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ABSTRACT

This research was designed to investigate the ragkestrategies adopted by
pharmaceutical companies in response to the chamginsumer buying behavior in
Kenya. The studied two objectives were; to deteemihe marketing strategies
adopted by pharmaceutical companies in responfieetechanging consumer buying
behavior and to establish the challenges facedniplementing the marketing
strategies. Data was collected from the countryagars or the product managers or
equivalent of 37 pharmaceutical companies. Data aredyzed using descriptive
statistics such as mean and standard deviationeRtaiges and tables were used for
data presentation. The study found that differdmirmaceutical companies adopt
different marketing strategies in response to thenging consumer behavior. The
findings of the study indicate that pharmaceuta@hpanies have adopted strategies
such as promotional, pricing, marketing segmentatjositioning, branding and
distribution strategies. However, from the studg #tommonly adopted strategies
were branding and pricing. The least adopted gfyateas market segmentation. The
finding also indicated that the pharmaceutical canigs face challenges such as
resistance to change, financial requirement, reéiguisa imposed by the government,
technological challenges, inefficient leadershggal requirements and competition
when implementing the marketing strategies. Thelystiound that the common
challenges among the pharmaceutical companies wesistance to change and
competition. The least faced challenges were iciefit leadership and legal
requirements.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Marketing strategy is a process that allows anromgdion to concentrate its resources
on the optimal opportunities with the goals of &esing sales and achieving a
sustainable competitive advantage. The succesBatégy in an organization lies in
the hands of management, which Ansoff (1990) Iadkas a systematic approach to a
major and increasingly important responsibility ggfneral management to position
and relate the firm to its environment in a wayt tédl assure its continued success
and make it secure from surprises, thrusts uponagement the task of making
decisions and taking actions geared towards dewedapof strategies that will enable
the organization to achieve its objectives. Shafi#89) poised that an organization
can achieve increased profits by influencing th&as and behavior of its rivals and

consequently manipulates the market environment.

Consumer behavior is the study of individuals, up® or organizations and the
processes they use to select, secure and dispodacts, services, experiences or
ideas to satisfy needs and impacts that these ggesehave on the consumer and
society. It blends psychology, sociology, socialthampology, marketing and
economics. Customer behavior study is based orucmgrsbuying behavior with the
customer playing the three distinct roles of ugeyer and buyer. The changing
environment has also seen the patient who is thmsuroer, put a premium on
convenience and freedom of choice as far as their medical care is concerned
(Wyke, 1997). The survivors in the pharmaceuticalustry will be providers who
constantly monitor the changing needs of incredgidgmanding and well educated

patients, and develop and commercialize their prtsdaccordingly. This could be



described as a shift from a doctor-centered, desedented to patients oriented,

problem-oriented approach (Proenca and Moutinh®7119

In the pharmaceutical industry in Kenya consumergsehchanged a lot in recent
years. Initially, consumer used to rely on the doeprescriptions before making any
purchase. However, due to the cultural, social @mhomic changes, customers are
now more into over the counter (OTC) medicationpensonal, psychological, social
factors. Consumer behavior is the knowledge of @cgss that an individual or a
group go through to satisfy a need by choosing lauging as well as using and
disposing products (Solomon et al. 1999 pg 8-9arflaceutical companies are
affected by the actions of pharmaceutical industgulators, government institutions,
financers, insurance companies, healthcare org#omaa licencees, clinical service
organizations, physicians, hospitals, end- usemerp authorities, registration
officials and competitors. Strategically, one of tmost important issue is to provide
vital information and create a perceived value e gate keepers of the system-
pharmaceutical regulators, marketing authorizatffitials and medical doctors-and
consequently, to influence the changing environmentl consumer purchasing

behavior in a more favorable direction (Chaundrg Bxacin, 1997).

1.1.1 Concept of Strategy

The concept of strategy has been borrowed fromntitigary and adopted for use in
business. In military, strategy often refers to marering troops into position before
the enemy is actually engaged. In this sense,eglyatefers to the deployment of
troops, once the enemy has been engaged, atteshiiit® to tactics. In business as in

military, strategy bridges the gap between thecpodind tactics. Together, strategy



and tactics bridge the gap between the end and snelhnson, Scholes and
Whittington (2008) view strategy as the directiordacope of an organisation over
the long term which achieves advantage for therosgsion through its configuration

of resources within a challenging environment teetiibe needs of markets and fulfill

stakeholder’s expectations.

Strategy gives advantage to the organisation thratgyconfiguration of resources
within a challenging environment, to meet the neefisnarkets to fulfill owner’'s
expectation (Biggadike, 1976). According to Tan diitdchert (1994) strategy refers
to the competitive methods used by firms to essabtheir position in a particular
market. It reflects the firm’s short term and loegm responses to challenges and
opportunities posed by the business environmenttegfy is evaluated on its
performance and effectiveness to meet the oveisithry mission and objectives. A
company’s strategy consists of the business appesaand initiates it to attract
customers and fulfill their expectations to witmtacompetitive pressures and to
strengthen its market position. Firms also develtptegies to enable them seize

strategic initiatives and maintain a competitivgedh the market (Porter, 1985).

Schools (2000) define strategy as “the directiod acope of an organisation over
long term which achieves advantage for the orgéinisdhrough its configuration of

resources within a changing environment and futfilkeholder’'s expectation. They
argue that strategy can be seen as the matchitige obsources and activities of an
organisation to the environment in which it opesateffective strategy is formulated
around four factors; These are, the goals and vbgscare simple, consistent and

relate to the long term there is profound undeditan of the competitive



environment, there is objective appraisal of treoueces available and that there is
effective implementation. According to Johnson &uholes (1993) management’'s
concern would be on deciding on the strategy aadmphg how that strategy is to be
put in effect via strategy analysis, choice andlementation. Mintberg (1987) poised
that political and behavioral considerations weseirhportant if strategy was to

succeed.

1.1.2 Marketing Strategies

In order to keep up with the competition and chaggconsumer needs and the
competitive business environment, companies usectdefé marketing strategies in
marketing for them to survive. Marketing mix reféosa set of marketing variables
that a firm uses to pursue its marketing objectivea target market (Kotler, 2005).
The marketing tools used are product, price, pldcgribution) and promotion also
known as the four P’s. Promotion is basically twnmunication component of
marketing and marketers to communicate about thieesand about their products.
Management needs to decide on the appropriate pimmab tools to use which
include advertising, sales promotions, public rel& and publicity, personal selling
and direct marketing. The company needs to assesffiectiveness and requirements
of each promotional tool and allocate funds prdpaeglly according to the relative

importance of each tool (Munyoki, 2011).

