3 1 -4 0  years 17 31%
4 1 -5 0  years 15 28%
50 years and above 12 22%
Total 54 100%
Source: Research data

The results indicate that most of the respondents are between the ages of 31 -  40 years. This 

category had 17 (31%) of the respondents. Further, the age bracket of 41 -  50 years is second 

with a frequency of 15 which is 28% of the respondents. This can perhaps be explained by the 

fact that it takes time for anybody to complete medical studies and set up private practice.

4.2.4 Gender
The researcher was interested in determining the proportion of males to females among doctors.

Table 4.5 Gender

Gender Frequency Percentage

Male 45 83%
Female 9 17%
Total 54 100%
Source: Research data

It is evident from the above table that 83% of the respondents were male doctors. This explains 

the fact that the profession is still dominated by males.

4.3 Extent of Importance of Factors in influencing loyalty

This section was for measuring the extent to which doctors would consider various different 

factors as being important in their prescription of medicine.
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Table 4.6 The relative importance of factors (n=54)

M in im u m M a x im u m M e a n S td .  D e v ia tio n

R easonab le  P rice 2 5 4 .24 .61

“ E asy  to  re m e m b e r b ra n d  nam es 1 5 3 .54 1.18

M ed ic in e  a v a ilab ility 3 5 4 .5 6 .54

E xp e rien ce  w ith  m e d ic in e  (b ran d ) 
th rough  sam p les  g iv en  fo r p a tien ts 1 5 4 .0 4 .91

S ource  o f  m e d ic in e  (e  g.
E urope  .A sia , L o ca l, M id d le  E ast, 
India)

1 5 3 .52 1.21

In fo rm ation  from  m ed ical 
rep re sen ta tiv e '  2 5 3.93 .82

P atien ts  a ttitu d e  to w a rd s  so u rc e  o f  
m ed ic ine 1 5 3 .74 .96

P a tien t co m p lia n ce 2 5 4 .52 64

E d u ca tio n  p ro g ram  a b o u t th e  
m ed ic ine
(C o n tin u o u s  m ed ica l E d u c a tio n )

1 5 4 .13 .93

P a tien t b u y in g  p o w e r 3 5 4 .5 6 .60

N ew  in n o v a tio n s  o r c o m b in a tio n s  o f  
d ru g s 1 5 4 .0 0 .75

Y o u r lo ca tio n  o f  p ra c tic e 1 5 3 .04 1.27

Q u a lity  o f  m e d ic in e  p a ck a g e 1 5 3 .57 1.00

F orm  o f  d e liv e ry  o f  th e  m e d ic in e 1 5 3 .8 9 .92

C o n stan t re m in d e rs  a b o u t th e  
m ed ic in e 1 5 3 .48 1.04

E x tra  se rv ic e s  re n d e re d  to  y o u  b y  the  
co m p an y  se ll in g  th e  m e d ic in e 1 5 2 7 4 1.23

Y o u r personal re la tio n sh ip  w ith  the  
co m p an y  se ll in g  the  m e d ic in e 1 5 2 .7 0 1.27

K n o w led g eab le  m ed ical 
rep re sen ta tiv e  o n  th e  m e d ic in e  
p re sen ted  to  y ou

1 5 3 85 .83

A v a ilab ility  o f  th e  m e d ic in e (b ra n d ) 
in h o sp ita ls I 5 4 .0 4 .80

S u p p o rtiv e  ev id e n ce  o f  th e  e fficacy  
o f  th e  m e d ic in e 2 5 4 .43 .74

S in ce re  m ed ica l re p re sen ta tiv e  
p resen ta tio n 1 5 3 .78 .95
S p o n so rsh ip  o f  m e d ica l c o n fe re n c e

1 5 2 .8 7 1.24
S p o n so rsh ip  o f  free  m ed ica l c am p s  
by  th e  c o m p a n y  p ro m o tin g  th e  
m ed ic in e

1 5 2 .6 7 1.17

F e llo w  d o c to rs  rec o m m e n d a tio n s 1 5 3 .59 .98

R ep u ta tio n  o f  th e  s o u rc e  o f  m e d ic in e
1 5 3 .8 0 ,88

M ed ica l L ite ra tu re  a b o u t th e  
m ed ic in e 3 5 4 .2 0 .63
V alid  N  (Iistw ise )

Mean Score ranked on a 5 - point scale
Scale with 1 = not at all important and 5 = very important
Source: Research data.

Twenty-two of the twenty-six factors studied were reported as being fairly important to being 

very important. (They had a mean above 3 in a scale of between 1 and 5). The most important 

factors were medicine availability and patient buying power each with a mean of 4.56. These are
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followed by patient compliance, supportive evidence of the efficacy of the drug and reasonable 

price with mean scores of 4.52, 4.43 and 4.24 respectively. The four factors reported as being 

fairly important were sponsorship of free medical camps by the company promoting the 

medicine (mean of 2.67), the doctors relationship with the company selling the medicine (mean 

2.70), extra services rendered to the doctor by the company selling the medicine (2.74), and 

sponsorship of medical conference (mean 2.87).

4.4 Factor Analysis on Factors considered in prescriptions

Factor analysis was used to reduce and classify the variables that doctors may consider in 

prescribing brand medicine into key factors. A large number of variables was being considered 

and it was necessary to group them into related categories under a common name.

4.4.1 Communalities.

Communalities represent the proportion of variance of each particular item that is due to 

common factors or that is shared with other items.
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Table 4.7 Communalities
In it ia l E x tr a c t io n

Reasonable Price 1.000 .812

Patient buying power 1.000- .612
New innovations or combinations 
of drugs 1.000 .810

Your location of practice 1.000 .615

Quality of medicine package 1.000 .654

Form of delivery of the medicine 1.000 .675
Constant reminders about the 
medicine 1.000 .727
Extra services rendered to you by 
the company selling the medicine 1.000 .784
Your personal relationship with 
the company selling the medicine 1.000 .716

Knowledgeable medical 
representative on the medicine 
presented to you

1.000 .778

Availability of the medicine 
(brand) in hospitals 1.000 .613

Easy to remember brand names 1.000 .628
Supportive evidence of the 
efficacy of the medicine 1.000 .525
Sincere medical representative 
presentation 1.000 .651
Sponsorship of medical 
conference 1.000 .718
Sponsorship of free medical 
camps by the company promoting 
the medicine

1.000 .710

Fellow doctors recommendations 1.000 .761
Reputation of the source of 
medicine 1.000 .756
Medical literature about the 
medicine 1.000 .668

Medicine availability 1.000 .602
Experience with medicine (brand) 
through samples given for patients 1.000 .823
Source of medicine (e.g. Europe, 
Asia, Local, Middle East, India) 1.000 .705
Information from medical 
representative 1.000 .602
Patients attitude towards source of 
medicine 1.000 .739

Patient compliance 1.000 .687
Educational program about the 
Medicine (Continuous medical 
Education)

1.000 .763

Extraction Method: Principal Component Analysis 
Source: Research findings.
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Table 4.7 helps to estimate the communalities for each variance. This is the actual proposition of 

variance that each item has in common with other factors. For example, the variable experience 

with medicine (brand) through samples given for patients has 82.3% communality or shared 

relationship with the other factors. This particular variable has the greatest communality with the 

others. The variables, ‘reasonable price’ and ‘new’ innovations or combinations of drugs’ also rank 

highly with 81.2% and 81% shared relationship with the other factors respectively. The variable 

supportive evidence of the efficacy of the medicine has the least communality with only 52.5% share 

relationship with the other variables.

4.4.2 Total Variance Explained.

Table 4.8 Total Variance Explained.

C o m p o n e n t

In i t ia l  E ig en  v a lu e s E x t r a c t io n  S u m s  o f  S q u a r e d  L o a d in g R o ta t io n  o f  S u m s  o f  S q u a r e d  L o a d in g

T o ta l

% o f

V a r ia n c e

C u m u la t iv e

% T o ta l

% o f

V a r ia n c e

C u m u la t iv e

% T o ta l

% o f

V a r ia n c e

C u m u la t iv e

%

1 5.044 19 .399 19 .399 5 .044 19 .399 19 .399 3 .272 12.586 12.586

2 3 .403 13.089 32 .4 8 8 3 .403 13 .089 3 2 4 8 8 2 .9 4 9 11.344 2 3 .9 3 0

3 2 .1 5 9 8 .304 4 0 .7 9 2 2 .1 5 9 8 .304 4 0 .7 9 2 2 .5 4 2 9 .7 7 8 33 .708

4 1.968 7.571 4 8 .3 6 3 1.968 7.571 48 .3 6 3 2 .0 8 9 8 .0 3 6 41 .7 4 3

5 1.719 6 .6 1 0 54 .9 7 3 1.719 6 .6 1 0 54 .973 1.957 7 .528 49.271

6 1.538 5 .9 1 5 6 0 .8 8 7 1.538 5 .9 1 5 6 0  887 1.879 7 .2 2 9 56 .5 0 0

7 1.241 4 .7 7 3 65.661 1.241 4 7 7 3 65.661 1.841 7.081 63.581

8 1.065 4 .0 9 7 6 9 .7 5 8 1.065 4 .0 9 7 69 .7 5 8 1.606 6 .1 7 7 69 .7 5 8

9 .979 3 .7 6 6 73 .5 2 4

10 .823 3 .165 7 6 .6 8 9

11 .807 3 .105 7 9 .7 9 4

12 .715 2 .7 5 0 8 2  543

13 .666 2 .561 85 .1 0 5

14 .632 2 .4 3 0 87 .5 3 5

15 .524 2 .0 1 7 8 9 .5 5 2

16 .490 1.885 9 1 .4 3 8

17 441 1.698 9 3 .1 3 5

18 .384 1.475 94.611

19 .332 1 .276 95  887

2 0 .282 1.086 96 .973

21 .189 .727 9 7 .7 0 0

22 .180 .693 98 .3 9 3

23 .135 .519 9 8 .9 1 2

24 .123 .475 99 .3 8 7

25 9 .5 4 6 E -0 2 .367 9 9 .7 5 4

26 6 .3 9 8 E -0 2 .246 100 .000

Extraction Method: Principal Component Analysis 

Source: Research findings.
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The use of Kaiser Normalization criterion in table 4.8 allows for the extraction of components 

that have Eigen values greater than 1. The Principal Component Analysis was used and eight 

factors were extracted. As shown on the table, these twelve factors explain 69.75% of the total 

variation. Factor 1 contributed the highest variation of 19.39%. The percentage contribution 

decreases as one moves from one factor to the other upto factor 8.

4.4.3 Rotated Component Matrix

Table 4.9 Rotated Component Matrix
C o m p o n e n t

1 2 3 4 5 6 7 8
R easo n ab le  P r ice -1 3 7 .249 - .1 0 9 .441 -.1 6 6 .494 .247 .439

P a tie n t b u y in g  p o w e r - .0 2 7 .038 -.0 4 5 -.1 2 7 -.068 .765 .021 .047

N e w  in n o v a tio n s  o r  c o m b in a tio n  o f  
d ru g s - .2 0 5 .131 .198 .067 .120 -.093 .827 .027
Y o u r lo ca tio n  o f  p ra c tic e .195 .147 -.351 -.005 .216 .402 .242 .407

Q u a lity  o f  m e d ic in e  
P ack ag e - .2 1 7 .280 .194 -.0 0 2 -.231 .001 .617 .239
F orm  o f  d e liv e ry  o f  th e  m e d ic in e

- .0 3 6 -.2 1 8 .155 .336 .504 .357 -.2 9 6 .141
C o n s ta n t re m in d e rs  ab o u t 
th e  m ed ic in e .499 .132 .080 .492 -.005 - .0 6 8 .351 .292

E x tra  se rv ice s  re n d e re d  to  y o u  by  the  
c o m p an y  s e ll in g  th e  m e d ic in e .274 .677 -.3 2 9 .297 .119 .042 -.1 9 7 -.015
Y o u r p e rso n al re la tio n sh ip  w ith  the  
c o m p an y  s e ll in g  th e  m e d ic in e .003 .798 -.181 -.1 0 6 -.042 .133 .023 -.1 2 3
K n o w led g eab le  m e d ic a l re p re sen ta tiv e  
on  the  m e d ic in e  p re se n te d  to  y ou .836 .188 .126 .142 .014 .005 .069 .052
A v a ilab ility  o f  th e  m e d ic in e  (b ran d ) in 
hosp ita l .275 .076 -.0 6 2 .324 ,083 .014 -.1 9 6 .0614
E asy  to  re m e m b e r b ra n d  n am es

.155 .288 -.2 0 5 -.003 .355 .146 .565 .110
S u p p o rtiv e  e v id e n c e  o f  th e  e ffic a c y  o f  
th e  m ed ic in e .166 -.1 7 9 .658 .031 .076 -.1 3 3 - .0 3 8 - .0 7 7
S in ce re  m ed ica l re p re sen ta tiv e  
p resen ta tio n .769 .006 .170 .069 .099 .081 -.0 8 5 -.038
S p o n so rsh ip  o f  m ed ica l c o n fe re n c e

