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The Kenyan pharmaceutical manufacturing industry has experienced a noticeable decline in sales
growth in recent years. To address this challenge, individual pharmaceutical manufacturers in
Kenya need to establish and adopt effective marketing mix strategies tailored to their unique
market environments to optimize on sales results. The study’s general objective was to assess the
effect of marketing mix strategies on sales performance among pharmaceutical manufacturers in
Nairobi County, Kenya. The specific objectives were to analyse the effect of pricing strategy,
product development strategy, promotion strategy, and place strategy on sales performance
among pharmaceutical manufacturing companies in Nairobi County. The study was guided by
the Marketing Mix theory, the response hierarchy theory, the Depot theory of distribution, and
the Diffusion of Innovation theory. A descriptive research design was adopted. The target
population consisted of 640 respondents representing 20 pharmaceutical gmanufacturers in
Nairobi County. Simple random and purposive sampling techniques wére used to select a
sample size of 94 respondents. Semi structured questionnaires were employed foridata collection
and distributed physically with the assistance of research assistants an@,via‘mail for respondents
who had hectic schedules. To improve the effectiveness of questiognaire.eompletion, follow-ups
were conducted. Data were analysed using the Statistical Packageifor Social Sciences (SPSS)
for quantitative metrics, while qualitative data analysis was facilitated by use of the NVivo tool.
Descriptive statistics were used to describe data in the formi of means‘and standard deviation and
inferential statistics were used to draw inferences. Theystudy zevealed that pricing, product
development, promotion, and place strategies significantlyhinfluence sales performance. Cost-
based pricing emerged as the most effective, with the highest mmean score (M =4.20, SD = 1.09).
A positive and significant relationship between pricingstrategy and sales performance was found
(r=0.339, p < 0.01). The introduction of high=quality“products had the most substantial effect,
reflected by a mean score of 4.05 (M = 4.05, SD ="1.09). A significant positive correlation
between product development strategyfand salesperformance was observed (r = 0.386, p < 0.01).
Additionally, integrated marketing communig¢ations were highly influential, indicated by a mean
score of 4.25 (M =4.25, SD = 0.92), with astrong and significant correlation between promotion
strategy and sales performance (B="0:4558, p < 0.01). Place strategy emerged as having the most
significant impact on sales“performance among pharmaceutical manufacturers in Nairobi
County, Kenya, with coefficient '0f0.493. Finally, efficient distribution and logistics showed the
strongest relationship@withisalés performance, with the highest correlation coefficient (r = 0.549,
p < 0.01). The study underscores the critical role of optimizing place strategy by leveraging on
efficient distribution systems to drive sales, further, promotion, pricing and product development
strategies allgeontributeéhuniquely to sales outcomes, and a balanced approach incorporating all
these marketingimix ‘Strategies is critical for better sales success. The study recommends that,
pharmaceutical gnanufacturing industry in Nairobi County need to leverage on refining their
distribution networks to enhance efficiency and optimize on sales returns. Policy makers should
introduce guidelines that enhance competitiveness and reduce costs for pharmaceutical
manufacturers in Nairobi County, for example tax reductions on raw materials. Further studies
should look into effects of digital marketing strategies on pharmaceutical sales performance, the
effectiveness of various pricing strategies, including competitive and penetration pricing in
different market segments and regions, to provide valuable insights for optimizing pricing
approaches.

TABLE OF CONTENTS



St. Paul’s University Repository

DECLARATION....uuiiiiiiiinuicsnnssenssnssssssssssnsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss ii
ACKNOWLEDGEMENT iii
ABSTRACT ..ciiiiuiinuinsnicsensessesssisssisssssssssssssssssssssssssstssssssssssssssssssesssssssssssssssssssssssssssssssssssssess iv
LIST OF TABLES......cucouiitiiinuinnisinssicssisesssisssssssssssssssssssssssssssssssstssssssssssssssssssssssssssssssssssssssaes ix
LIST OF FIGURES .....ucouiitiitininsnicsensnsssicssnssesssisssssssssstssssssssssssssssssssssssssssssssssssssssssssssssssssssessase X
ABBREVIATIONS AND ACRONYMBS...uuiiivinreinsenssenssenssesssesssasssnsssesssesssssssessssssssssssssssssssssaes xi
OPERATIONAL DEFINITION OF TERMS....ccuccniiniininsuecssncssncssecssrcssecssesssscssessssssssssssssane xii
CHAPTER ONE 1
INTRODUCTION....uuiiiuinunsrensesssessansssnsssssssssnssssssssssassssssssssssssassssssssssagionsssssssscosatbhsssssssssssssssssss 1
1.1 INtrOdUCHION. ..oty e et eneee s 1
1.2 Background of the Study........cooeeuveeeiiiieiiieeieeeeeeee e e P 1
1.2.1 Marketing MiX Strat@i€S.........eeeevveervureercreeenveeersalianteessabune st eeeeeeveeeeneeenveeennseeennseenns 2
1.2.2 Kenyan Pharmaceutical Industry...........cccooeo i i s et 4