Advertising is a paid, non- personal presentatiod promotion of ideas, goods and
services by an identified sponsor. The firm paystifie advert which is conveyed to
the entire audience through the mass media. Thee nainthe sponsor is clearly

presented and the company controls the message tddliis most appropriate when



products are of low price, appeal to a large tanggtket, have easily communicatable
features and are standardized. Publicity and publations is also another tool that
can be used. Publicity is the non-personal stimarabf demand for good or service
by placing commercially significant news about rit & published medium or by
making a presentation or television but it's noidpr by a specified sponsor. Its
benefits are that there are no costs for message dr space and it reaches a mass
audience within a short time and new products ammhpany policies are widely
known. Public relations are not concerned with ratiriy but it's actually inherent in

marketing. It deals with relations with the public.

Personal selling is an oral presentation in a cmat®n between one or more
prospective buyers and involves communicating tiyewith an audience through
paid personnel of the organization or its agerdtegspeople). It may include door to
door selling where sales people move from doordr gelling goods. It is common
when larger volumes of customers require speciagnabn and handling and for
customers made expensive and complex goods orcesrthat require demonstration
and follow up calls. Personal selling is useful fiew products and for organizational

customers.

1.1.3 Consumer Buying Behavior

Due to the current economic difficulties consumées/e changed their buying

behavior from being fully depended on the doctg@rescription to self medication.

Fuentes and Villa, (2008) define self-medicatioruss of drugs which have not been
prescribed, recommended or controlled by a licensealth care specialist. It is

believed that 60% of Kenyans are known to pracsedf-medication without



consulting doctors (Euro monitor, 2007), makingf-se¢dication a very important
factor in the formulation of marketing strategias the Kenyan pharmaceutical

industry.

In order to satisfy a consumer (which is the ppieiobjective of a marketer), it is
important to first to understand the consumer. irfaketer needs to understand the
consumer behavior (how individuals, groups and miggdions select, buy, use or
dispose of goods and satisfy their needs and wiflateketers must study their target
customer needs, wants, perceptions, preferencestamping and buying behavior
(Munyoki, 2011). According to Joyce (2004), a pofwedeterminant of consumer
choice is habit inertia. It suits the consumerréat much of her activity as a matter of
routine. To indulge in a process of conscious @etibon at every purchase would
take an enormous amount of time and mental efidrich not unnaturally there is a
strong drive to avoid. Any satisfactory model ohsomer choice is bound to give a
large weight to the brand previously purchased. @amications support the
diffusion process, time can vary between diffeoiducts and Rogers refers to those
who adopt early as innovators (Rogers, 2002). Rogeodel of innovation diffusion
illustrates how consumers respond to the adoptiomcgss. Rogers classifies
consumers into five categories: innovators, eardppsers, early majority, late
majority and laggards. Earlier knowers’ of an inatten, when compared to late
knowers’ have shorter innovation decision periaghtfate adopters; are characterized
by more formal education, higher social statusatge exposure to mass media
channels of communication, greater exposure terpetsonal channels of
communication, greater change agent contact, greatsal participation and more

cosmopolitanism (Rogers,2002).



Dubois (2000) defines the brand image as, “madeofujll the precepts that a
consumer holds in relation to a product, compangtsen, idea”. The brand
determines how the consumer perceives a certatluptoThe brand also adds value
to the product by use of the name and packaginglaodgh promotion of the brand
it is positioned in the mind of the consumer (B§;t2001). For consumers who either
don’t want to spend time on an extended informatearch or who don’t have the
expertise to do so can use the brand as an imglicdtantee of quality (Png and
Reitman, 2001). This can therefore be relatedntearlier quote by Joyce (2004)
where he claims the routine purchase processesslioconsumer effort in the
information search, differentiation of the prodtltn has a major significance in the

buying decision.

1.1.4 ThePharmaceutical Industry in Kenya

The pharmaceutical industry consists of three segsneamely the manufacturers,
distributors and retailers. They all play a role sapporting the country’s health
sector, which is estimated to have about 4,55%héatilities countrywide. Kenya is
currently the largest producer of pharmaceuticatipcts in the common market for
Eastern and Southern Africa (COMESA) region, suipglyabout 50% of the regions’
market. According to Pharmacy and Poisons Bo&etetare 42 companies listed as
local pharmaceutical manufactures in Kenya amonigsse, there’s is only one
multinational GlaxoSmithKline (GSK). Together, thedocal companies are
characterized by common product lines, low capaatiization, need for greater
production efficiencies and shortage of qualifieergonnel. Local pharmaceutical
companies in Kenya face competition on two frontscl include competing with

each other collectively and facing stiff competitioom imports (UNIDO, 2010). The



pharmacy and poisons board is the drug regulatotigoaity established under the
pharmacy and poisons act, chapter 244 of the ldwseaya. The pharmaceutical
industry consist of three segments namely manufestuistributors and retailers. All
these play a major role in supporting the countnieslth sectors, which is estimated

to have about 4557 health facilities countrywide.

The market for pharmaceutical products in Kenyasitgmated at 8 billion per annum.
The government is the largest purchaser of drugsufaatured both locally and
imported through Kenya Medical Supplies Agency (K&A). It buys about 30% of
the drugs in Kenyan market through an open tengstesy and distribute to the
government medical institutions. (Noah, 2005).ltajgproximated that about 9000
pharmaceutical products have been registered leirs&enya. These are categorized
according to particular levels of outlet as fredesaor over the counter (OTC),
pharmacy technologist dispensable or pharmacigiedsable or prescription only
(Noah, 2005). The number of companies engaged mufaaturing and distribution
of pharmaceutical products in Kenya continue toagxh driven by government’s

efforts to promote local and foreign direct investits in sector.

1.2 Resear ch Problem

Over the past decade, the Pharmaceutical sectenya has continued to grow by
opening branches in various parts of the city. Thiattributed to the increased level
of competition in the sector coupled with enligrgdrcustomers on their rights and
more stringent measures from regulatory bodies tlilee Kenya bureau of standards

(KEBS) and the pharmacy and poisons board (PPB)suth the pharmaceutical



companies can use the globalized practices to esthuir cost and improve their

performance and efficiency in their operation tmaén competitive.