.527 .610 .099 .017 .190 .083 .072 -.0 9 8
S p o n so rsh ip  o f  free  m e d ica l c am p s  by  
th e  c o m p a n y  p ro m o tin g  the  m e d ic in e .365 681 - .1 7 4 .075 .148 .067 -.1 6 5 .152
F e llow  D o c to rs  re c o m m e n d a tio n s

-.2 1 8 .676 .322 .161 .243 -.1 3 4 .195 - .1 1 0
R ep u ta tio n  o f  th e  s o u rc e  o f  m ed ic in e

.085 - 0 9 8 - .0 6 0 .178 -.041 .086 -.831 -.0 6 7
M ed ica l lite ra tu re  a b o u t th e  m e d ic in e

.170 -.0 6 7 .564 .053 -.0 0 4 - .3 7 6 -.3 4 4 .235
M ed ic in e  av a ilab ility .298 -.0 5 3 .069 .029 .156 - .0 4 6 .257 .642

E x p e rien c e  w ith  m e d ic in e  (b ran d ) 
th ro u g h  sam p les  g iv e n  fo r  p a tie n ts .272 .172 .771 - 0 4 9 -.2 0 6 -.1 9 2 .052 .201
S o u rce  o f  m e d ic in e  (e .g . E u ro p e , A sia , 
L oca l, M id d le  E as t, In d ia ) .180 .186 -.0 5 2 .679 .233 -.0 0 7 .061 - .3 4 0
In fo rm a tio n  from  m e d ica l re p re sen ta tiv e

4 93 -.2 3 3 .396 .280 -.0 5 2 .041 .212 .124
P a tie n t a ttitu d e  to w a rd s  so u rc e  o f  
m ed ic ine 0 9 8 -.021 .133 .832 - .0 9 9 .021 .012 -.088
P a tie n t co m p lia n ce .069 -.0 2 4 .326 -.0 9 2 .587 .285 - .1 4 0 .349

E d u c a tio n  p ro g ram  a b o u t th e  m e d ic in e  
(C o n tin u o u s  m e d ica l E d u c a tio n ) .318 .466 .751 -.0 7 7 -.1 4 9 .072 .148 .214

Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization, 
a .  Rotation converged in 20 iteration.

Source: Research findings
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The results in table 4.9 allowed the researcher to identify the variables that fall under the 8 

major extracted factors. Each of the 26 studied variables was looked at and placed to one of 

the 8 factors depending on the percentage o f variability it explained in the total variability of 

each factor. A variable is said to belong to a factor to which it explains more variation than 

any other factor

From table 4.9, the individual variables constituting the eight factors extracted are 

summarized and identified below.

Factor 1.

• Constant reminders about medicine.

• Knowledgeable medical representative on the medicine presented to you.

• Sincere medical representative presentation.

• Information from medical representative.

This factor can be named organized personal selling efforts.

Factor 2.

• Extra services rendered to you by the company selling the medicine.

• Your personal relationship with the company selling the medicine.

• Sponsorship o f medical conference.

• Sponsorship of free medical camps by the company promoting the medicine.

• Fellow doctors recommendations.

This factor can be named brand public relations.

Factor 3.

• Supportive evidence of the efficacy of the medicine.

• Medical literature about the medicine.

• Educational program about the medicine (continuous medical education).

• Experience with medicine (brand) through samples given for patients.

This factor can be named knowledge about the medicine (brand) performance.
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Factor 4.

• Source o f medicine (e.g. Europe, Asia, Local, Middle East, India)

• Patients attitude towards source o f medicine.

• Reputation of the source of medicine prescription.

This factor can be named image o f source of medicine.

Factor 5.

• Patient compliance.

• Form of delivery o f the medicine.

This factor can be named level of patient compliance.

Factor 6.

• Reasonable price.

• Patient buying power.

This factor can be named economic circumstances.

Factor 7.

• Easy to remember brand names.

• Quality of medicine package.

• New innovations or combinations of drugs.

This factor can be named medicine package and appearance.

Factor 8.

• Medicine availability.

• Your location o f practice.

• Availability o f the medicine (brand) in hospital

This factor can be named availability o f the medicine.
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4.5 Ranking of Factors Determining Medicine Prescription.

Ranking of factors was done in order to establish what most doctors considers as important. 
Table 4.10 Factor ranking

Factor. 1 2 3 4 5

1. Reasonable price 15 14 14 4 2

2. Professional service from medical representative _ 1 3 3 2

3. Source o f medicine 4 8 7 - 4

4. Original brand or generic brand 3 2 1 4 4

5. Patient buying power 4 11 11 9 3

6. Patient attitude towards source o f medicine - 1 2 3 3

7. Previous experience through sample 7 7 1 2 3

8. Easy to remember medicine/brand names - - 2 3 3

9. Reputation o f company promoting the medicine 4 3 2 10 4

10. Medicine availability in pharmacies and others 1 1 3 5 12

11. Medical literature about the medicine 6 2 3 5 7

12. Extra services rendered by Co. selling the medicine - - 1 - -

13. Courteous medical representative - - - 1 2

14. Personal relationship with the medical representative - - - - -

15. Company’s response towards your feedback - - - 1 -

16.Your involvement by the company selling the 

medicine in its launch or development

17. Efficacy o f the medicine 6 - _ _ _

Total 50 50 50 50 50

Source: Research Jindings.

From the 50 respondents 15 (30%) indicated that reasonable price is their most important 

consideration while previous experience of the medicine through sample was seen as the 

most important consideration by 7 (14%) respondents. Efficacy of the medicine and medical 

literature about the medicine were seen as the first considerations by 6 (12%) respondents 

each.

At the same time, reasonable price was indicated as the second most important factor by 14 

(28%) respondents. This was followed by patient buying power with 11 (22%) respondents 

and source o f medicine with 8 (16%) respondents. At 3rd position reasonable price was again
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leading with 14 (28%) respondents. It was followed by patient buying power with 11 (22%)) 

and source o f medicine with 7(14%) respondents. At position 4 reputation o f company 

promoting the medicine was leading with 10 (20%) respondents. This was followed by 

patient buying power with 9 (18%) respondents. 12 (24%) respondents indicated that 

medicine availability in hospital pharmacies and others was their 5lh most important 

consideration. This was followed by medical literature about the medicine. It can therefore 

be concluded that the five most important factors to doctors in medicine prescription, as 

arranged in order o f importance are:-

*  Reasonable price

*  Patient buying power

•fr Experience through sample given to doctors.

*  Source of medicine

*  Medical literature about the medicine

Though ranking was considered important its mainly circumstantial. The degree of 

importance for each factor appeared to be dependent on patient background e.g. affordability 

and patient interests. Therefore ranking of factors could not be seen to be standard across all 

the patients.
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5.0 CHAPTER FIVE: DISCUSSIONS, CONCLUSIONS AND

RECOMMENDATIONS

5.1 Introduction

The study intended to establish the determinants of doctors’ loyalty on prescription brand 

medicine. The most important o f the identified were also to be determined.

In the literature review, some factors were highlighted as being important determinants of 

loyalty. This study aimed at confirming whether such factors are important in brand 

medicine prescription. The study also sought to find out any other factors that doctors 

consider.

5.2 Discussions

From the results, it was observed that the five most important factors that influence loyalty, in 

order of importance were reasonable price, patient buying power, experience and medical 

literature about medicine. Thuo (1999) did a study on determinants o f pharmacy patronage in 

Kenya and brought out professional and competent services, price and convenience 

in that order as the three most important factors. When these two studies are compared, price 

/ affordability appears to be a dominant determinant. However, the difference in the other 

factors may have been due to the different targeted respondents by the two researchers. In the 

earlier study, the researcher focused on the ultimate consumer, while in this study, the focus 

was on doctors, who are professionals / experts in the field of medicine, and would go beyond 

price and consider the medical factors much more.

Doctors expressed price and patient buying power as the most important factors determining 

their prescription brand loyalty. This can perhaps be attributed to the poor economic 

conditions in Kenya at the moment. The other factors such as experience through sample 

given to doctors, source o f medicine, and medical literature about the medicine may have 

come out strongly due to many players in the industry. This leads to the existence of so many 

brands and therefore doctors loyalty to any brand is dependent upon such factors.

The above results to a large extent agree with generally documented determinants of brand 

loyalty. For example in this study source of medicine compares to the image of the brand and 

the customer self-image (Aaker, 1991). The source of medicine plays a very important role in 

the doctors perception and image about the brand. The doctors experience with the medicine
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(brand) through samples given for patients compares well with the level of satisfaction and / 

or dissatisfaction of the customer as a loyalty determining factor (Aaker 1991). The doctors 

satisfaction is derived by the performance o f the sample given to patients. It contributes to 

the doctors preference or dislike o f the brand.

Comparing these results with those of another study from a different industry further shows 

some similarity. For example, in the study determinants of store loyalty in Nairobi reasonable 

prices of products and supermarkets employees knowledge about the products were key 

factors influencing store loyalty (Wambugu 2002). Reasonable price is a common factor in 

both the store loyalty study and this study, while employees knowledge about the product 

compares to availability of medical literature about the medicine to the doctors, in this study. 

It is therefore important to note that reasonable prices and education of customers are key 

factors in influencing brand loyalty.

Factor analysis was used to reduce and classify the variables into related categories under a 

common name. This resulted into eight factors which are; organized personal selling brand 

public relations, knowledge about the medicine (brand) performance, image of source of 

medicine, patient compliance, economic circumstance, medicine package and appearance and 

availability o f the medicine.

Under organized personal selling, all the variables scored a mean of between 3.48 and 3.93. 

This means that those variables were seen as important by the doctors. This could possibly be 

because organized personal selling forms the basis o f communication and interaction between 

doctors and marketers of pharmaceutical prescription products.

Brand public relations had five variables which was the highest. Four of these variables had a 

mean score of between 2.67 and 2.87 and therefore seen as fairly important while the other 

variable (fellow doctors recommendation) had a mean score o f 3.59 and therefore becoming 

an important consideration. This score could be attributed to the fact that some doctors have 

advanced in knowledge, research and experience making them opinion leaders / reference 

groups in the medical profession. The other four variables had lower scores possibly because 

they are all marketer-oriented as opposed to doctor-patient relationship oriented.
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The variables under the third factor knowledge about the medicine (brand) performance had 

mean scores ranging between 4.04 to 4.43. This indicates that this factor is of utmost 

importance to the doctors. Such an observation proves that the doctors preference towards a 

certain prescription brand medicine is highly dependent on the medical evidence about the 

'  drug (brand) performance / functionality. It can also be noted that this agree with the fact that 

the most visible and common basis for a brand’s value proposition is the functional benefit 

(Aaker, 1996).

The image o f source of medicine came out as an important factor with variables scoring a 

mean range o f between 3.52 to 3.80. As noted earlier in the literature review, if the image of 

the brand manufacturer or source conforms to the doctors self-image, the doctors loyalty to 

the brand will be high. (Aaker, 1996)

Level of patient compliance was very important to the doctors. This is possibly because the 

doctor is aware that the patient does not have a chance to appreciate the medicine (brand) 

performance if there is no compliance. Compliance is determined by the convenience in the 

drug administration, which then becomes an influential factor in doctor’s loyalty.

Economic circumstances had the highest mean score range of between 4.24 and 4.56. Such a 

high mean score could be attributed to the doctor’s intention of matching the prevailing poor 

economic conditions with the patient’s condition and economic status. Most doctors 

considered this to avoid the risk o f the patient failing to undertake the medication.

Medicine package and appearance had variables with mean scores ranging between 3.54 and 

4.00. The easy to remember brand names, and quality o f medicine package contributes to 

increasing the probability of the doctor prescribing the drug. However the variable new 

innovation or combination of drugs was very important due to its possibility of improving 

patient compliance.

The factor availability of the medicine had an erratic mean score range of between 3.04 and 

4.56. The variable medicine availability scored the highest mean. Due to scarcity of time for 

the patient many doctors would want to prescribe a drug that is easily available. This may 

enhance repeat prescription habit which in turn leads to development of commitment and 

eventually loyalty (Assael, 1998). On the other hand the variable your location of practice
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though still important had the lowest score under this factor. A possible reason for this could 

be that the doctor’s choice of brand is patient needs dependent. However, different locations 

have patients with different purchasing power. This influences the doctor to prefer a certain 

affordable brand in certain location as opposed to others in order to meet patient needs.

There were no statistically significant difference in the factors influencing loyalty between 

physicians and general practitioners. This can possibly be explained by the nature of training 

doctors undergo in the medical profession. Almost all doctors had the patients needs being 

the first priority in determining what they would prescribe.