1.3 Statement of the Problem...........ccceeeivieiiiieree @i B et ettt eiee e seeeseeeeseeeaeeas 6
1.4 General ODJECtIVE. ......eeviieiieeiieeiiereree e s et ettt eeteeeateeeateenteeenbeesnseesseeenseeenseas 7
1.4.1 SPecific ObJECTIVES. ..uuieiireireeeee el it ettt eieeeateeteeseteebeesateenseesabeenseesneeenseennns 7

1.5 Research QUESTIONS.......cccuviieiees st siite ettt e et e et e e e e e eaaeeesaeesaseeeenseeessseeenns 8
1.6 Justification Of StUAY.......c.ui.reeeteeiimdesh ettt sttt 8
1.7 Significance of the study... i Shdh. ...ooiiii e 9
1.7.1 Pharmaceutical manufactiring indUuSIY.........cccveriiiiiieriieiieie e 9
1.7.2 ResearcherS@nd SCHOIATS...............cccooiiiiiiii e 10
1.7.3 POICYAMIAKETS. .-l .ottt ettt ettt ettt et e et et e eabeesaeeesbeessaeenseensseenseensseenseas 10

1.8 Scop@OBithe STAYR ... et 10
1.9 Assumption$ 0f the StUAY.......cccuiiiiiiiiiiie e 11
1.10 Limitations and Delimitation of the study..........c.ccccccuiiiiiiiiiiiiieeeeeeeeee e, 11
1.10.1 Limitations 0f the STUAY........ceeuiiiiiiieiiieecee et e en 11
1.10.2 Delimitations Of the StUAY........c.coeviiiiiiiiiiiiecceecee e 12
CHAPTER TWO.u.ouiiuiieisennnicsensesssissssssssssissssssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 13
LITERATURE REVIEW.....uciiiininniissicssisssissssssssssesssisssssssssssssssssssssssssssssssssssssssssssssssssess 13
2.1 TEEOAUCTION. ...ttt et sttt s bt et et e s bt e bt et e sbeenteeaee e 13
2.2 Theoretical REVIEW.......cccuiiiiiiiiiiiieieceeeeee ettt sttt ettt sbe e 13