Several studies have been done on the changingimensehavior and the strategic
response. For instance, Gichuki (2013) studiedttagegic response to environmental
challenges adopted by multinational companies @ ¢bsmetic industry. It was
established that companies should assess the emérd carefully and anticipate
likely changes so as to develop studies that wenkible them deal with the changes
in a cost effective way. However, this study did wonsider the pharmaceutical
industry. In another study, Howe (2012) studied ithpact of green marketing on
consumer buying behavior in major supermarkets @rdbi County. The findings
indicated that supermarkets endeavor to achievee smompetitive advantage over
their business environment by using different mtnke strategies that influence
consumers to purchase green products and serHosgever, this study did not put
the pharmaceutical industry. Kithinji (2012) stutlide effects of pricing strategies on
customers buying behavior. He established thatityuafl a product as well lifestyle
affect buying behavior compared to friends and Ramiilization of the product.
However, this study was very specific focusing lba pricing strategy only. Murule,
(2010) studied the strategic responses by localfaaturing pharmaceutical firms to
changes in the pharmaceutical industry. The finglingpdicate that local
manufacturing firms have adopted strategies suchstaategic alliances and
information, communication and technology as respostrategies. However, he
narrowed his study to the local manufacturing comg®s As much as studies have
been done on the changing consumer behavior ierdiit fields of the economy,

there was need to research on the changing conswhevior in the pharmaceutical



industry in Kenya which is also an important fiedél study. This study therefore
answers the question; which marketing strategieve hdbeen adopted by
pharmaceutical companies in response to the chamginsumer buying behavior in

Kenya?

1.3 Resear ch Objectives

The objectives of this study were to:-

() To determine the marketing strategies adoptgdlarmaceutical companies in
response to the changing the consumer buying bahavi

(i) Establish the challenges in implementing strategies

1.4 Value of the Study

This study will help marketing strategists in makidecisions that will address the

changing consumer buying behaviour. The study tsmlze used as a stepping stone
in the study of value proposition in other indussrior product categories, in order to
establish any differences if any so that marketglisnot make blanked assumptions

as to the potential of its use across industries.

The government and corporate policy makers intedesv know the impact of a
dynamic environment in respect to the competitiggsneof manufacturing

pharmaceutical companies will also find this studgful in that respect.

Future scholars may use the results of this stsdg seference. The finding of this
study can be compared with comparative strategresother sectors to draw

conclusions and various ways an institution capaed to changes in the consumer

10



buying behaviour. It will also benefit consultamteo endeavor to provide assistance
to successful running of an organisation in devielp@nd sustaining a competitive

edge.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter provides information from publicatiamrsthe topics related. It examined
findings from various scholars and authors aboatdhanging consumer behavior.
This chapter also sought to identify the reseammh that exists between what other
researchers had done and what this study sougtackde as well as capture the
relationship of the research variables. The studg wpecifically anchored on the
concept of marketing strategic change by the pheentécal companies in order to

deal with the change in the consumer buying behavio

2.2 Theoretical Foundation of the Study

This study was guided by the buyer behavior théam which the major theories of
consumer behaviour can be grouped into economuritee psychological theories,
psycho-analytical theories and socio cultural tremowww.wikipedia.org). All the
consumer behavioural theories are based on the [zgiof consumption i.e. when
aggregate income increases, consumption also sesday some smaller amount and
is based on the assumptions like spending habitsmain the same, political
conditions, remaining normal and economy is free gerfect. The economic
theories on consumer behaviour focus on how consualcate their income and
how this determines the demands of various goodb senvices. The traditional
theory of demand starts with the examination oftiekaviour of the consumer, since
the market demand is assumed to be the summatigheoflemand of individual
consumers. In the traditional theory it is assuntkdt the consumer has full

knowledge about all available commodities theic@siand income. In order to attain

12



the objective the consumer must be able to comipereitility of various baskets of

goods, which he can buy with his income.

The essence of psychological theories (learningriés) lies in the fact that people
learn from experience and the results of experigrttenodify their actions on future
occasions. The importance of brand loyalty and atgmirchase makes learning

theory more relevant in the field of marketing.

Psycho-analytic theories were developed from tlmghts of Sigmund Freud. He
postulates that personality has three basic diraessithe identity, the ego and the
super ego. It follows that consumer behaviour fisrection of the interaction of these
three systems. Here the identity urges an enjoyatilethe super ego presents the
moral issues involved and the ego acts as theratibit in determining whether to
proceed or not. This has led to motivational reseaand has proved useful in
analyzing buyer’'s behaviour. This in turn has dbated some useful insights in the
advertising and packaging field. Social culturatédhies formulation credit goes to
Thorstein veblem (1899) and is known as vebleniadeh He asserted that a man is
primarily a social animal and his wants and behavere largely influenced by the
group of which he is a member. He argued that pebphe a tendency to fit in a

society in spite of their personal likes and disik

Culture, sub culture, social classes referencepgofamily are the different factor
groups that influence buyer behaviour. Due todtercity of resources, the strategy
chosen should be one that optimizes these resourqassuit of the organizational

goals and objectives. Aosa (1992) asserts that maagproach to strategic planning

13



has developed as a response to increasing challecmyesed by high levels of
environmental turbulence. According to Ansoff angDdénnell (1990), when firms
are faced with unfamiliar changes, they shouldsevneir strategies to match level of

turbulence.

Consumer behavior is the study of individuals, gsowr organizations and the
processes they use to select, secure and dispodacts, services, experiences or
ideas to satisfy needs and impacts that these ggesehave on the consumer and
society. It blends psychology, sociology, socialthampology and economics.
Customer behavior study is based on consumer buyémgwvior with the customer
playing three distinct roles of user, payer andebufonsumer behavior focuses on
how individuals make decisions to spend their adé resources (time, money,
effort) on consumption-related items that includdsat they buy, when they buy it,
where they buy it, how often they buy it, how oftdwey use it, how they evaluate it
after purchase and the impact of such evaluationkiture purchases and how they
dispose of it. Consumer behavior is influenced bguanber of things; Consumer

perceptions and attitudes, culture, socio-econchaius.

2.3 Marketing variables

Marketing mix variables consist of what are calted 'Four Ps' — product, price,
promotion, and place. Each one of these can ber¢dilto meet the needs of the
intended consumers also known as the target mafket. product is the physical
product or service offered to the consumer. Forpteuct, the factors considered
include quality, design, features, packaging, sewi sizes and warranty. Price is

closely tied to the needs of the product’s targetk®t. Pricing decisions should take

14



into account profit margins and the probable pgaiesponse of competitors. Pricing

also includes the discounts, list price, financamgl other options such as leasing.