5.3 Conclusions

From the results discussed above, it is clear that doctors are scientific experts who make 

decisions about their choice o f prescription brand medicine based on rational appeals. It is 

therefore important for marketers to design their marketing programmes with the aim of 

influencing the rationality in the doctors decision making process. The reason behind doctors’ 

rationality is due to the nature of their profession which involves saving preservation and 

extension of human life. Medicine is a profession which is evidence based and not trial and 

error. For the marketer to succeed in achieving brand loyalty, a greater percentage of the 

marketing campaign must be rational -  oriented.

Although determinants of prescription brand loyalty have been highlighted, they are 

circumstantial in nature. This means the doctors loyalty, determining factors depend a lot on 

the patients background i.e. economic power, nature and state of disease and social status; 

over and above other issues.

Some of the marketing oriented activities such as personal selling efforts and sponsorships of 

campaigns were out considered by doctors as very important. However, such activities should 

not be neglected by marketers because they serve as augmenting efforts towards the national 

appeals.
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5.4 Recommendations

According to the results o f the study, it is clear that majority of the doctors are led to being 

loyal to medicine brands by their consideration of some factors. The medicine marketers also 

need to understand the doctors in terms of age, specialization, duration in practice, gender, 

and any other relevant basis. This allows the marketers to tailor their offerings in targeting 

customer loyalty development and eventually lead to long-term mutual and profitable 

relationships.

The medicine marketers should try and improve on most of the factors that were brought out 

by the doctors as important in their decisions. Improved cost management is necessary so 

that the marketers can maintain competitive product prices. The performance of medicine 

also needs to be monitored carefully because the efficacy was brought out as an important 

consideration. The medicine manufacturers and sellers should also educate the doctors on 

most of their products. This should be done through availing as much literature about their 

products as possible to the doctors. Efforts should be increased on the personal selling of the 

medicine. This should go together with a lot of brand public relations so that doctors are able 

to have positive associations with the brands at all times.

In conclusion, the manufacturers and marketers of medicine should keep researching so as to 

keep themselves abreast with the dynamics o f a doctor’s loyalty. It is much cheaper for a 

marketer to serve loyal customers than looking for new ones. It is thus recommended that 

medicine marketers seriously consider the factors that will turn their customers into loyal 

ones.

5.5 Limitations of The Study

This study may have been affected by the following possible limitations:-

1. The study was conducted only in Nairobi. The prescription behavior of doctors in 

Nairobi may differ from that o f those in rural areas. As a result of such differences, 

results may not be generalized.

2. The small size o f the sample (60) could have limited confidence in results. This might 

limit generalizations to other situations.
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3. The study was a survey and pre-determined questions were used. This may have limited 

respondents from bringing out other relevant issues which the researcher may not have 

mentioned.

5.6 Suggestions for Further Research

The study was broad and dealt with many different factors of medicine prescription loyalty. 

Future studies could be carried out concentrating on each of the various different factors that 

doctors consider in prescribing medicine. It may be possible to categorize the factors and 

study the different categories independently. This may help to give a deeper understanding 

of individual factor contribution in the determination of medicine prescription loyalty. 

Research could also be done to determine the level of contribution of each specific factor to 

brand prescription loyalty.
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6.0 APPENDICES 

Appendix 1: Questionnaire

Introduction:
This questionnaire is-meant to assist the researcher collect information on the factors 
considered by doctors in their choice of prescription brand medicine. Please answer by 
ticking appropriately.

SECTION A

1. What is your name? (Optional)__________________________________________

2. What is your specialisation?

(i) General practitioner [ ]

(ii) Physician [ ]

3. What is the location of your practice? (e.g. Westlands, City Centre)

4. How long have you been practising medicine?

(i) < 5 years [ ]

(ii) 6-10 years [ ]

(iii) 11-15 years [ ]

(iv) 15 years and above [ ]

Please tick the age bracket in which you fall

(i) 2 0 - 3 0 [ ]

(ii) 31 -40 [ ]

(iii) 41 -50 [ ]
(iv) 50 and above [ ]

6. What is your gender (tick)

Male [ ] Female [ ]
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SECTION B

1. Please indicate the extent to which these statements are important in your decision of 
the brand o f prescription medicine you prescribe to your patient.

{For example: the molecule cetirizine has been produced by many companies 

under different brand names and therefore the doctor has the freedom to choose

which one to use}

V e r y  L e ss  L e a s t  N o t  a t  a ll
I m p o r ta n t  I m p o r t a n t  I m p o r ta n t  I m p o r t a n t  I m p o r t a n t

5 4 3 2 1

Reasonable price

Easy to remember brand names

Medicine availability

Experience with the medicine (brand) 
through samples given for patients.

Source of medicine (e.g. Europe, Asia, 
Local, Middle East, India, local)

Information from Medical Representative

Patient attitude towards the source of 
Medicine

Patient compliance

Educational programme about the medicine 
(continuous medical education)

Patient buying power

New innovations or combinations of drugs. 

Your location o f practice

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ 1

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ 1 [ 1 [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]
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Quality of medicine package [ ] [ ] [ ] [ ] [ ]

Form of delivery of the medicine [ ] [ ] [ ] [ ] [ ]

Constant reminders about the medicine [ ] [ ] [ ] [ ] [ ]

Extra Services rendered to you by the
Company selling the medicine [ ] [ ] [ ] [ ] [ ]

Yours personal relationship with the Company

selling the medicine

Knowledgeable medical representative on 
the medicine presented to you

Availability o f the medicine (brand) in 
hospitals.

Supportive evidence of the efficacy of the 
medicine

Sincere Medical representative presentation.

Sponsorship o f medical conference

Sponsorship for free medical camps by the 
company promoting the medicine.

Fellow doctors recommendations

Reputation of the source of medicine

Medical literature about the medicine

[ ] [ ] [ ] [ ] l ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]

[ ] [ 1 [ ] [ ] [ 1

[ ] [ ] [ ] [ ] [ ]

[ ] [ ] [ ] [ ] [ ]
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SECTION C

What are the most important determinants in your choice of prescription brand 
medicine. Please rank all the determinants below starting from 
No. 1 as the most important.
(i) Reasonable price [ ]

(ii) Professional service from Medical Representative [ ]

(iii) Source of medicine [ ]

(iv) Original brand or generic brand [ ]

(v) Patient buying power [ ]

(vi) Patient attitude towards source of medicine [ ]

(vii) Previous experience with the medicine through the

sample provided for patients. [ ]

(viii) Easy to remember medicine/brand names [ ]

(ix) Reputation of company promoting the medicine [ ]

(x) Medicine availability in hospital pharmacies and other

institutions [ ]

(xi) Medical literature about the medicine [ ]

(xii) Extra services rendered to you by the company selling the 
medicine

(xiii) Courteous medical representative [ ]

(xiv) Personal relationship with the medical representative [ ]

(xv) Company’s response towards your feedback on the medicine
prescribed by you [ ]

(xvi) Your involvement by the company selling the medicine in its
launch or development of the medicine [ ]

(xvii) Others (Specify)

Thank you fo r  your cooperation
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Appendix 2: Sample List

g e n e r a l
PRACTITIONERS

NAIROBI

Adalja, D.S (Dr.)
P. 0. Box 40573, Nairobi i 
Tel: 222917

Afandi, F. (Dr)
St. Luke's Surgery 
P.O.Box 45499, Nairibi 
Tel: 561183

Aggarwal, K.K (Dr.)
P. O. Box 40754, Nairobi 
Tel: 764551

Aggarwal, Madan (Dr.)
P. O. Box 47283, Nairobi 
Tel: 225546, 227984
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M edical Specialists

Akmal Rumesa (Dr)(Mrs)
Avenue Healthcare Ltd 
P.O.Box 45280. Nairobi 
Tel.: 742907. 745750

Ala, Geoffrey M. (Dr)
AAR Health Services 
Yaya Centre 
Argwings Kodhek Road 
P.O.Box 19968, Nairobi 
Tel: 712267/8

Almeida, Evans E. (Dr)
Swing House, 1st Floor 
Madaraka Shopping Centre 
Ole Sangale Road 
P.O. Box 43213, Nairobi 
Tel: 606797

Alube, H. W. (Dr)
Town House 
Kaunda Street 
P.O. Box 62467, Nairobi 
Tel: 221525, 732189 
Res: 561029 .
Pager: 308

Aluda, Samwel Indalu (Dr.)
Duruma Road
P. O. Box 26T80. Nairobi
Tel: 211268

Amariati, Jacob John 
Kawest Medical Clinic 
P.O.Box 12289, Nairobi 
Tel: 810462

Amin, S. P. (Dc.)
Centro House 
Ring v Road, Westlands 
P. O. Box 45652, Nairobi 
Tel: 449433

Amugada, J. L. ( Dr.)
Gill House, 2nd Floor, Room 24 
P. O. Box 56502, Nairobi 
Tel: 336348

Anam, Edward (Dr.)
P. O. Box 34498] Nairobi 
Tel: 224427

Andrawes, S^maya S. (Dr.) (Mrs)
MB. ChB, E.Sc.
Yaya Centre, 3rd Floor, Room 9 
Argwings Kodhek Road 
P.O. Box 20892, Nairobi 
Tel: 560490/711572 
Res: 726244 
Mobile: 072-513215 
Fax: 569785

Anyango, Lyhan (Dr)
P. O. Box 16296, Nairobi
Tel: 763829

Asif, M. (Dr.)
Burn Buru Shopping Centre 
P. 0. Box 75477, Nairobi 
Tel: 793250

Astleford, E (Dr)
D.D.S
SDA Health Services
Milimani-Road
P.O. Box 48629, Nairobi
Tel: 721200/1
Fax: 718165
Email: sdahs@nbnet.co.ke

Ataya, Nyambane Eric (Dr) 
Kenyatta Naitional Hospital 

• P.O.Box 20723, Nairobi 
Tel: 726300

Aywak, Angelin (Dr)
P.O. Box 55218, Nairobi 
Tel: 713060

Ayugi, James Otieno (Dr) 
Town House, 4th Floor 
Kaunda Street 
P.O. Box 19350, Nairobi 
Tel: 223874

Badiani, S.V (Dr)
P.O. Box 42455, Nairobi 
Tel: 338703

Bal, Kamal K. (Dr)
Aga Khan Hospital 
P.O, Box 43304, Nairobi 
Tel: 740000

Barad, Rajendra (Dr)
Sarit Centre
P.O. Box'52255, Nairobi
Tel: 740732, 740875

Bakshi, Gopol Dass (Dr) 
Denis vPritt Road 
P.O.Box 45783, Nairobi 
Tel.: 564849, 562018

Barrack, S.M. (Dr)
P.O. Box 20876, Nairobi 
Tel: 723303

Barua, K.A. (Dr.)
Protection House 
Parliament Road 
P. O. Box 56746, Nairobi 
Tel: 330845

Bashir, Anisa (Dr)
P.O. Box T 9676, Nairobi 
Tel: 606866

Belcher, Humphrey.E.B. (Dr.) 
P. O. Box 42223, Nairobi 
Tel: 720656, 7259™
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Beth, Florence Chepkemoi 
Port Health
Jomo Kenyatta International Airport 
P.O. Box 42716, Nairobi 
Tel: 822111 Ext. 24

Bhagazal, Anisa (Dr)
P.O. Box 19676, Nairobi 
Tel: 606866

Bhangra, J.S. [Dr]
Muhoho Avenue, South C 
P.O. Box 43482, Nairobi 
Tel: 601214

Bhasin, S.P. (Dr.)
P. O. Box 44966, Nairobi 
Tel: 227362

Bii, Leah (Dr)
Kenya Medical Training College 
P.O. Box 301^5, Nairobi 
Tel: 725714

Brundishi, R (Dr)
P.O. Box 49682, Nairobi 
Tel: 335684 • -

Cantamessa, Marie-Louise (Dr) 
P.O. Box 21398, Nairobi 
Tel: 722800

Chal, H. K. (Dr.) (Mrs)
Yaya Centre, 3rd Floor 
Argwings Kodhek Road 
P.O. Box 76425, Nairobi 
Tel: 712267/8/9 
Fax 713936

Chandaria, H (Dr)
P.O. Box 44910, Nairobi 
Tel: 725496 Ext. 245

Chaudhary, M.F (Dr)
P.O. Box 43912, Nairobi 
Tel: 225789

Chege, M.P. (Dr.)
P. 0. Box 19482, Nairobi 
Tel: 223345..