St. Paul’s University Repository

2.2.1 Marketing MiX TREOTY......cccuiiiiiiieeiieeeiiie ettt e e et e e e e e e saaeeesssaeesssaeeenns 13
2.2.2 The Response Hierarchy Theory.......cc.cccciieiiiieriiieciie ettt e 15
2.2.1 Depot theory of DiStribUtION. ......c.ueieiiieeiiieeciie e e e e 19
2.2.2 Diffusion of INNOvation thEOTY..........ceicuiieiiiieriie et 21
2.3 EMPITICAl REVIEW....eoiuiiiiiiiiiiiiieiie ettt ettt ettt et e b et eente e seeesseesaesnseeseeenne 23
2.3.1 Pricing strategy and its effect on sales performance.............cccevcveervienieenieeneeeneeenen. 23
2.3.2 Product development strategy and its effect on sales performance...........c.cccccevvenneenee. 24
2.3.3 Promotion strategy and its effect on sales performance............c.cccose. Sheceveeniieniennennne. 25
2.3.4 Place strategy and its effect on sales performance....................dfii o i ie e 26
2.3.5 Marketing mix strategies and its effect on Sales Performanee."h..... 50 ccooveeeriennne. 28
2.4 Conceptual Framework..........cccoveevveeeiiieeiieeeeeeceeeeee e e e 28
2.4.1 PriCING Strat@ZY...cccoveeerureeriieeeiireeniueeeniveeenneeennvessfinnten e satane stlBineeeeeveeensreenseeenseesnsseennns 30
2.4.2 Product development Strategy........ccueeeveerueeesneeiohe.sasnnee s eeeeveeseeenseenseenseesseessseesseenns 30
2.4.3 Promotion Strate@y........cccveevueereerveerueer i sathine e olBiathe cveenereenseessneesseessneenseessseenseesssesnses 30
2.4.4 Place Strate@y......ccceovverveerueereereeee o rass et aBh e eeeeiteeniieeteenteesnteenseesseenseesnseeseennne 31
2.4.5 Sales Performance............cooueeee s i i i et 31
2.5 ReSeArch Gaps......eevueeeeeenieeee it e 31
CHAPTER THREE......ccuiiuiiieifinesionersesdinstussccssiosenssssssssssssassssssssssssssassssssassssssssssssssassssssasssassns 39
RESEARCH METHODOLOGY. .ol itiu..oconuieeininsuissenssesssnssessssssssssssssssssssssssasssssssssssssssssssssans 39
3.1 INtrodUCHION. ....ee i i etk ettt et ettt et sttt ettt 39
3.2 ReSCArCh DIeSIGMui. b e i ettt ettt et s e et e e e b e etee e rbeebeeesbeesaeenbeenseeenne 39
3.3 The Populdtion of tR@yStUAY.........c.ooviiiiiiiee e 40
3.4 Sampling Procedute and Sample SiZe..........ccoeviiiiiiiiiiiiiiiiiiiieceeeeeeee e 41
3.5 Data Collection Methods..........cccueiiiiiiiiiiiiiee e 43
3.6 Data Collection INStIUMENTS. ......cocueiiiieiierieeiie ettt sttt siee e b e 43
3.7 POt STUAY ...cveeieeieee ettt ettt ettt ettt e bt et e enee st et e ene e aeenteeneenreeteeneens 44
3.8 Validity and Reliability of the InStruments.............cceeeviiiiiiieeriie e 45
3.8.1 Validity of the INStruUments...........cceeeiiiiriiieiiieeeie e 45
3.8.2 Reliability of the INStruUmMENtS..........cccvieiiiiriieiieiieeitece et 46
3.9 Data Analysis and PreSentation.........c.cccveeieerieiiiieniieeieesiee et eiee e esieesveesaeesaeesaeseneenseaes 47
3.10 Assumptions of Multiple Linear Regressions...........c.ceecuierieeiiienieeiienieeieesie e 48

Vi



St. Paul’s University Repository

3.10.1 DUIDIN-WatSON TESL....cuvvieeiiieeeiiieeeiie ettt et e et e et e et e e sbeeeetaeeesaeeesnseeeenneeas 48
3.10.2 Shapiro-Wilk Test for Normality of Residuals...........ccceeveeiiiieiiiiiiniieeeieeeeee 48
3.10.3 Variance Inflation Factor (VIF).......ccccooriiiiriiiieee e 49
3.11 Ethical ConsSideration. . .........coiiiiiiiriiiiieiiieeeete ettt et e s s 50
CHAPTER FOURL....cuuiiiiiniinicsinnissesssnsssicssissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 51
RESEARCH FINDINGS AND DISCUSSION....ccoviiniireicsencsencsensssncsansassssssasssssssasssssssssssassns 51
4.1 TNEOAUCTION. ..ttt et ettt et sb ettt s bt e bt e e s beeae e 51
4.2 ReSPONSE RALE.......ooiiiiiiiiiiiicciecceeecee e sne et e 51
4.3 Demographic Information.........c.cccceecuereeneniinienenncneeneneeneeeee e et 52
4.3.1 Gender of the Respondents...........coceeieiiiiniienieiieiee e s vt e 52
4.3.2 Profile of the Respondents.............ocoueeerueeeeoieeeeieeee e i e 53
4.3.3 Years of Service.....cccceeveereeenieenienneennieeneeeneees ol S i 53
4.3.4 Level of Education of the Respondents.............. b e i reeeeiienieeiieeie e 54

4.4 DesCriptive StatiStiCS....couveeeuierieeireerreeireereeeegie satine e fBhetheceeeeenreenreeseenseeeseenseesnseensseeseennns 55
4.4.1 Pricing Strate@y......ccceevueerveriueerueeneeegiessanatiine i e ceenteeereenteennreeseeseseeseessneeseessnessens 55
4.4.2 Product Development Strate@y...... ol ... il .eeeeeeieeieeiie ettt 58
4.4.3 Promotion Strate@y.............. b i oo i e 60
4.4.4 Place Strate@Y.....c.eeeoveaiueeereeeeeeadBimhess e seesseeeuteenteeateenseesseesseeaseanseesaseasseessseesseesseenseesnne 62
4.4.5 Sales Performance.. ..ot ...ooviiiiiiiiie e 64