The place is where the customer goes to buy thdupgtcand how the product gets
from the manufacturer to the customer. Place dmussiare those associated with
channels of distribution that serve as the meangydtting the product to the target
customers. The distribution system performs traiwaal, logistical, and facilitating
functions. Distribution decisions include markevemge, channel member selection,
logistics, and levels of service. Promotion is aboommunicating and selling to
potential consumers. Promotion encompasses theetivagkmix variables associated
with advertising and communicating product valuetamget market members. This
includes advertisements on television, radio, miagaz and online. Communicating
product value also involves sales promotions, putdlations, and direct marketing.
Sales force members, such as customer servicesegpiatives and sales associates,
are responsible for personally communicating prodadue to potential customers.
Since these costs can be large in proportion tptbeuct price, a break-even analysis

should be performed when making promotion decisions

2.4 Consumer Behavior

According to Pearce and Robinson (1991) socialucaltvariables which affect an
organization involve belief, values, attitudes, ropn, activities and lifestyle of

persons in the organizations external environmentdaveloped from cultural

ecological, demographic and ethical conditions. sehéactors tend to change and
dictate individual wants and need. Changes in thvasibles shape the way people

live work and consume commodities and thereforeoeganization must aim at

15



providing services or products that will meet thaseeds. The social cultural
environment encapsulates demand and tastes, whighwith fashion, disposable
income and the changes, can provide both opposanénd threats for particular
companies (Thompson, 2002; Pearce Robinson, 2@D#r time, most products
change from being a novelty to a situation of madauration and as this happens
pricing and promotion strategies have to changen@gaphic variables are human
attributes of a given community. This may include’'s age, gender, family life, life
cycle experience, income, education, occupatiotigioa, ethnic groups and
nationality (Sababu, 2007). These factors guidammations in selecting the kind of

products or services that should be offered toricpdar population at a given time.

Several theories have been developed to explaitdhsumer and buyer behavior.
For instance the Pavlovian model holds that learigran associative process and that
a large component of the behavior is conditioral stimuli- response. This implies
that man behaves in a habitual manner rather tharthoughtful way. The Pavlovian
model is based on four central concepts namelyedrivcue, response and

reinforcement (Munyoki, 2011).

Drives (needs and motives) refer to strong stinmtiernal to the consumer which
implies action. The needs may be either primarygjuhogical, biogenic) needs such
as hunger, thirst and shelter or secondary (leameeds which are derived from the
society such as co-operation, prestige and neeceémgnition. Cue is also a stimuli
in the environment and or the individual which detemes when, where, how the
consumer responds. Response is the third conceichwefers to the organism’s

reaction to the configuration of cues. Whetherdbesumer responds immediately or

16



not will depend on the degree to which the expeegers rewarding i.e. drive-
reducing. Finally is reinforcement which is theesgthening of a response. For
instance, when an experience (gained through canguanproduct) is rewarding, a
particular response is reinforced i.e. it is sttbaged, and there is a tendency for it to
be repeated when the same configuration of cuesaapmgain (Munyoki, 2011).
Thus, is a consumer’'s need is satisfied by a pdaticexperience or a particular

product, the consumer has come to associate itsaiikfaction (i.e. it rewards him).

2.5 Marketing strategies adopted by organizations

The choice of strategy is influenced heavily bykstlders’ views, the competitive
forces in the market and the context within whic tompany considers itself in the
market (Johnson and Scholes, 1993). Organisatiane & number of operating
decisions pertaining to the mix elements namelygmumtion, products, prices and

distribution. Each of these is analysed in detaibty.

Firms use various elements to achieve their pramati objectives. A company’s
promotional strategy comprise basically of messagk media strategy, consisting of
the appropriate use of branding, logo and slogeamBtion is one of the classic 4Ps
marketing mix elements. Designing effective promdl strategies is basically a
communication problem (Nahmias, 2008). In fact,itatmost fundamental level,
marketing is communication. Marketers communicatéormation about their
products through various forms of promotion (e.dveatising, sales promotion,
personal selling, publicity and public relationsfhe goals of marketing
communication are to stimulate interest in the trasreate positive brand attitude,

show how a product can satisfy consumers’ wantsdsiend desires better than
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competing products and persuade consumers to bé&hdesired ways (e.g. try a new
product, make a purchase, visit a retail storel #elfriend about a positive

product/purchase experience).

Promotional strategies should have a sound undelisis of consumers’ perceptions
of and preferences for particular products and hokey differ across

cultures/countries. This understanding can be bkipftargeting countries/cultures to
promote a product and improving or amending theisitess perceptions so that

customer demand can be increased.

If countries/cultures differ widely in their perdegms of and preferences for a
product, promotional campaigns tailored to indiabcountries/cultures may be
called for. Cantor and Macdonald, (2009), notes th@ matter how successful
developed a product may be, it is worthless exedyn its benefits are made clear
and appreciated by the target customer. Promotisttategies are communication
strategies through which a company passes acresdehefits of its product and
services to its target customers. The promotional makes the potential consumer
aware of the products available. Blythe (2001) saysthe promotional mix is like a

recipe, in which the ingredients must be addedhatright times and in the right

guantities for the promotion to be effective”.

Advertising informs the consumer about the prodtictsugh a range of advertising
methods; the media, television, radio, newspapend @agazines. Outdoor
advertising methods may be used such as billbodmases, or advertising screens.

The choice of medium depends upon the budget angkttsaudience. While
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advertising informs the general public about prdsl@available, sales promotions are
focused on the specific product and targeted apthential consumer. Blythe (2000)
sees the purpose of sales promotions as tactigsdficg urgency to the decision
making process. Sales promotion is used for lowe/élems and as part of an overall
promotion campaign. Advertising and PR build saleghe long term, whereas sales

promotion and personal selling are tactical andtgieom (Blythe,2000).

Sales promotions are both strategic and tacticalsdV et al. (2002) identify
promotional tactics that raise awareness of thadtarough packaging impact at the
point of sale (POS), other POS display materiajsobtaining prime positions in
retail outlets, through the use of in-store merclging activities, such as free
sampling, special offers, competitions, exhibitiamsl sponsorship, and by the use of
sales literatures and other selling aids. Salemgtions help to keep the customer.
Examples of promotional tactics employed to attréme consumer include price
markdowns, premium offers, self liquidating premiaffiers, banded packs, stamp-
collecting schemes, free samples or tasting offprize competition, personality

promotions, in-store demonstrations and specialalys (Wilson et al., 2002).

Sales promotions accounts for a smaller proposigenditure and is used as tactical
tool to induce sales from both traders and conssimier the former case, sales
promotions are mainly in the form of cash discoufitse goods, push money and
specialty advertising. Trade- promotions tools Ugudiffer by type of intermediary

and product line. For instance, wholesalers of $baifis are attracted more by free
gods, while footwear retailers prefer cash disceumh the case of consumer —

promotion tools, the most popular are premiums, pdasn and price packs.
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Interestingly, the fragmented retail system is oesjible for making the use of certain

types of sales promotion, such as coupons, impalcnd ineffective.