Chege, S.K. (Dr)
Galore Medical Clinic 
Mateso Buildiug, Galore Road 
P.O. Box 44317, Nairobi 
Tel: 761004

K enya M edical Director)'
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Chege, S.W. (Dr.) 
p 0. Box 10153, Nairobi 
Tel: 222785

Chotai, P. N. (Dr.)
Nairobi South 'B'- 
f̂ uchumbi Road 
p. 0. Box 26032, Nairobi 
Tel: 558072

Clottey, Valentina Dr. (Mrs.) 
Mbagathi District Hospital 
p. O. Box 484, Ngong Hills 
Tel: 723454

Cocker, Rubina S.M.S. (Dr) 
p.O. Box 14239, Nairobi 
Tel: 440885

D'Crus Clara (Dr)
Electricity House 
Harambee Ayenue 
P.O. Box 43774, Nairobi 
Tel: 220832

D' Sousa, Peter A. (Dr.)
P. 0. Box 40354, Nairobi 
Tel: 745106'

Darr, Turiq M. (Dr)
Kariobangi Shopping Centre, 
Kamunde Road i 
P.O.Box 17821, Nairobi 
Tel.: 792145

I Dave, Arvind Kumar(Dr.)
1 Mbono Road,

Near Liberty Ginema - Pangani 
P.O. Box 40715, Nairobi 
Tel: 760001

Dave, C. Kiriti (Dr)
Avon House 
OH Enterprise. Road 
Industrial Area 
P.O. Box 34157, Nairobi 
Tel: 530484

Desai, A.I. (Dr.)
Next to Muthithi House 
Muthithi Road. Westlands 
P. 0. Box 11088,‘Nairobi 
Tel: 747555

^esouza, Malachy (Dr.) 
^aumini House, Vyestlands 
P- 0. Box 66358, Nairobi 
k  443309

êvani, Smita P.A. (Dr)
P'O. Box 32142, Nairobi 
®l: 750765

.
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Devluk, Kishore J.(Dr.)
Muranga Properties Building 
Accra Road
P. 0. Box 46510, Nairobi 
Tel: 226324 
Res: 441434

Dogra, Kamaldeep K. (Dr.)
P. 0. Box 45794, Nairobi 
Tel: 562707

Dogra, O.S. (Dr.)
P. O. Box 14345, Nairobi 
Tel: 720656, 725904

Emanuel, M . (Dr.)
P. O. Box 14690, Nairobi 
Tel: 222160

Fazil Shamin (Dr.) .
P.O .Box 43897, Nairobi 
Tel: 742969

Gabri, D.R.S. (Dr.)
Waumini House 
Westlands
P. 0. Box 14395, Nairobi 
Tel: 443789

Gacii, M. V. (Dr)
Kenyatta National Hospital 
P.O. Bqx 21586, Nairobi 
Tel: 726300 Ext. 43151

Gaitungu, Joseph G (Dr)
Emmaus Innercore Nursing Home 
Moi’s Drive, Umoja Innercore Estate 
P.O. Box 78123, Nairobi 
Tel: 784093

Gakombe, K. Kanyenje (Dr) 
Metropolitan Hospital 
Rabaf Road, Buru Burn 
P.O. Box 33080, Nairobi 
Tel: 790282, 790317, 790357

Gaku, N.J. (Dr)
Universal Health Services 
Town Centre 
Gen. Waruingi Street 
P.O. Box 28116, Nairobi 
Tel: 766759

Gandhi, Udan N. (Dr)
Jerusalem Medical Centre 
P.O. Box22261, Nairobi 
Tel: 795501

Gardner, Annete (Dr.)
P. 0. Box 41334, Nairobi 
Tel: 230674
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Gatabaki, J. P. Major (Rtd) (Dr.) 
Jubilee Insurance House, 4th Floor 
P. 0. Box 45901, Nairobi 
Tel: 220431,214204

Gatere, N.J. (Dr)
Universal Health Services 
Town Centre 
Gen. Waruingi Street 
P.O. Cox 28116, Nairobi 
Tel: 766759

George, Annie (Dr) (Mrs)
Gaberone Road 
Off Luthuli Avenue 
P.O. Box 14383, Nairobi 
Tel: 336579

i Ghataura, Hardial Singh [Dr] 
Kinshasa Road 
OH Park Road 
P.O. Box 45981, Nairobi 
Tel: 764514, 765907

Ghelani, L.L. (Dr.)
P. 0. Box 45588, Nairobi 
Tel: 330774

Gichohi, C. (Dr.)
P. 0. Box 74718, Nairobi 
Tel: 581181

Gikonyo, J.M. (Dr)
M.B.Ch.B. (NRB)
Jobey Medical Centre 
Mwinyarua House 
Jogoo Road 
Opp. KCB Centre 
P.O.Box 26292, Nairobi 
Tel: 763722 
Res: 531197

Gitau, George K. (Dr)
P.O. Box 8197, Nairobi 
Tel: 716637

Gitau, Ndung'u (Dr.)
Kamiti .Road
P. O. Box 43057, Nairobi
Tel: 803078

Githinji, Gitahi (Dr)
Avenue Healthcare Ltd 
P.O.Box 45280, Nairobi 
Tel.: 742907, 745750

Gondi, A. L. (Dr.)
Corner House, 3rd Floor 
Kimathi Street 
P. 0. Box 20795, Nairobi 
Tel: 221068



Medical Speciali:

Griffiths, Norton M. (Dr.)
P. O. Box 24562, Nairobi 
Tel: 891472

Gudka, Saroj (Dr)
P.O. Box 14497. Nairobi 
Tel: 822111 Ext: 124

Haidry, Jamil Mohamed (Dr.) 
P.O. Box 42182, Nairobi 
Tel: 764542

Haria, S.K. (Dr.)
City Bjjilding, Lagos Road 
P. 0. Box 12327, Nairobi 
Tel: 333295/229784

Heda, Chandra (Dr) (Mrs) 
P.O. Box 61777, Nairobi 
Tel: 750287, 748767

Hosein, H.S (Dr)
P.O. Box 43897, Nairobi 
Tel: 742969

Irungu, C. (Dr.)
P. O, Box 12541, Nairobi 
Tel: 226656

Ithara, J.K (Dr)
The Mater Hospital 
P.O. Box 30325, Nairobi 
Tel: 531199

Jahonga, Ruth (Dr)
Kenyatta National Hospital 
P.O. Box 73127, Nairobi 
Tel: 726300 Ext: 43526

Jaoko, Walter (Dr) 
Mercantile House 
Koinan'ge Street 
P.O. Box 75843, Nairobi 
Tel: 244354

Joshi, M. (Dr)
P.O. Box 41654, Nairobi 
Tel: 748319

Joshi, Suresh Chandra (Dr) 
P. 0. Box 31801, Nairobi 
Tel:'764737

Kabiru, Joy (Dr)
Nairobi Hospiial 
P.O. Box 21195, Nairobi 
Tel: 720160

Kabiru, John (Dr.)
P O. Box 21195, Nairobi 
Tel: 333977

Kahoro, L. N. (Dr)
Sugema Medical Clinic 
P.O. Box 19968, Nairobi 
Tel: 79258,1

Kahugu, Wallace (Dr)
Cargen House, 2nd Floor 
Harambee Avenue 
P.O. Box 56656, Nairobi 
Tel: 333899

Kamau, James K. (Dr.)
P. O. Box 4-8496, Nairobi 
Tel: 223107

Kamau, P.W. (Dr.)
P. 0. Box'47573, Nairobi 
Tel: 333661/229562

Kanyanya, Ian M. (Dr) 
Crescent Medical Aid (K)
P.O. Box 44031, Nairobi 
Tel: 763459

Kanyiri, Mathiu Sam (Dr) 
M.B. Ch.B/M.O. (NBI) 
Reproductive Health Services 
Afya Centre, 1st, Floor 
P.O. Box 20322, Nairobi 
Tel: 241936/7

Karangwa, A. Axel (Dr.)
P. O. Box 55512, Nairobi 

! Tel: 760373

Karanja, Dominic K. (Dr)
Mater Misericordiae Hospital 
P.O.Box 3528, Nairobi 
Tel: 531199

Kassam, Zahir S. (Dr.)
P. 0. Box 47456, Nairobi 
Tel: 750123, 555493

Kaushal, Rajan (Dr) 
Mpaka House, 2nd Floor 
Westlands.
P. O. Box 14513, Nairobi 
Tel: 441176

Kenyanito, O.A. (Dr.)
P.O. Box 48815, Nairobi 
Tel: 767564

Khan, Firdos Dr. (Mrs) 
Kihumbiri Road, Ngara 
P. O. Box 19625, Nairobi 
Tel: 748320

Khimasia, C. (Dr.)
P. O. Box 10284, Nairobi 
Tel: 221742 '

Khosia, 1.1. (Dr)
l3. 0. Box 48171, Nairobi
Tel: 222347 '

ST

Khujneri, Roma (Dr)
M.P. Shah Hospital 
Shivachi Road 
P.O. Box 14497, Nairobi 
Tel: 742763-7

Kiboi, Florence W. (Dr)
Maria Metemity & Nursing Home-Kayc 
P.O.Box 34736, Nairobi 
Tel: 791699, 0154-50252

Kibuga, D.K (Dr)
Jubilee Place, 1st Floor 
Mama Ngina Street 
P.O. Box 54335, Nairobi 
Tel: 220923

Kihara, Anne Beatrice (Dr)
P.O. Box 14768-, Nairobi 
Tel: 726360

Kiiru, S.O.I. (Dr.)
Kenya Cinema Plaza, 1st Floor 
Moi Ave'nue
P. O. Box 42689, Nairobi 
Tel: 216973, 223512

Kilonzo, Beatrice Wanjira (Dr) 
Kilonzo-Mutiso Clinical Consultancy 
Golf Course Commercial Centre 
Kenyatta Market 
P. 0. Box 41172, Nairobi 
Tel: 714159

Kimani, Daniel Kariuki (Dr) 
Emmanuel Medical Centre 
UmojaTwo, Plot 1100 
P.O. Box 78123, Nairobi 
Tel: 780015

Kimari, E.M. (Dr.)
P. O. Box 58206, Nairobi 
Tel: 340746

Kimokoti, Ruth W. (Dr)
Afya Centre, 2nd Floor 
Tom Mboya Street 
P.O. Box 42261, Nairobi 
Tel: 243158

Kimutai, R.L. (Dr)
Kenya Medical Research Institute 
P.O. Box 54619, Nairobi 
Tel: 722541 Ext. 379



êaii-ui specialists

l(jnuthia, John (Dr)
[(enyatta National Hospital 
p0. Box 20723,'Nairobi 
rel: 726300

Kinuthia. Stephen W. (Dr.) 
p. 0. Box 47854, Nairobi 
pel: 565687

tfnyamu. Mutembei (Dr)
Park n’oad
Opp. Agip Petrol Station 
pO Box 39382, Nairobi 
Pel: 761637

Kioria, M.B.W. (Dr.)
Kenda House, 1st Floor 
Tom Mboya Street- 
p. 0. Box 52874, Nairobi 
Tel: 226243

Kiratu, Erastus M. (Dr.) 
Medics Clinic, Kangemi 
Centre, 1 st floor 

1P. 0. Box 68156, Nairobi

Kirui, P. K. (Dr.)
Wab Hotel - Buru Buru 
Mumias RoacfSouth 
P. 0. Box 19628, Nairobi 
Tel: 799350

Kituuka, Prakedese N. (Dr) 
Aga Khan Hospital 
PO. Box 30270, Nairobi 
Tel: 740000

Kituyi, Ling Marete (Dr) 
Cactus Villa Health Clinic 
Waiyaki Way, Westlands 
PO. Box 44124, Nairobi 
Tel: 441833/4

Kose, Judy (Dr)
Mbagathi District Hospital 
P-O. Box 11760, Nairobi 
Tel: 726300

Kumar, Mahesh (Dr.)
Mpaka House, 1st Floor 

I P- 0. Box 72863, Nairobi 
Tel: 443714, 447584

j Kwena, Michael Osala (Dr) 
*lpha Health Services 
^pala HouseT.5th Floor 
Tom Mboya Street 
P-0 Box 11565, Nairobi 
Tel: 244070

^acharia, S. (Dr) 
p-O.Box 60000, Nairobi 
Tel: 226431

r

Madhiwala, Ashwin (Dr)
Kenindia House, 2nd Floor 
P.O. Box 50825, Nairobi 
Tel: 242397, 241132

Mahmood, Patres (Dr)
P.O. Box 26081, Nairobi 
Tel: 600754

Mahmud, A. (Dr)
Ibrahim Al-lbrahim Health Centre 
P.O. Box 31792, Nairobi 
Tel: 605359

Maina, Jacinta (Dr)
City Park Hospital, Park Road 
P.O. Box 32009, Nairobi 
Tel: 760188

Maina, Nyawira Wangechi (Dr) 
Aga Khan Hospital 
P.O. Box 44463, Nairobi 
Tel: 740000 Ext: 210/211