Public relations (PR) are about creating favoraiviages of the organization in the
consumers’s mind (Blythe 2001). Establishing effecPR between the supermarket
and the customer is essential and can be seeneirprbvision of services for
customers and in their support for the communityble relations/ Sponsorships are
the most neglected element of promotional mix, degpe fact that they provide a
cost- effective tool in creating favorable publiwaaeness of the company and its
products (Leonidou, 2001). The limited public redas activity usually concerns
major branded goods and takes the form of newagef grand openings, guest tours
and sales meetings. In light of the country’s éasing concern with consumerism
and environmental issues, public relations/ spaisps is expected to gain

momentum in future.

Merchandising is any activity related to buying aedling of goods and in prompting
purchase at the POS. Visual stimulation and comeatioins are important aspects
retailing. Blythe (2000) supports the notion of ofendising tactics; he thinks, it
facilitates retailers in the efficient use of flogpace by creating visibility for
customers, encouraging traffic flows around thepsaod interrupts such as display
materials and stands from the manufacturers. Thrtion of relationships in the
distribution system usually comes from the manui@t either foreign or
indigenous. The former seeks collaboration withngrent distributors/ agent in the
country, while the latter is more interested inabshing relationships with the

wholesalers and large retailers. Such an effaytite difficult today, since most trade
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buyers are already handling brands with a longgmes in the market, thus leaving

little room for new entrants.

Most distribution activities in the pharmaceuticaimpanies in Kenya is undertaken
by the organization. According to Leonidou (20Ghg criteria for selecting channel

partners depend largely on whether the channetnmg@iary has a role of seller or
buyer. Those acting as sellers place greater engpbassecuring good prices and
reasonable profits from their trade partners, whtlehe same time enjoying a long-
term, reliable and trustworthy relationship. In ttase of buyers, however, the major
criterion for choosing suppliers is their ability deliver products on time, consistent
quality and with favorable payment terms; moreotsgse goods should be offered at
the fair prices enabling the buyer to make a realslenprofit. Surprisingly, the

reliability and trustworthiness of the supplier dogot constitute a major selection
criterion, reflecting a tendency on the part of énsyto be flexible regarding their

source of supply.

Company manipulates its pricings to affect its mearkThe focuser’'s basis for
competitive advantage is either lower costs thampmiitors serving that market
segment or an ability to offer niche members somgtkifferent from competitors.
Focusing is based on a market niche where buyess tiiatinctive preferences. For
instance, a company may use a loss leader; taipieduct sold at a low price (i.e. at
cost or below cost) to stimulate other profitatdées. This would help the companies
to expand its market share as a whole. Furthespgany may set a price based upon
analysis and research from the target market. Mlesns that marketers will set prices

depending on the results from the research. Ftanos if the competitors are pricing
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at a lower price, then it's up to them to eitheic@rtheir goods at an above price or
below, depending on the niche market. Della Bilmanroe and McGinnis, (2002)
marketers promoting lower prices must therefored#ebow much to reduce the price

as well as how to communicate the price reductiaiméir customers.

New entrants in the market may use penetrationngrithis involves setting the price
low in order to attract customers and gain markate. The price will be raised later
once the market share is gained. The practice @hgting products “on sale” can
accomplish both short and long- run performancedathjes (Fraccastoro, Burton and
Biswas, 1993). Short run objectives include creppnoduct awareness and interest,
increasing store traffic and sales, reducing inmgntand enhancing perception of
saving and value. Long- run objectives include l@disthing a specific price image for

the advertiser to achieve a competitive positiorind customer loyalty.

Biswas and Blair, (1991) have shown that the plalisi of a price reduction claim

influences consumer perception of the advertiséer.offowever, firms may also use
price discrimination, which infers setting a diffet price for the same product in
different segments to the market. For example, dars be for different ages, such as
classes, or for different opening times. This pgcstrategy works best where a firm
works in different market segments. Some of theipgi strategies employed by firms
are illegal in some countries as they indicate inrdampetition. A good example is

price undercutting, (predatory pricing), aggresgvieing methods intended to drive

out competitors from a market.
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Davidow and Uttal, (1989) defined differentiatiomasegy as positioning a brand in
such a way to differentiate it from the competitiand establish an image that is
unique. According to Ogbonna and Harris, (2003)ffedkntiation reduces
competitiveness and fight for scarce resourcesellyeimproving performance; but
on the other hand, conformity makes all organizegticimilar and, therefore, the
competitive pressures are stronger. Differentiatidlh create benefits and dominant
positions that will last until competitors imitagefirm’s key resources, and will be
restored through creation of new opportunities tresult in new entry barriers.
Differentiation strategies are marketing techniqussd by a firm to establish strong
identity in a specific market; also called markegrmentation. Differentiation strategy
aims to build up competitive advantage by offerimgique products which are
characterized by valuable features, such as qualitypvation and customer service.
A differentiation strategy calls for development afproduct or service that offers
unique attributes that are valued by customerdtaaidcustomers perceive to be better
than or different products of the competition. Aaun Oliver, (1992) notes, to
maintain this strategy, the firm should have: sfroesearch and development skills,
strong product engineering skills, good cooperatiith distribution channels, strong
marketing skills and incentive based largely onjecttive measures, be able to
communicate the importance of the differentiatingdoct characteristics, stress
continuous improvement and innovation as well asett highly skilled and creative
people. Successful differentiation is based orudysof buyers’ needs and behavior in
order to learn what they consider important anduatle. A product can be
differentiated in various ways. Unusual featuresponsive customer service, rapid

product innovations and technological leadershipic@ived prestige and status,
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different tastes, engineering design and performae examples of approaches to

differentiation (Porter, 1980).

2.6 Challenges of implementing strategies by or ganizations

Following the continuum model of innovations, nemducts are perceived as either
congruent or incongruent with an existing produategory depending on how
continuous of discontinuous the innovation is. Téeel of congruence determines
customers’ cognitive elaboration and their evabratif a new product (Campbell and
Goodstein, 2001). Literature on innovation resistans compatible with these
findings. An innovation may conflict with prior sictures and impose change (Ram
2002; Ram and Sheth 2001). “Resistance to changen@mal consumer response”
(Ram 2002), as it is a consequence of attitudestredgth. Resistance is as a result of
attitude formation and subsequently tends to inlehange (Ram and Sheth 2001).
The construct depends on perceived innovation chenstics, customer

characteristics and characteristics of propagatienhanisms (Ram 2002).

To provide understanding an understanding of thiange and the disruptions
innovations cause, Ram and Sheth (2001) have fabehtertain challenges which are
categorized as either functional or psychologi€ainctional barriers concern usage
patterns, economic value and risk associated wittovation. Usage barriers are
triggered when the innovation is not compatiblehwakisting habits. Value barriers
are erected when customers do not perceive awvelatlvantage against existing
alternatives and risk barriers are caused by umogds. Customers face
psychological barriers if the innovation confliaisth social norms and values and

thus causes dissonances or if the innovation kedinvith negative associations due
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to its product category, industry, affiliation oountry of origin. The customers
therefore tend to be endowed with their entrenchleztnative (the old product) and

consequently underestimate the value of the inmavgGourville,2006).

Government policies and increased legal requiresnisrdlso be a major challenge in
implementation of strategies by organizations. Tinists the decisions on strategies
that organizations make. The crucial role of riskl ancertainty within the innovation
decision process requires the application of tHgestive expected utility model of
behavioral decision theory. As behavioral decidiogory explains how individuals
actually make decisions and takes to account ldnitéormation processing capacity
and limits rationality; it's appropriate to explaithe observed innovation bias
(Gourville, 2006). The innovation bias refers te flact that customers overvalue the

old product and stick to it, even when the newdpat is objectively superior.
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CHAPTER THREE: RESEARCH METHODOL OGY
3.1 Introduction
The chapter describes the proposed research mefthosl.included the research
design, target population, sample design, dateectdin and techniques for data

analysis.

3.2 Research Design

In this research, a cross sectional survey approashadopted since the study was
aimed at investigating the marketing strategiegptatbby pharmaceutical companies
in response to change in consumer buying behawni&enya. A survey design is the
most appropriate for investigating the behaviorarmstudy that is, a social unit, be it
a person, family, institution or even an entire cwmity (Mugenda and Mugenda,
1999). This type of research method is not simphassing and tabulating facts but
includes proper analysis, interpretation, compassadentification of trends and
relationships (Knupfer, 1994). This design was degm@ppropriate as it allowed the
researcher to draw conclusion on the link betwdemnging consumer behavior and

the marketing strategies adopted by the Pharmaatgttmpanies.

3.3 Study population

The study population was Pharmaceutical Companipsrdding in Kenya (see
appendix ii). These are the companies that impdready manufactured
pharmaceutical products and market them in Keng&oAding to Export Processing
Zone Annuity on Kenya’'s Pharmaceutical Industrgréhare over 42 Pharmaceutical

companies represented in Kenya.
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3.4 Data Callection

The study used primary data which was collectedgusi structured questionnaire.
The use of the primary data was to establish theketiag strategies adopted by
pharmaceutical companies in response to the chaniguyer behavior and the
challenges faced in implementation of the strategieKenya. The study respondents
were the product managers or equivalent of therpaegutical companies represented
in Nairobi, Kenya. Drop and pick method was use@ asethod of administering so
that the respondent could fill the questions atirtr@mnvenient time. The
guestionnaire contained 3 sections: Section A; wes pharmaceutical company
profile; B highlighted the strategic responses &gy pharmaceutical companies in
Kenya; C covered the challenges faced by the coiapan implementation of the

proposed strategies.

3.5 Data Analysis

According to Marshall and Rossman (2002), datayaisls the process of bringing

order, structure and interpretation to the massotécted data. Statistical Package for
Social Sciences (SPSS) was used as an aid in thgsen SPSS was preferred
because of its ability to cover a wide range of thest common statistical and

graphical data analysis and is very systematic. SRS was used to generate
percentages, frequencies, mean scores and staw@aidtions. The data was

analyzed by use of descriptive data analysis. D@ser statistics are ways of

summarizing large sets of quantitative (numericafformation. The data was

tabulated after which was coded to facilitate stal analysis. Descriptive statistics
such as mean and standard deviation were usedatgzanthe data. Percentages,

tables, pie charts as well as bar graphs were imsedata presentation. Qualitative
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data was presented through narratives. The infoomatas presented and discussed

as per objectives and research questions of tlg.stu
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CHAPTER FOUR: DATA ANALYSISAND INTERPRETATION
4.1 Introduction
This chapter presents analysis and findings ofstiuely as set out in the research
methodology. The data was gathered through intervipiide as the research
instrument. The data findings were on the marketstgategies adopted by
pharmaceutical companies in response to the chamginsumer buying behavior in

Kenya.

The data collection targeted 44 firms. Thereforajddstionnaires were distributed to
different pharmaceutical companies. However only \@&re filled and returned
representing 84% which is significant enough tovjate basis for valid and reliable

conclusion.

4.2 General Information

The study established that majority of the respotsleere male. 62.16% were male
while 37.84%. The respondents were also requestaadicate the position held in

the organization. From the study finding, 67.58%tled interviewees were product

managers while 32.42% were country managers.

The study also sought to find out the number ofrydahat the interviewees had
worked for the organization. According to the resg®m majority of them had worked
for the pharmaceutical firm for a period of betwé&ehO years as shown in Table 4.1.
This implied that they were confident enough tgoesl to broad issues on the firm’s

marketing strategies.
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Table 4.1: Duration of servicein the organization

Frequency Percentage
1-5 years 12 32.44
6-10 years 19 51.35
11-15 year 4 10.81
Above 15 yeal 2 5.4
Total 37 100

Sour ce: Resear ch Data, (2014)

4.3 Marketing strategies adopted by pharmaceutical companies in response to
the changing consumer buying behavior in Kenya

The study sought to establish the marketing stiegethat different companies

adopted in response to the changing consumer binghgvior. In order to assess the

strategies adopted by different companies, theoredgnts were asked to indicate the

extent to which their organizations had utilizedleaf the strategies. Responses are

summarized and presented in Table 4.2.
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Table 4.2: Marketing Strategies adopted by pharmaceutical companiesin response to the changing consumer behavior

Strategy Strongly Disagree Neutral Agree Strongly agree | Mean Std
disagree Deviation
Promotional Frequency 2 3 6 13 13 3.86 1.85
strategy Percentage
54 8.1 16.2 35.1 35.1

Pricing Strategy,  Freq. 3 4 0 13 17 4.00 1.94

Perc. 8.1 10.8 0 35.1 45.9
Market Freq. 8 6 2 9 12 3.40 1.60
segmentation | Percentage 21.6 16.2 5.4 24.3 324
strategy
Positioning Freq. 5 3 0 16 13 3.78 1.80
strategy Percen. 13.5 8.1 0 43.2 35.1
Branding Freq. 2 1 0 18 16 4.30 2.15
strategy Percen. 5.4 2.7 0 48.6 43.2
Distribution Freq. 4 5 5 13 10 3.54 1.69
strategy Perce. 10.8 13.5 13.5 35.1 27

Sour ce: Resear ch Data, (2014)
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As indicated in Table 4.2, at least 56.7% of thepomdents indicated that promotion
was one of the strategies they adopted in respongee changing consumer buying
behavior. 13.5% of the respondents indicated tey had not adopted promotion as
one of their marketing strategies. The mean scoae ®.86 while the standard
deviation was 1.85.With respect to pricing stratetine findings show that at least
81% of the respondents indicated that pricing styatwas one of the strategies
adopted by pharmaceutical companies in respontgtohange in consumer buying
behaviour. 18.9% of the respondents had not adqpieithg as one of the marketing

strategies. The mean score was 4.0 while the stamgaiation was 1.94.