Maina, Ruga(Dr)
Jubilee Exchange Clinic 
P.O.Box 67658, Nairobi 
Tel: 217789

Maina, S. (Dr)
P.O. Box 29003, Nairobi 
Tel: 766293

Maina, Wambugu (Dr)
P.O. Box 57739, Nairobi 
Tel: 216842~

Maini, R. S. (Dr)
P.O. Box 40007, Nairobi 
Tel: 225742

Malik, A. C. (Dr)
P.O.Box 31801, Nairobi 
Tel: 764737

Mathlu, Sam Kanylrl (Dr) 
MB.Ch.B. (NBI)
Reproductive Health Services 
Afya Centre, 1st Floor 
Tom Mboya Street 
P.O. Box 20322, Nairobi 
Tel: 241936/7

Matu, Lucy (Dr)
Landmark Medical Services 
Tena Landmark House, 1st Floor 
Outer Ring Road 
P.O. B6x 2371, KNH, Nairobi 
Tel: .791586

Mbugua, Paul Mungai (Dr)
P.O. Box 59347, Nairobi 
Tel: 727^56

Mbugua, S. M. (Dr)
P.O. Box 72182, Nairobi 
Tel: 564583, 223822

Mburu, Patricia (Dr)
Avenue Healthcare Ltd.
3.O.Box 45280, Nairobi 
Tel: 742907, 745750

Mehta, J.S. (Dr)
Inder Nursing Home 
Juja Road, Pangani 
P.O. Box 31416, Nairobi 
Tel: 766131, 760926

Mekenye, K.N.(Dr)
P.O. Box 55098, Nairobi 
Tel: 336725

Merawi, G. (Dr)
Guru Nanak Hospital 
P.O. Box 33071, Nairobi 
Tel: 763481

Meyerhold, A.J. (Dr)
Sarit Centre
P.O. Box 40384, Nairobi 
Tel: 745719

Migiro, Santau (Dr)
P.O. Box 60720, Nairobi 
Tel: 766083

Miingi, John S. (Dr)
P.O. Box 53200, Nairobi 
Tel: 533165, 564786

Minowa, A. (Dr)
P.O. Box 30588, Nairobi

Mir, Samina M. (Dr)
Royal Healthcare 
Hurlingham Medicare Plaza 
P.O.Box 45757, Nairobi 
Tel: 729400 Ext: 40.

Mir, Tahir (Dr)
Eastleigh
P.O. Box 21040, Nairobi 
Tel: 760872

Mirza, Mukhtar (Dr)
Ngara Road
P.O. Box 31672, Nairobi 
Tel: 742012

Mirza, Nazir Begum (Dr. Mrs) 
Aga Khan/Guru Nanak Hospitals 
P.O. Box 31672, Nairobi 
Tel: 742012

Moghul, A. H. (Dr)
P.O.Box 47184, Nairobi
Tel: 227783

Kenva Medical Directory
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Mohamed, A. Chaudhry (Dr) 
P.O.Box 50572, Nairobi 
Tel: 521821

Mohammed, Gaman (Dr)
Avenue Health Care Ltd 
P.O.Box 45280, Nairobi 
Tel.: 742907, 745750

Mohammed, Salim (Dr)
Radiant Health Clinic, Juja Road 
P.O. Box 31278,-Nairobi 
Tel: 760404, 760096

Mohammed, Sayied (Dr)
P.O.Box 43440, Nairobi 
Tel: 760250

Momanyi, G.J. (Dr)
Masaba Hospital 
Kirichwa Road 
P.O.Box 53648, Nairobi 
Tel: 560922

Monda, Bridgid (Dr)
P.O. Box 41766, Nairobi 
Tel: 715^19

Monyo. Anthony-N. (Dr)

Nyanjui Monyo & Associates 
Moi Avenue
PO. Box 55378, Nairobi 
i-3t: 220824, 332485 '

Mugisha, H. B. (Dr)
St. Thomas Health Services 
Tena Estate
P.O. Box 22330, Nairobi 
Tel: 790684

Mugo, T. (Dr)
P.O.Box 30746, Nairobi 
Tel: 332383

Muguma, Francis (Dr)
Jogoo Road Shopping Centre 
P.O. Box 34847, Nairobi 
Tel: 540069

Muiruri, Kingang'a (Dr)
Royal Healthcare
Above Stellar Supermarket-Tena
P.O.Box 725729

Muita, Mugo (Dr)
K.E.M.R.I. ~
P.O. Box 20778, Nairobi 
Tel: 722542

Muite, Edith (Dr)
P.O. Box 67920, Nairobi
Tel: 882888

Mullick, Saiga (Dr)
Doctor’s Plaza, Aga Khan Hospital 
P.O. Box 47530, Nairobi 
Tel: 740000/742531

Mulusi, J. N. (Dr)
P.O. Box 59734, Nairobi 
Tel: 790704

Munderi, Aubersor) Paula (Dr) 
Nairobi Hospital 
P.O. Box 30026, Nairobi 
Tel: 720160

Munyoro, Esther Ngunju (Dr) 
Kenyatta National Hospital 
P.O. Box 50328, Nairobi 
Tel: 726300 Ext: 43477

Munyua, Lukas (Dr)
Njiiru Medical Services 
P.O. Box 51967, Nairobi 
Tel: 224616

Murage, E. W. (Dr)
Eastlands Medicare 
P.O.Box 19268, Nairobi 
Tel: 799350

Murugi, Julie Jane (Dr) 
P.O. Box 19776, Nairobi 
Tel: 47034

Musoke, S.S (Dr)
Nairobi Hospital 
P.O. Box 44887, Nairobi 
Tel: 721169, 721233/37

Mustafa, Sanaa (Dr) 
WHO Somali Office 
P.O. Box 67504, Nairobi 
Tel: 623200

Muthuli, Daniel K.(Dr) 
P.O. Box 62327, Nairobi 
Tel:729878

Mutua, Jerry (Dr)
P. O. Bo- 45256, Nairobi 
Tel: 744012

Mutuli, B.O. (Dr)
Town Hous_e, 4th Floor 
Kaunda Street 
P.O. Box 19350, Nairobi 
Tel: 223874

Mwanchandi, L.N (Dr) . 
Town House^h Floor

Kaunda Street
P.O. Box 3S830r Nairobi
Tel: 228235/8

Mwachari, Christina (Dr)
Fairlane Medical Centre,
Fairtane House, 1st. Floor,
Near Kenyatta Market,
Off Mbgathi Road 
P.O.Box 43840, Nairobi 
Tel: 724398, 710553

Mwangi, G.P (Dr)
The Mater Hospital 
P.O. Box 30325, Nairobi 
Tel: 531199

Mwaniki, James W. (Dr)
P.O. Bbx 10275, Nairobi 
Tel: 798208

Mwangi, J. (Dr)
University of Nairobi 
P.O. Box 19676, Nairobi 
Tel: 724845, 725584

Mwangi, N. N. (Dr) 
Comprehensive Medical Services 
P.O. Bo£ 39018, Nairobi 
Tel: 715550, 727960/1

Mwaura, Francis (Dr)
P.O. B.ox 21602, Nairobi 
Tel: 564270

Mwitia, J. M. (Dr)
Burn Burn Medical Clinic 
Elysori House 
P.O. Box 16533, Nairobi 
Tel: 780624

Namaganda, Poaxedes (Dr)
P.O. Box 30270, Nairobi 
Tel: 724455

Narayan, P. (Dr)
Guru Nanak Ramgarhia Hospital 
Murang'a Road 
P.O. Box 33071, Nairobi 
Tel: 763431

Ndabari, Taylor (Dr)
Kodi Road
Nairobi West
P.O. Box 48601, Nairobi
Tel: 505846

Ndirangu, Gathari (Dr)
Kenyatta National Hospital 
P.O. Box 79539 
Tel: 782313

Ndirangu, H. M. (Dr)
Nairobi West
P.O. Box 53571, Nairobi
Tel: 791685, 785334

Muriithi, Charles M. (Dr)
Guru Nanak Ramgarhia Sikh Hospital 
P.O. Box 30008, Nairobi 
Tel: 533108
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(sldintu, Cyrus G. (Dr) 
p. 0. Box 60265, Nairobi 
Tel: 500195

Mduati. Eunice M. (Dr. Mrs) 
pivron Jude Mem. Clinic 
P.O. Box 25209, Nairobi 
Tel: 339737

Mdung'u, Peter (Dr)
P.O.Box 53235,’Nairobi 
Tel: 762476

Ndura, John (Dr)
P.O. Box 30125, Nairobi 
Tel: 720308

Nesbit, James S. (Dr) 
Nairobi Medical Centre 
Electricity House( 3rd Floor 
Harambee Avenue 
P.O. Box 44231 
Tel: 331192-4

Ng'ethe, F.N. (Dr)
Mama Segem Medical Clinic 
Cargen House, 3?d Floor 
Harambee Avenue 
P.O.Box 14647, Nairobi 
Tel: 335644

Ngumbi, P. (Dr)
P.O. Box 42780, Nairobi 
Tel: 339133

Nickelsen, Harald (Dr) 
P.O.Box 44056, Najrobi 
Tel:224816

Njoroge, G. D.(Dr)
P.O. Box 72223, Nairobi 
Tel: 336148

Njoroge, G.E. (Dr)
P. O. Box 58418, Nairobi 
Tel: 334386

Ntalo-Were C. B. (Dr)
Umoja Medical CJinic. 
P.O.Box 12535, Nairobi 
Tel: 797088 
Fax: 784432

Ntaragwi, Florence (Dr)
P.O. Box 19676, Nairobi 
Tel: 744722

Ntate, Rose (Dr)
P.O. Box 30026, Nairobi 
Tel: 720160
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Nyangao, Ambrose (Dr)
Avenue Healthcare Ltd 
P.O.Box 45280, Nairobi 
Tel.: 742907, 219170

Nyokabi, Margaret M. (Dr)
Hurlinghum Hospital 
Argwings Kdcih.ek Road 
P.O. Box 21398, Nairobi 
Tel: 217789

Ochieng, Primus (Dr)
Avenue Healthcare Ltd 
P.O.Box 45280, Nairobi 
Tel.: 742907, 745750

Ochola, Samwel A. (Dr)
P.O. Box 21469, Nairobi 
Tel: 225960

Odhlambo, Phanuel Bernard (Dr)
MB. ChB, MD
Kenya Bankers Co-op House, 1st Floor, 
Rms 10-12
Moi/Haile Selassie Avenues 
P.O. Box 53285, Nairobi 
Tel: 221771 
Res: 442004 
Fax: 449491

Odipo, Walter S. (Dr)
P.O. Box 26117, Nairobi 
Tel: 227288

Ogeng'o, Julius A.
University of Nairobi/
Darol Pharmaceuticals,
Ambank House, University Way 
P.O. Box 67687, Nairobi 
Tel: 338884, 448884

Ogola, Mary L. (Dr)
St. Knfght Medical Clinic 
P.O. Box 68630, Nairobi

Ojuok, H. 0. (Dr)
Eastlands Medical Centre 
P.O. Box 68337, Nairobi 
Tel: 861189

Ojwang, D. 0. D. (Dr)
P.O.Box 30197, Nairobi 
Tel: 725970

Okech, Violet C.A (Dr)
Patient Support Centre 
Kenyatta National Hospital 
P.O. Box 2308, KNH, Nairobi 
Tel: 726300/450/550 Ext. 43136

Oker, C.R.O (Dr)
P.O Box 2576, KNH, Nairobi 
Tel: 561610, 575745/0154-65523 
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Okumu, Chris (Dr)
MB. ChB
Southern Health Care 
South C Shopping Centre 
P.O. Box 40715, Nairobi 
Tel: 605970 
Res: 605970

Okwero, Mary A (Dr)
University of Nairobi 
P.O. Box 30197, Nairobi 
Tel: 724845, 725584

Oluoch, James O. (Dr)
P.O. Box 28247, Nairobi 
Tel: 503381,445217

Oluoch, Joseph H. (Dr)
St. James Hospital 
Mombasa Road 
P.O. Box 46024, Nairobi 
Tel: 606060, 605041/223570

Omanga, Charles (Dr)
Kenya Cinema Plaza,1st Floor 
Moi Avenue
P. 0. Box19516, Nairobi 
Tel: 213242

Omondi, B.H. (Dr)
Impala House, 5th Floor 
Tom Mboya Street 
P.O. Box 11565, Nairobi 
Tel: 211909

Omosa, Gloria S. (Dr)
P.O. Box 60399, Nairobi 
Tel: 333661

Ondiege, J. 0. Paul (Dr) 
Doonholm Shopping Centre 
Off Outering Road 
P. 0. Box 75203, Nbi 
Tel: 795821

Onyango, Zedekiah (Dr)
Masaba Hospital, Kirichwa Road 
P.O. Box 38979, Nairobi 
Tel: 569091

Orodi, Wilson 
Avenue Healthcare Ltd 
P.O.Box 45280, Nairobi 
Tel'.: 742907, 745750

Osir, Ellie 0. (Dr)
P.O. Box 53222, Nairobi 
Tel: 554988



M edical Specialists

Othigo, Merry J. (Dr)
P.O. Box 90231, Nairobi 
Tel: 569161

Otido, J. M. (Dr)
P.O. Box 55608, Nairobi 
Tel: 600815

Owlno, Otleno P.A. (Dr)
MB. ChB (Nbi)
Pioneer House, 5th Floor 
Moi Avenue
P.O. Box 12021, Nairobi 
Tel: 253586 
Res: 786994 
Mobile: 071-205467

Pandya, Usha (Dr.) (Mrs) 
Hughes Building 
Kenyatta Avenue 
P.O. Box 40364, Nairobi 
Tel: 340370

Panesar, R.S. (Dr)
Diamond Plaza, Parklands 
P.O.Box 48918, Nairobi 
Tel: 746772/4, 746774, 74587-1

Parikh, P.R. (Dr)
P.O. Box 43523, Nairobi 
Tel: 717842

Parksh, G. D. Bakshi (Dr) (Mrs) 
Denis Pritt Road 
P.O.Box 45783, Nairobi 
Tel.: 564849, 562018

Parmar, D. (Dr)
P.O. Box 46182, Nairobi 
Tel: 741405

Parmar, P.H. (Dr)
P.O. Box 42734, Nairobi 
Tel: 220438

Parvez, Mah.mood (Dr)
Lang'ata Chopping Centre 
P.O. Box 49317, Nairobi 
Tel: 501111

Patel, A.R (Dr)
P.O Box 39291, Nairobi 
Tel: 746472, 748051

Patel, Amrit R. (Dr)
Murang'a Properties Building 
Accra Road
P.O. Box 48730, Nairobi 
Tel: 226324

Patel, B. P. (Dr)
P.O. Box 45200, Nairobi
Tel: 222205

Patel, Bharat V. (Dr)
P.O. Box 60329, Nairobi 
Tel: 745276

Patel, Bhasker B. (Dr)
P.O. Box 44196, Nairobi 
Tel: 226866

Patel, Dilip, I. (Dr)
Eastleigh Section 1 
3rd Street
P.O. Box 10893, Nairobi 
Tel: 765660

Patel, D. M. (Dr)
Co-operative House 
P.O.Box 46617, Nairobi 
Tel: 337236

Patel, J. B. (Dr)
P.O. Box 10284, Nairobi 
Tel: 749362, 581684, 221742

Patel, J. C. (Dr)
P.O. Box ^9545, Nairobi 
Tel: 220368

Patel. J.K. (Dr)
P.O. Box (19545, Nairobi 
Tel: 746852

Patel, Kapila Jayant (Dr)
P.O. Box 39993, Nairobi 
Tel: 746374

Patel, Nirmala-R^Dr) (Mrs) 
P.O. Box 13926, Nairobi 
Tel: 448028^

Patel, Noresh R. (Dr)
P.O. Box 34734, Nairobi 
Tel: 505440

Patel, Prataprai R. (Dr)
Jinja House, Ground Floor 
Lagos Road'
P.O. Box 49830, Nairobi 
Tel: 221081/230824

Patel, R.C (Dr)
Jetro Chambers 
P.O. Box^46617, Nairobi 
Tel: 447785

Patel, R. C. (Dr)
P.O. Box 42550, Nairobi 
Tel: 223121

Patel, R. R. (Dr)
P.O. Box 45714, Nairobi 
Tel: 74207A

Patel, Ramesh C. (Dr)
P.O. Box 43113, Nairobi 
Tel: 218009, 441623
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Patel, Ramesh M. (Dr)
P.O. Box 44518, Nairobi 
Tel: 221411

Patel, Renuka M. (Dr.)
Maua Close, Westlands 
P.O. Box 13413, Nairobi 
Tel: 742251/446959

Patel, S, K (Dr)
P.O. Box 46731, Nairobi 
Tel: 224894

Patel, S.R. (Dr)
P.O. Box 46617, Nairobi 
Tel: 441102/446959

Patel, V.C (Dr)
P.O. Box 42859, Nairobi 
Tel: 443760, 444596

Patel, V. M. (Dr)
P.O. Box 40296, Nairobi 
Tel: 332087

Patel, V.S. (Dr)
-P. O. Box'40296 , Nairobi 
Tel: 332087

Patel, Vithalbhai B. (Dr) 
P.O.Box 41574, Nairobi 
Tel: 748937

Patel, Yashwant C. (Dr)
P.O. Box 42859, Nairobi 
Tel: 442256, 223943, 221175

Pereira, A (Dr)
Old Mutual Bldg, 3rd Floor 
Kimath^Street 
P.O. Box 45082, Nairobi 
Tel: 219043

Prashara, B. K. (Dr)
P.O. Box-31119, 43587, Nairobi 
Tel: 767649, 559314

Quresh, M. Riaz (Dr)
P.O. Bgx 72005, Nairobi 
Tel: 221336-

Rajani R. M. (Dr)
Pop-lmCentre, 1st Floor 
Flat No. 7
Highridge Shopping Centre,
3rd Parklands Avenue 
P.O. Box 39198, Nairobi 
Tel: 745536, 750478

Rajendra, Barad (Dr)
Sarit Centre
P.O. Box 52255, Nairobi 
Tel; 740732, 740875
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flaji. F. (Dr)
p.O. Box 22276, Nairobi 
Tel: 332383

pamaswami, Manikumar (Dr) 
Guru Nanak Hospital x 
Murang'a Road 
p.O. Box 33071, Nairobi 
Tel: 763481/2

Ramrakha, D. (Dr) 
p.O. Box 14846, Nairobi 
Tel: 505831

Rana, S. (Dr)
P.O. Box 10611, Nairobi 
Tel: 760964

Robertson, G.l (Dr)
Nairobi Hospital New Consulting 
Rooms
P.O. Box 20005, Nairobi 
Tel: 720722

Rogena, Julius (Dr)
M.B. Ch.B. CTM 
Kayole Hospital 
P.O. Box 55050, Nairobi 
Tel: 782473 
Fax: 782473

Roy, Devasish (Dr)
B.Sc, MBBS
P.C.E.A. Building, Flat A2 
Jabavu Road, Hurlingham 
P.O.Box 76666, Nairobi 
Tel: 713829 
Res: 43539 
Mobile: 072-516212 
Pager. (717717)
Email: dexter®iconnect.co.ke

Ruminyo, P.K. (Dr)
P.O. Box 28290, Nairobi 
Tel: 790373

Sadiq, Ali Burhanuddin (Dr) 
P.O.Box 10434, Nairobi 
Tel: 556886

Safwat, S. SomayaA. (Dr. Mrs) 
Yaya Centre, 3rd Floor, Rm 9 
Argwings Kodhek"
P.O. Box 20892, Nairobi 
Tel: 560490

I Saini, Unesh (Dr)
P.O. Box 43375, Nairobi 
Tel: 760619, 506856

Saio. M.A(Dr)
Nairobi Hospital 
P.O Box 30026, Nairobi 
Tel: 725776

Sehmi, Kuldip Singh (Dr)
P.O. Box 48642, Nairobi 
Tel: 502678

Shah, B. N. (Dr)
P.O. Box 31078, Nairobi 
Tel: 747863 '

Shah, Charu (Dr) (Mrs)
South "B" Si topping Centre 
P.O. Box 26293, Nairobi 
Tel: 556645

Shah, K.M. (Dr)
P.O. Box-38812, Nairobi 
Tel: 751626

Shah, K.P. (Dr)
P.O. Box 44194, Nairobi 
Tel: 22588̂ 1

Shah, Kanti R. (Dr.)
Waumini House, Westlands 
P.O. Box 14729, Nairobi 
Tel: 443697

Shah, Nirmala D. (Dr)
P.O. Box 42708, Nairobi 
Tel: 765371

Shah, R. K. (Dr)
Opposite Jain Temple 
Keekorok-Roadv 
P.O. Box 44112, Nairobi 
Tel: 227792, 224585 
Res: 581242, 581467

Shah, R. P. (Dr)
Mutual Building 
Kimathi Street 
P.O. Box 55417, Nairobi 
Tel: 223467, 338105

Shah, Ramesh (Dr)
P.O. Box 46389, Nairobi 
Tel: 221392

Shah, Ramesh B. (Dr)
P.O. Box 22276, Nairobi 
Tel: 746639

Shah, S.R. (Dr)
P.O. Box-12030, Nairobi 
Tel: 223008

Shah, S.S. (Dr)
South "B" Shopping Centre 
P. O. Box 26293, Nairobi 
Tel: 556645

Shah, Smita (Dr)
P.O. Box 45688, Nairobi 
Tel: 337693
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Shah, Sobhag (Dr)
M.B.B.S.
P.O. Box 26293, Nairobi 
Tel/Fax: 556645

Shah, Zaverchand D. [Dr]
Accra Road
P.O. Box 10712, Nairobi 
Tel: 222866

Sharma, A. K. (Dr)
P.O. Box 48005, Nairobi 
Tel: 225898

Sharma, R. P (Dr)
P.O. Box 48005, Nairobi 
Tel: 335898

Shashi, Badiani (Dr)
SSD Building, Ground Floor 
Opp. Jack & Jill Supermarket 
Ronald Ngala Street 
P.O. Box 42455, Nairobi 
Tel: 338703, 250493 
Mobile: 072-515376 
Fax: 748766
E-mail: badiani@net2000ke.com

Shaw, J.D.C (Dr) (Mrs)
Caren Clinic
P.O. Box 55314, Nairobi
Tel: 720722, 891294, 882665

Shelat, Jayant P. (Dr)
Latema Skin & Special Clinic 
P.O. Box 22254, Nairobi 
Tel: 338855

Sheth, C. S. (Dr)
P.O. Box 40384, Nairobi 
Tel: 449592/3, 740254

Sheth, P. Chadrakant (Dr)
P.O. Box 40704, Nairobi 
Tel: 449592/3, 740254

Siamregn, Kristos 
Guru Nanak Hospital 
P.O. Box 33071, Nairobi 
Tel: 763481

Siika, Margaret Sagini (Dr) 
Diamond Trust House, 6th Floor 
Ronald Ngala Street 
P.O. Box 22358, Nairobi 
Tel: 220669

Soar, Bhupinder Singh (Dr)
P.O. Box 11266, Nairobi
Tel: 222978
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Soares, Romea (Dr) 
Kilimanjaro Nursing Home 
Maji Kinyanjui Street 
Eastleigh Section One 
P.O. Box 43920, Nairobi 
Tel: 760773, 765265

Sohanpal, M.S (Dr)
Masai Centre, Hurlingham 
Argwings Kodhek Road 
PO Box 39164, Nairobi 
Tel: 713453

Sokhi, J. S. (Dr)
P. 0. Box 55586, Nairobi 
Tel: 743719'

Somen, Vera (Dr)
P.O. Box 41334, Nairobi 
Tel: 222513; 230674

Sorley, David L. (Dr)
Youth Health Clinic 
Soin Arcade, westlands 
P.O. Box 14691, Nairobi 
Tel: 449519

Sorensen, Kirsten (Dr)
PO. Box 57416, Nairobi 
Tel: 333632 1

Suri, Harvinder K. (Dr)
P. 0. Box 40765, Nairobi 
Tel: 5801728, 567535

Taddei, E.E (Dr)
Agip House, 3rd Floor 
P.O. Box.20406, Nairobi 
Tel: 225058

Talwer, Virendra K. (Dr) 
P.O. Box 40368, Nairobi 
Tel: 562264

Taylor, V. (Dr)
P.O. Box-,49681, Nairobi 
Tel: 334340 

%
Tenambergen, Ernest (Dr) 

. P.O. Box 41607, Nairobi 
Tel: 520955

Thakar, S. (Dr)
P.O. Box 48385, Nairobi
Tel: 726845

Thakkar, Amit (Dr)
Avenue Healthcare Ltd 
1st Parklands Avenue, 
P.O.Box 45280, Nairobi 
Tel: 742907, 745750, 744012, 
744554, 743895

Thakkar, Yogi (Dr)
P.O. Box 10266, Nairobi 
Tel: 222208

Thakore, K.K. (Dr)
P.O. Box 44539, Nairobi 
Tel: 76414^

Trivedi, J.B. (Dr)
P.O. BoxM3906, Nairobi 
Tel: 751744

Upanhiyaya, S. S (Dr)
P.O. Box 43906, Nairobi 
Tel: 761126

Vishwanath, H. S. (Dr)
P.O. Box-39.457, Nairobi 
Tel: 740506

Vito, Lucia (Dr)
P.O. Box 21032, Nairobi 
Tel: 577612

Wagura, K.L. (Dr)
Tyaa Medical Services 
Kithome Aouse 
P. O. Box 583, Mwingi 
Tel: 0142-22362 
Res: 22362

Vora, Sneha Harish (Dr)
P.O. Box_66051, Nairobi 
Tel: 228900

Wahome, L.W. Dr. (Mrs)
The Noble Clnic 
P.O. 6 0 x11)4 5 3 , Nairobi 
Tel: 781358