With respect to market segmentation, the findingsws that at least 56.7% of the

respondents indicated that marketing segmentatis ane of the strategies adopted
by pharmaceutical companies in response to the gehan consumer buying

behaviour. 37.8% of the respondents had not adoptatiet segmentation as one of
their marketing strategies. The mean score was &wi0the standard deviation was
1.60. The findings also show that at least 78.3%hef respondents indicated that
positioning was one strategies adopted by pharntiaaéeompanies in response to
the changing consumer buying behaviour. 20.6% efréspondents had not adopted
positioning as one of their marketing strategielse Tnhean score was 3.78 and the

standard deviation was 1.80.

With respect to branding, the findings show thateaist 91.8% of the respondents
indicated that branding was one of the strategidepted by pharmaceutical
companies in response to the change in consumendunehaviour. 8.1% of the

respondents had not adopted branding as one ofrtfagketing strategies. The mean
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score was 4.30 and the standard deviation wasFad Bistribution, the findings show
that at least 62.1% of the respondents in indic#ited distribution was one of the
strategies adopted by pharmaceutical companiesegponse to the change in
consumer behaviour. 24.2% of the respondents haddupted distribution as one of
their marketing strategies. The mean score was @¥the standard deviation was

1.69.

4.4 The challenges of implementation of the marketing strategies by the
phar maceutical companiesin Kenya

In order to meet the second objective of the stlidydetermine the challenges of

implementation of the marketing strategies by ple@atical companies in Kenya,”

the respondents were asked to indicate to whanettie listed factors influenced the

new strategies. The responses are summarized la #&b
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Table 4.3: Challenges of marketing strategy implementation

Neutral Somehow Much Very Not at Mean Std

Much all Deviation

Resistance to Frequency 4 6 12 15 0 3.02 1.58

change Percentage | 10.8 16.2 32.4 40.5 0

Financial Freq. 8 7 13 7 2 2.70 1.60

requirement [ perc. 21.6 18.9 35.1 18.9 5.4

Regulation Freq. 7 6 12 9 3 2.86 1.59

imposed by

the Percentage | 18.9 16.2 324 24.3 8.1

government

Technologic| Freq. 11 9 7 6 4 2.54 1.66

al changes | Percen. 29.7 24.3 18.9 16.2 10.8

Inefficient Freq. 12 9 6 3 7 2.57 1.65

leadership | Percen. 324 24.3 16.2 8.1 18.9

Legal Freq. 6 7 12 10 2 2.86 1.59

requirementg Perce. 16.2 18.9 324 27 54

Competition Freq. 13.5 6 12 14 0 2.95 1.58

Perc. 10.8 16.2 32.4 37.8 0

Source: Research Data, (2014)
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As indicated in Table 4.3, the findings show thiateast 89.1% of the respondents
indicated that resistance to change was a challengenplementation of the

marketing strategies. The mean score was 3.02hendtéandard deviation 1.58. With
respect to financial requirement, the findings shthat at least 72.9% of the

respondents indicated that financial requiremers avahallenge in implementation of
the marketing strategies. The mean score was 2l thenstandard deviation 1.60.In
relation to regulations imposed by the governmém, findings show that at least
72.9% of the respondents indicated that regulatiomsed by government are a
challenge in implementation of the marketing styagte. The mean was 2.86 and the

standard deviation 1.59.

The findings also show that at least 48.6% of thepondents indicated that
technological changes was a challenge in implenientaf the marketing strategies.
The mean score was 2.54 and the standard devia@s 1.66.With respect to
inefficient leadership, the findings show that 48.6f the respondents indicated that
inefficient leadership was a challenge in impleraéoh of marketing strategies. The
mean score was 2.57 and the standard deviatiorL\8ag-or the legal requirements,
the findings show that at least 78.3% of the redpats indicated that legal
requirements were a challenge in implementatiomafketing strategies. The mean
was 2.86 and the standard deviation was 1.59. fihdangs show that at least 86.4%
of the respondents indicated that competition wasallenge in implementation of

marketing strategies. The mean was 2.95 and theatd deviation was 1.58.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1: Introduction

This chapter presents the summary, conclusions rendmmendations from the
findings. The overall purpose of the study wasdeniify the marketing strategies
adopted by pharmaceutical companies in Kenya iporese to the change in
consumer buying behavior. From the findings, it walsserved that different
pharmaceutical companies have adopted differerstegfies in response to the

changing consumer buying behavior.

5.2 Summary

The first objective of the research project waslétermine the marketing strategies
adopted by pharmaceutical companies in respongetohanges in consumer buying
behavior. The study found that branding was thélizigsed strategy with 91.8%. It
was highly rated by most of the pharmaceutical camgs as the most used strategy
in response to the changing consumer behaviocingris also commonly used with a
rating of 81%. Some companies capitalize on prioenatch the changing consumer
buying behavior. Positioning, distribution, pronuotal strategies are also moderately
used. From the study it was also noted that mostpamies use more than one

strategy in response to the changing consumer gupghavior.

The second objective of the study was to deterntime challenges that the
pharmaceutical companies face in implementatiothef marketing strategies. The
study found that, pharmaceutical companies faceuraber of challenges during
implementation of the marketing strategies. Theomapjective from the study was

resistance to change which was at 89%. Peopletiaesto adjust to new ways of
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doing things and this has been a major challengetementation of the marketing
strategies in many pharmaceutical companies. It alss found that competition is
also a challenge in implementation of strategiepbgrmaceutical companies as it
was rated at 86.4%. The competition is very stifioagst the pharmaceutical
companies. Other challenges also found to be aiffgtthe pharmaceutical companies
during implementation of the marketing strategieslude financial requirements,
technological challenges, legal requirements, e by the government and

inefficient leadership.

5.3 Conclusion

From the study, it was clear that different companadopt different strategies in
response to the changing consumer buying behalite.commonly used strategies
according to the rating was branding and pricingwever, other strategies like
positioning, distribution, market segmentation, mpotional were also moderately
used. It was also noted that most companies use than one marketing strategy.
From the study it was also noted that, the pharotax@@ companies undergo many
challenges during implementation of the marketingtsgies which include resistance
to change, financial requirements, regulations isago by the government,
technological changes, inefficient leadership, legguirements and competition. The

most commonly encountered challenges are resistarateange and competition.