Waiyaki, Munyua (Dr) 
Rossyln Estate 
P.O.box "̂ 4502, Nairobi 
Tel.: 520250

Wambani, Maurice (Dr) 
Stanbank Bldg, 1st Floor 
P.O. Box 72110, Nairobi 
Tel: 340640

Wambua, S. Kitonyi 
Kayole IV Medical Clinic 
P.O. Box 79130, Nairobi 
Tel: 791757

Soni, Samira Dedhia (Dr)
Hurlingham.Hospital
Hurlingham Medicare Plaza, 2nd Floor
P.O.Box 19850, Nairobi
Tel: 729400

Wambugu, P. N. (Dr)
Asili Co-op. House, 6th Floor 
Moi Avenu^Muranga Road

P.O. Bbx 51675, Nairobi 
Tel: 339119

Wandugu, A. 0. (Dr)
P.O. Box 6*2861, Nairobi 
Tel: 798311

Wangai, Mary (Dr)
P.O. Box 62610, Nairobi 
Tel: 21/T29

Wangai, Paul (Dr)
Postbank House, 3rd Floor 
P.O. Box 62610, Nairobi 
Tel: 220787, 339031

Wanghela, K. 0. (Dr)
P.O. Box 31119, Nairobi 
Tel: 767649

Wanyee, S.K. (Dr)
Wanyee Dental Medical^" 
Reproductive Health Services 
Afya Co-op. Hse, 5th Floor 
Tom Mboya Street 
P.O. Box 55363, Nairobi 
Tel: 336211

Wanyoike, C. (Dr)
P.O. B q x  58418, Nairobi 
Tel: 334386

Warugu, S. M. (Dr)
P.O. Box 24677, Nairobi 
Tel: 226591

Waswa, F. N. (Dr)
P.O. Box 57254, Nairobi 
Tel: 339856

Wekulo, Verraa L.N. (Dr)
Nairobi-Hospital 
P.O. Box 30026, Nairobi 
Tel: 720160

Woiye, Charles Gacheria (Dr)
Family Planning Association of Kenya
Langata/Mbagathi Roads
P.O. Box 30581, Nairobi
Tel: 603923/7, 604296/7
Fax: 603928
E- Mail:iwoiye@fpak.org
Sub-Speciality: Family Planning

Yaamani, Saif (Dr)
P.O. Bbx 39023, Nairobi 
Tel: 761056

Yamani, Qamar A. (Dr)
Nairobi West
P.O. Box 43523, Nairobi
Tel: 505446

Yusuf, Adel (Dr)
P.O. Box 21551, Nairobi 
Tel: 76451,4
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Abdullah M.S. (Dr)
Doctors' Plaza, 2nd Floor 
Aga Khan Hospital 
P.O. Box 20707, Nairobi 
Tel: 740607, 743285

Achiya, Grace Adirah. (Dr)
M.B., Ch.B. M.Med (Internal Medicine) 
M.SC (Med.Card.) (U.K.)
Utalii House. 1st Floor 
Utalii Street
OR Kenyatta National Hospital 
P. O. Box 54793. Nairobi 
Tel: 332966/727330 
Pager: 402 KNH 
Sub-.Speciality: Cardiology

Adam,A. M. (Prof)
Doctors Plaza 
Aga Khan Hospital 
P. O. Box 21425, Nairobi 
Tel: 751088, 740000 Ext. 487

Aluoch, J.R. (Prof)
M.D, Ph.D
Department of Medicine 
University of Nairobi 
P.O. Box 19676, Nairobi 
Tel: 725452, 715088, 575983 
Fax: 569240 
Res: 569240
Sub-Speciality: Haematology

Aluoch, Joseph Amolo (Dr)
M.B., Ch.B (E.A.), M.R.C.P., (UK) FRCP 
(Edin), FRCP (Glass)
Old Mutual Building, 2nd Floor, Rm 206
Kimathi Street
P. O. Box 59032, Nairobi
Tel: 240148
Res: 882894
Mobile: 071-205797
Fax: 213767
Pager: 4023
E-mail: jaluoch @ africaonline.co.ke 
Sub-speciality: Respiratory Medicine 
’(Chest Specialist)
Website : www.salu.net/aluoch

Amayo, Erastus Olonde (Dr)
M.B Ch.B; M.Med (Medicine)
Yaya Centre, 3rd Floor Room 11 
Argwings Kodhek Road 
P.O. Box 19434, Nairobi 
Tel: 561872, 567282 
Res: 724999
Sub-Speciality: Neurologist

Anam, Y. M.R. (Dr) (Mrs)
National Bank Building,
South Podium 
Harambee Avenue 
P.O. Box 34498, Nairobi 
Tel: 224427

Bhatt, S. M. (Dr)
P.O. Box 42351, Nairobi 
Tel: 227199

Bukachi, Fredrick (Dr)
M.B.Ch.B., CTM. M.Med (Medicine) 
Hurlingham Hospital,
Hurlingham Medicare Plaza, 2nd Floor
Arwings Kodhek Road
P.O. Box 19387, Nairobi
Tel: 729400, 716280
Pager: 353
Fax: 724590
E-Mail: fbukachi@ken.healthnet.org.

Chaka, J.M. (Dr)
M.B. Ch„ M.Med (Med) ■
Tumaini House. 3rd. Floor, Room 306 
Moi Avenue
P.O. Box 19692, Nairobi 
Tel: 219187 
Res: 711867
Sub-Specialist: Lung Medicine

Chege S. W.
P.O. Box 10153, Nairobi 
Tel: 222785, 339011

Chunge, C.N. (Dr)
MB. ChB, M.Sc. C.N.M., Ph.D 
Centre for Tropical & Travel Medicine 
Adams Arcade Shopping Centre 
Ngong Road, Opp. Masaba Hospital 
P.O. Box 73548, Nairobi

Tel: 560214, 573599
Hse: 567014
Fax: 573599
Pager: (717717) 1268
Sub- Speciality: Tropical & Travel
Medicine

Collins Kevin I. (Dr)
Ph. D (Horn), M.D. (M.A.)*
Dr. K. I. Collins
New Waumini House, 1 st. Floor, 
Chiromo Road, Westlands 
P.O. Box 40594, Nairobi,
Tel.: 447460 
Res.: 440529 
Speciality: Homopathy.
Sub- Speciality: Auricolopy

Devani, Smita (Dr)
Aga Khan Hospital 
P.O. Box 10563, Nairobi 
Tel: 746506

Farah, Mohamed Ahmed (Qrt 
Mecca Clinic 
6th Street, Eastleigh 
P.O. Box 54044, Nairobi 
Tel: 763018

Flora, G. S. (Dr)
Aga Khan Hospital 
P.O. Box 30270, Nairobi 
Tel: 740000

Fryda Bill (Dr)
St. Mary's Mission Hospital 
Otiende Estate 
P.O. Box 3409, Nairobi 
Tel: 072-526766

Gathua, Samwel N. (Dr)
MB. Ch.B, M.Med, DTCD 
Menelik Medical Centre 
P. 0. Box 72055, Nairobi 
Tel: 575324/5 
Res: 562306 
Pager: 762 
Sub-Speciality: Chest
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Gicheru, Kimani (Dr)
Reinsurance Plaza, 1st Floor 
Taifa Road
P. 0. Box 60397, Nairobi 
Tel: 338746

Gikonyo, Daniel K. (Dr)
Nairobi Heart Clinic
Nairobi Hospital
Argwings Kodhek Road
P. 0. Box 74413, Nairobi
Tel: 724143, 714019, 710284, 713403

Gitau, W. (Prof)
Kimathi House, 5th Floor 
Kimathi Street 
P. 0. Box 24205, Nairobi 
Tel; 224400

Githegi Daniel R. Mukiri (Dr)
Braidwood House, 3rd Floor 
Tom Mboya Street 
P.O. Box 16793, Nairobi 
Tel: 229821/2

llako, Festus Mwetu (Dr)
M. B. ChB; M. Med, Dip Av. Med(UK) 
Consolidated Bank House 
Koinange Street 
P.O Box 76386, Nairobi 
Tel' 240242 240779 ••
Res 556319 
Pager: (247365)-271 
E- Mail: filako@africaonline.co.ke 
Sub-Speciality: Gastroenterology

Irimu, H. M. (Dr)
M. B. ChB; M. Med (Med), D. ThM 
(London)
Pan Africa Insurance Arcade,1st Floor, 
Suite 12
Argwings Kodhek Road 
P.O. Box 56430, Nairobi 
Tel: 726142 
Res: 713938 
Pager: 1888 PSL 
Sub-Speciality: Chest

Jani, Jigisha Pankaj. (Dr)
Hurlingham Medicare Plaza 
P.O. Box 45640, Nairobi 
Tel: 729400

Jaoko, Walter (Dr)
University of Nairobi 
P.O.Box 75843, Nairobi 
Tel: 244354

Joshi, Mark D. (Dr)
Aga Khan Hospital 
Doctors' Plaza, 3rd Floor 
P.O. Box 19662, Nairobi 
tel: 741699 

\ Fax: 744740 
Pager 2047
E-mail: Mdjoshi @ ken.healthnet.org 
Sub-Speciality: Cardiology

Jowi, J. O. (Dr)
New Hurlingham Plaza 
Argwings Kodhek Road 
P. 0. Box 19624, Nairobi 
Tel: 722405,723326

Juma, Rashid (Di)
P. 0. Box 34848, Nairobi 
Tel: 223575

Kimari, Edwin Mwaura (Dr)
Jubilee Insurance House 
Wabera Street 
P.O. Box 58206, Nairobi 
Tel: 340746

Kingondu, T. M. (Dr)
Golf Course Commercial Centre 
2nd Floor
P. 0. Box 20723, Nairobi 
Tel: 712763

Kioko, Ernest M. (Dr)
MB.BS, M.Med 
Nairobi Hospital, 1st Floor 
Argwings Kodhek Road 
P. O. Box 34612, Nairobi 
Tel: 715241,722160 Ext. 343 
Res: 564142 
Fax: 717034
Sub-Speciality: Nephrology

Kioko, Henry Mutisya (Dr)
M.B. ChB; M. Med, CTM (Nbi)
Kenyatta National Hospital/
Consolidated Bank House, 3rd Floor
Koinange Street
P.O. Box 19507, Nairobi
Tel: 240242, 240779
Res: 746284
Pager: PSL-824
Sub-Speciality: Gastroenterology

Kioy, Paul G. (Dr)
Arrow House, 1st Floor 
Koinange Street 
P. O. Box 70276, Nairobi 
Tel: 334186

Kisyoka, Philip (Dr)
Williamson House 
4th Ngong Avenue 
P.O. Box 20992, Nairobi 
Tel: 715319

Kombe, Yeri (Dr)
KEMRI
P.O. Box 20752, Nairobi 
Tel: 720794

Kushal, Singh (Dr)
Kencom House, 1st Floor 
Moi Avenue/City Hall Way 
P.O. Box 38877, Nairobi 
Tel: 213999,230097

Kwasa, Thomas (Dr)
Yaya Centre
P. 0. Box 19344, Nairobi
Tel: 561872,567282

Lule, Godfrey N. (Prof)
The Nairobi Hospital 
P.O. Box 20882, Nairobi 
Tel: 714720, 722160

Lyko, Jonasz (Dr)
Harlingham Medicare Plaza 
Argwings Kodhek Road 
P. 0. Box 76030, Nairobi 
Tel: 712117, 716593,
716634, 729400 Ext.: 48

Maina, J. Wanjiru (Dr)
City Park Hospital 
Park Road
P.O. Box 32009, Nairobi 
Tel: 760188

Maina, M.D. (Dr)
M.B.Ch.B., M.Med, M.sc. (Haem) (Lor 
Pan Africa Insurance Arcade,
1st Floor, Suite 12, Hurlingham 
P.O. Box 19988, Nairobi 
Tel: 726142 
Res: 713147 
Pager: 418 PSL 
Sub-Speciality: Haematology

Matharu, S. Ashok (Dr)
MB. ChB, M.Med. (Int. Med.),
C.F.P.C, (McGill)
Doctors Plaza, 3rd Floor, Rm. 318,
Aga Khan Hospital
3rd Avenue Parklands
P. O. Box 39570, Nairobi
Tel:741878/740558/740000 Ext. 476
Fax: 745436
Sub- Speciality: Cardiology 

Mathenge, Robert
Equatorial Heart & Blood Vessels Clin 
Kugeria Estate Mais 9 
Ralph Bunche Road 
P.O.Box 51389, Nairobi 
Tel: 717337/40

Mboloi, Paul Ndambuki K. (Dr) 
MB.Ch.B.,M.Med (Nbi)
Odyssey Medical Clinic 
2nd Floor, Odyssey Plaza 
Mukoma Road, South ’B'
P.O. Box 41610, Nairobi 
Tel: 533917, 533572 
Res: 570981
KNH Doctor's Plaza, Suite 30 
Tel: 726300 .Ext: 44219 
Pager KNH2B4 
Subspeciality: Lungs

Mbui, Jane (Dr)
Kenya Medical Research Institute 
P.O.Box 20778, Nairobi 
Tel.: 726460, 724159

Mbuya, Simeon O. (Dr)
M.B.Ch.B., M.Med (Int. Medicine) 
C.T.M.
Nairobi Unniversity 
P.O.Box 19994, Nairobi 
Tel: 560922 Ext.: 153 
Pager 717717-2469 
Sub-Speciality: Neurology
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Medical Specialists

Mcligeyo, Seth O. (Dr)
Doctor’s Plaza,
Kenyatta National Hospital 
P. O. Box 19676, Nairobi 
Tel: 715891

Mngola, E. N. (Dr)
National Bank Building,
South Podium, 2nd. Floor,
P. 0. Box 55098, Nairobi 
Tel: 336725, 340740

Monda, Eliud Andati (Dr)
BA (USA), MB. ChB (Nbi), MRCP(UK),
D.VEN (UK), DERM (UK)
Fairlane Medical Centre 
Fairlane House, 1st Floor 
Bagamoyo Road,
Next to Kenyatta Market 
P.O. Box 16611, Nairobi 
Tel: 718572 
Res. 720176 
Fax: 727272
Sub-Speciality: Dermatology

Mugo, Michael N. (Dr)
The Ivory Medical Centre 
P.O.Box 19689, Nairobi 
Tel: 711149, 722849

Muhindi, David W. (Dr)
M. B. Ch. B., M. Med., D. T. C. D.
Aga Khan Hospital, Doctors'
P aza, 3rd. Floor, Room 326
3rd. Parklands Avenue
P.O.Box 49625, Nairobi
Tel.: 746343, 740000 Ext.: 497
Res: 721887
Fax: 746343
Pager: 575
Sub-Speciality: Pulmonologist

Muita, Augustine K. (Dr)
MB.Ch.B.,M.Med'
Tumaini House, 1st Floor 
Nkrumah Avenue 
P. 0. Box 20823, Nairobi 
Tel: 227333 
Res: 724675
Sub-speciality: Cardiology

Munyao, T. M. (Dr)
Reinsurance Plaza 
P.O. Box 19676, Nairobi 
Tel: 330859

Mureithi, C. J. M. (Dr)
Vaya centre, 4th Floor 
Argwings Kodhek Road 
P.O. Box 76222, Nairobi 
Tel: 561047, 572223

Musau, Betty Muteshi (Dr.) (Mrs)
Pan African Insurance Arcade 
Hurlingham Shopping Centre 
P. 0. Box 19302, Nairobi 
Tel: 722302

Musau, Mukonyo (Dr) (Mrs)
P. O. Box 20723, Nairobi 
Tel: 224864

Mutie, Thomas M. (Dr)
MB.Ch.B., CTM., M.Med, MSc (London) 
Consolidated Dental & Medical Consult
ants
Consolidated Building, 3rd Floor
Koinange Street
P.O. Box 20833
Tel: 240242, 240779
Fax: 710942
Pager: 416 PSL
E- Mail: tmmutie@hotmail.com
S-.ib-speciality: Gastroenterology

Mwangemi, Philip. M. (Dr)
M.B.Ch.B., M.Med, F.I.C.A., Cert. Med. 
Oncol. USA, New York 

I Eagle House, Kimathi Street 
I P. 0. Box 30120, Nairobi 
| Tel: 219976 
' Res: 710969 

Fax: 727272

Mutisiya, Kioko Henry (Dr)
Consolidated Medical & Dental Consult
ants
P.O.Box 33080, Nairobi,

: Tel.: 240242, 240779

: Mwinzi, Samwel M.G. (Dr)
S Nairobi Hospital 

Argwings Kodhek Road 
! P. 0. Box 11885, Nairobi 
| Tel: 710250

i Mwongera, Frank K. (Dr)
| M. B. Ch. B. M. Med Nairobi, 
j General Accident House 

Ralph Bunche Road 
■ P. 0. Box 20712, Nairobi 

Tel: 718182 
Fax: 718299 
Pager: 239
Sub-Speciality: Nephrology

Ngugi, N. Paul (Dr)
; MB.Ch.B..M.Med (Med), Fellow in 
! Diabetes

Hazina Medical Consultants Clinic 
i Hazina Towers, Monrovia Street
• P.O. Box 51219. Nairobi 
: Tel: 243474/5
: Res: 718658
• Sub-speciality: Diabetology
!

Ngumuta, A.M. (Dr) (Mrs)
Bruce House, 3rd Floor 
Standard Street 
P.O. Box 30122, Nairobi 
Tel: 229868

Njenga, Kamenwa (Dr)
Pop-in Cottages, Kipande Road 
P.O. Box 11386, Nairobi 
Tel: 742270

j  Njenga, Eva W. (Dr) 
i M. B. Ch. B. M. Med, 
j  Doctors’ Plaza, 
i Aga Khan Hospital, 3rd. Floor,'

3rd. Parklands Avenue,
P.O. Box 63920 N̂airobi
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Tel: 740000 Ext. 497, 746343 
Res. 802379 
Fax: 746343 
Pager: 252
Sub- Speciality: Endocrinology/ 
Diabetology

Njuguna, Grace N. [Dr]
Church House, 1st Floor 
Moi Avenue
P.O. Box 59791, Nairobi 
Tel: 339172

Ochieng', I. E. (Dr)
MB. ChB, M.Med (Nbi)
Canaan medical Centre 
Corner House, 1st Floor 
Mama Ngina/Kimathi Streets 
P. 0. Box 48981, Nairobi 
Tel: 335456/67 
Res: 795196

Odhiambo, Joseph A. (Dr)
Mutual Building, 2nd Floor 

; Kimathi Street 
! P. 0. Box 19517, Nairobi 

Tel: 337157, 711563, 340792 
i Fax: 720030
I
j Ogola, N. E. (Dr)
I M.B.Ch.B., M.Med. 
j Hurlingham Medicare Plaza 

Argwings Kodhek Road 
P.O. Box 19676, Nairobi 
Tel: .726506 

i Res: 727952 
j  Pager: 717717 (410)
: E-mail: nogola@ken.healthnet.org, 
| Sub-Speciality: Cardiology

Ogutu, Elly Otieno (Dr)
Yaya Centre, 3rd Floor 

1 Argwings Kodhek Road 
P.O. Box 76487, Nairobi 
Tel: 567525/562462

Okelo, G.B.A. (Prof)
P.O. Box 20005 . Nairobi 
Tel: 566248

| Okoth, F. A. (Dr) 
j  Doctors Plaza,

Aga Khan Hospital 
P. 0. Box 42560, Nairobi 
Tel: 740000

Oloo, A. J. (Dr)
P. 0. Box 55666, Nairobi 
Tel: 724241

Ombati, David Gilbert (Dr) 
j MB.Ch.B (E.A.) D.T.M & H. (ENG), 
j MRCP (U.K.)
i Pioneer House, 5th Floor, Rm 1 
I Moi Avenue 
■ P.O. Box 72847, Nairobi 

Tel: 331026, 223637 
Res: 501787
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M edical Specialis

Othieno-Abinya, N. A. (Dr)
M.B. Ch. B. (Nbi), M. Med (Nbi)
Cert. Med. Oriel. (London)
Cancer Medical Services
New Hurlingham Plaza, 3rd Floor,
Hurlingham Shopping Centre
Argwings Kodhek Road
P. 0. Box 19676, Nairobi
Tel: 710031
Pager: 254
Sub-Speciality: Medical Oncology

Otieno, C.F. (Dr)
P. O. Box 54139, Nairobi 
Tel: 223545

Otieno, L. S. (Prof)
University of Nairobi 
Medical School 
P. O. Box 19676, Nairobi 
Tel: 725452

Oyoo, George Omondi (Dr)
M.B.Ch.B., M.Med, CTM, Dip. Clinical
Rheumatology, FACR
S.D.A. Health Services-Milimani Road
P.O. Box 48629, Nairobi
Tel: 721200/1, 726054,
715181,714707-8
Res: 725276
Mobile: 072-522359
Fax: 718165
Pager: (717717)-146
E-mail: oyoo@nbnet.co.ke
Sub- Speciality: Rheumatology/Tropical
Medicine

Patel, Bakul R, [Dr]
P.O. Box 13926, Nairobi 
Tel: 748454

Patel. Kantilal C. (Dr)
P. O. Box 41599. Nairobi 
Tel: 338105

Patel, Paresh Kumar J. (Dr)
New Consulting Rooms, Rm 17 
Nairobi Hospital 
Argwings Kodhek Road 
P. 0. Box 49728, Nairobi 
Tel: 711842 Ext: 295

Paul, A. T. (Dr)
Dalgran Road
P. 0. Box 45329, Nairobi
Tel: 440291

Rashid, J. R. (Dr)
Kenya Medical Research Institute 
(KEMRI)
Off Mbagathi Road 
P.O. Box 20778, Nairobi 
Tel: 726460

Rees, P. H. (Dr)
Nairobi Hospital
P. O. Box 30026, Nairobi
Tel: 724316

Robertson, G. Irvine (Dr)
Nairobi Hospital ,
Argwings Kodhek Road 
P. O. Box 20005, Nairobi 
Tel: 720722, 722160

Samnakay, Saeed R.
Aga Khan Hospital/Nairobi Hospital 
P.O. Box 30270, Nairobi 
Tel.: 740607, 748069

Saio Maura (Dr)
Nairobi Hospital 
P.O. Box 20413, Nairobi 
Tel: 716480, 722160 Ext. 289 
Fax: 725776

Shah, Hemant (Dr)
P. O. Box 38812, Nairobi 
Tel: 750744

I
Shah, Mahesh V. (Dr)
Doctors Plaza 
Aga Khan Hospital 
P. O. Box 32004, Nairobi 
Tel: 743215, 740000

Sharma, Rajesh Kumar (Dr)
Yaya Centre, 3rd Floor, Room 3- 
Argwings Kodhek Road 
P. O. Box 76002, Nairobi 
Tel: 561149

Shaw, J. D. C. (Dr)
P. O. Box 55314, Nairobi 
Tel: 882665

Shariff, Alaudin (Dr)
P.O. Box 10205, Nairobi 
Tel.: 751785

Silverstein, D.M. (Dr)
Nairobi Hospital,
Argwings Kodhek Road 
P. O. Box 44807, Nairobi 
Tel:721233, 722160

Sindani, I.S (Dr)
Dept, of Medicine 
Kenyatta National Hospital 
P.O. Box 19676, Nairobi 
Tel: 723460

Swao, J. H. (Dr)
Doctors Plaza, 2nd Floor 
Aga Khan Hospital 
P. O. Box 20846, Nairobi 
Tel: 742531, 740000 Ext. 475

Tesfaledet, Gebregiorgis (Dr) 
Doctors' Plaza, 2nd Floor 
Aga Khan Hospital 
P. O. Box 67867, t'slairobi 
Tel: 740000

Toroitich, K. (Dr)
Town House 4th Floor 
Kaunda Street 
P. O. Box 19580, Nairobi 
Tel: 224426

Van. E. N. K. (Dr)
P. 0. Box 55314, Nairobi 
Tel: 882665

Wairagu, S. G. (Dr)
Post Bank House, 3rd Floor 
Market/Banda Street 
P. 0. Box 12442, Nairobi 
Tel: 339031, 220787

Waithaka, Mwaura (Dr)
Afya Centre, Mezz. Floor 
P.O. Box 60909, Nairobi 
Tel: 247631,337705

Wakahe, Charles (Dr)
Cargen House, 3rd Floor 
Harambee Avenue 
P. 0. Box 59928, Nairobi 
Tel: 243247

Wangai, Paul Jr (Dr)
The Nairobi Hospital 
P. 0. Box 62610, Nairobi 
Tel: 220787, 339031,749991

Wanyoike, Marlin N. (Dr) 
Nairobi Hospital 
Argwings Kodhek Road 
P.O. Box 74413, Nairobi 
Tel: 722160

Warshow, M.M. (Dr)
Nairobi Hospital 
Argwings Kodhek Road 
P. O. Box 44807, Nairobi 
Tel: 721233/37

Were, J. O. Anthony (Dr)
Old Mutual Building, 2nd Floor 
Kimathi Street 
P. 0. Box 19676, Nairobi 
Tel: 220172/3

Yonga, Gerald (Dr)
Hurlingham Heart Clinic 
Hesabu House, Hurlingham 
P.O. Box 76555, Nairobi 
Tel: 726506, 715727

Ywaya, Samuel Odero (Dr) 
P.O. Box 20723 Nairobi 
Tel.: 725627’'
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