5.4 Limitations of the study
The scope of the study could be a limiting faciothat the study relied on only the 44
pharmaceutical companies registered with pharmadypaisons board. The findings

may thus not be a representative of the whole @aju of the pharmaceutical
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companies. However, the cross sectional surveyoapprused ensured that each of
the pharmaceutical companies had a non-zero cladpzeticipating in the study.
Various constrains were also encountered. Timeatéu for data collection may nt
have been sufficient to enable the respondents ledenghe questionnaires as
accurately as possible, considering that they aétbe same time carrying out their
daily duties and priority is of essence. The catitipe nature of the pharmaceutical
sector in Kenya also meant that some of the inftionasought was of confidential
nature and could not be divulged for fear of giviogmpetitor an upper hand.
Respondents were however re- assured that alln@iion would be treated with

confidentiality.

5.5 Recommendations
This section presents the recommendations for yalnd practice and recommended

areas of further research based on finding of tilndys

5.5.1 Recommendations for policy and practice

Based on the findings, it is expected that the edtalders who include the
management of the pharmaceutical companies asawele government will gain a
better understanding of the issues to be addressadplementation of marketing
strategies in response to the changing buyer behaVhe following are the key

recommendations of the study:

Foremost, the study found that the commonly useidketiag strategies in response to
the changing consumer behavior by the pharmacéwticapanies were pricing and

branding. The study therefore recommends thaphiaemaceutical companies should
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adopt pricing and branding as marketing stratefpeshem to be a par with the

changing consumer buying behavior.

Secondly, the study also found that resistancehtmmge and competition were the
common challenges in implementation of the marketsirategies. It therefore
recommends that adequate information should bengteethe employees of the
pharmaceutical companies on the importance of agwy strategy to minimize

resistance. It also recommends that there is negettgood competitor information

before implementing a change of strategy.

5.5.2 Recommendations for further Research

Foremost, the study found that the commonly adopteatketing strategies by

pharmaceutical companies were pricing and brandingesponse to the changing
consumer behavior. Secondly, the study focused lwallenges encountered by
pharmaceutical companies in implementation of tlaeketing strategies. It therefore

recommends further research to be done on fadbatspharmaceutical companies
consider when adopting a marketing strategy. & sommends that further research
should be done on industries facing similar chaiéen such as the local sugar

manufacturers.
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APPENDICES

Appendix |: Introduction L etter

UNIVERSITY OF NAIROBI

SCHOOL OF BUSINESS
MBA PROGRAMME

Telephone: 020-2059162 P.O. Box 30197
Telegrams; “Varsity”, Nairobi Nairobi, Kenya
Telex: 22095 Varsity

DATE..!.&.).QZ..),%!?W

TO WHOM IT MAY CONCERN

is a bona fide continuing student in the Master of Business Administration (MBA) degree
program in this University.

He/she is required to submit as part of his/her coursework assessment a research project
report on a management problem. We would like the students to do their projects on real
problems affecting firms in Kenya. We would, therefore, appreciate your assistance to
enable him/her collect data in your organization.

The results of the report will be used solely for academic purposes and a copy of the same
will be availed to the interviewed organizations on request.

Thank you.

PATRICK NYABU
MBA ADMINISTRATOR
SCHOOL OF BUSINESS
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Appendix |I: Questionnaire

This questionnaire seeks to collect data on theketiag strategies that the
Pharmaceutical companies have adopted in respandhet changing consumer
behavior. The data collected will be used for ansdepurpose only. All responses
are strictly confidential and no information whicbuld reveal your firm’s or your
identity will be used in any data reporting, notlweie shared in its individual form
with any outside party without your expressed pssion to do so. Thank you.
Section A: General Information

1. What is the name of your COMPAanY? .......cceeeeeeeeeieeeeeririiiieieieiiiennannees

2. What iS YOUr POSItION? ....vii et e e e e e e e e e es e e

3. How long have you worked for YOur firM? ..o .eeeeeiiioeeiieeeee e
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Section B: Strategic Responses
4. To what extent do you agree/disagree with thieviitng statements? The scale
below will be applicable:

1. Strongly disagree 2. Disagree 3. Neutral 4. Agree 5. strongly agree

Statement 1 2 3 4 5
The firm uses the Promotional strategy| in
response to the consumer behaviour.
The firm uses the Pricing strategy |in

response to the consumer behaviour.

The firm uses Market segmentation strategy
in response to the consumer behaviour

change.

The firm uses Positioning strategy |in

response to changing consumer behaviou

__‘

The firm uses Branding strategy in response

to changing consumer behaviour.

The firm uses Distribution strategy in
response to the changing consumer

behaviour
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5. State any other marketing strategy that yourpgaomyg uses other than the above

PART C: Challenges of implementation.

6. To what extend does your company face the fatigwchallenges when
implementing the marketing strategies.

1. Small extend 2. Medium extend 3. Large extend 4. Very large extend 5. Not

at all

Statement 1 2 3 4 5

Resistance to chan

Financial requirement

Regulation imposed by the

government

Technological challenges

Inefficient leadership

Legal requirements

Competitior

7. Please list any other challenges faced by yogarosation.

Thank you for time and cooper ation in responding to the above questions.
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Appendix I11: List of Phar maceutical Companies Operating in Nair obi, Kenya
1. Adcock Ingram
2. Astrazeneca Pharmaceutical
3. Aurobindo
4. Bayer East Africa
5. Boringer Inglhem
6. EliLily
7. Europa Pharmaceutical
8. Eurox Pharma
9. Galaxy Limited
10.Getz Pharma
11. GlaxoSmithkline Kenya
12.Glenmark Pharmaceuticals Ltd
13.Harleys Kenya Limited
14.Highchem Limited
15.1PCA
16.Jansen Silag
17.Kulal Pharmaceutical
18.Laborex Pharma Limited
19.Lords Pharmaceutical
20.Mac Naughton Kenya
21.Medicel
22.Medox Pharmaceutical
23.Mepha Limited

24.MSD Schering Plough
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25.Neopharma

26.Novartis Kenya

27.Novo Nordisk

28.Pan Pharmaceutical

29. Pfizer Limited

30.Pharmaco Kenya Limited
31.Pharmalinks Pharmaceuticals
32.Phillips Pharmaceuticals.
33.PSI Kenya

34.PSM Kenya Limited

35. Hoffman LaRoche

36.Sai Pharmaceuticals Limited
37.Simba pharmaceuticals

38. Sanofi Aventis

39. Sanofi Pasteur

40.Sun Pharmaceutical Limited
41. Surgilinks Kenya
42.Surgipharm Limited

43.Synermed Pharmaceuticals

44, Unisel Limited Pharmaceuticals

Source: www.ppb.org
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