4.5 Inferential StatiStiCs i it eth oottt ettt ettt as 66
4.5.1 Correlation ADALYSIS.... 7. ....oiiiieiie ettt e aeebeesnreenraes 67
4.5.2 MultiplePRegresSion ANalYSIS.......ceeecvieriiieiiiieriiieiiieeieeeieeeieeeteesreeereesreeeseesseesnneas 68

4.6 DiSCUSSION OFRESTUILS. .....cceiiiiiiiiiiiieeeeee ettt ettt 71
CHAPTER FIVE u...uiiiinniniininnainsensisssisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssas 74
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS......ccccceeuuee. 74
5.1 INETOAUCTION. ...ttt ettt ettt e sat e e bt e s bt e et e e sabeeabe e s st e eateesaeeenne 74
5.2 SUMMATY Of fINAINES...cccouiiiiiie et e e s e e s e e e saaeeeenaeeenseeens 74
5.2.1 Effect of Place Strategy on Sales Performance..........c.ccceevveeiriiiieniiiecniie e 74
5.2.2 Effect of Promotion Strategy on Sales Performance..............ccceeevevviienininiienieeciiennns 75
5.2.3 Effect of Pricing Strategy on Sales Performance.............cccoeeveviiiiiiiiinieiiieeiie e, 75
5.2.4 Effect of product development strategy on sales performance............c.ccceeevveeenneennee. 76

Vii



St. Paul’s University Repository

5.3 CONCIUSIONS. ...ttt ettt ettt ettt ettt ettt st sb et saeesbe et e saeenaeenneeaeen 76
5.4 RECOMMENAATIONS. ....uviiutieiiiieiie ettt ettt ettt ettt e et e bt e e bt e bt e sabeesseeesbeesbeeebeesaeeenneanes 77
5.4.1 Recommendation fOr PraCtiCe........cuuiieriieeriiieeeiiieeriieeerieeeesreeesereeeeeeeeesaeeeesreeeenens 78
5.4.2 Policy reCOMMENAAtION. ......ccvieiiieeiieiieeieeeiee et eriteereeseeeereeseeeeaeeseaesnseesseeensaesnsaenseenes 78
5.4.3 Recommendation for future StUAIes. ........cooueeruierieriiiriieiieieeeeeccee e 79
REFERENCES...... 80
APPENDICES 89

Appendix I: Letter of Introduction to collect Data............ccccceviiniiniiniiiiniian it e &9

Appendix II: QUESIONNAITE. ........oevuierieieiieeiieiienie e eieeseeeeee e lfnnan e e e e eieeae 90
Appendix III: Introduction Letter..........ccccvvrevriiieeiiieeeiieeeieeene \ ...................... 97
Appendix IV: Research Permit from NACOSTI % ............................ 98

Appendix V: Time Plan of Work..........oooeininnenn 25 o eyzefS R 99
Appendix VI: Budget Plan D A7\ SO RRRRUR 100
Appendix VII: List of Pharmaceutical Manufact nies in Kenya........cc.ccoveenenee. 101
Appendix VII: Map of Nairobi County........ . M-ttt et ettt s e st e eeeeesaeas 102
Appendix: VII Similiarity Report..............: M N ettt ettt e et sneeas 103

R
»
% NS

viii



St. Paul’s University Repository

LIST OF TABLES
Table 1: Research Gap Table........c.oooiiiiiiiiiiieceee ettt et 33
Table 2: Showing Target Population and Respective Departments............ccceeeveevieecieenienieeneenne. 41
Table 3: SAMPIE SIZE......vieiieiiieiieiie ettt ettt et eebeestbeeteesabeesseessbeenseessseesseessseenseensseas 43
Table 4: Test of Internal Consistency Reliability.........ccccccuveriiiiiiiiiiiiiieieciiece e 46
Table 5: DUurbin-WatSOn TeSt.......ccuieiuiiiiiieiierieeeeee ettt st st 48
Table 6: Shapiro-Wilk Test for Normality of Residuals...........cccoeeevieeciiieiiiiiiieciieeieeeeeeeeee 49
Table 7: Variance Inflation Factor (VIF).......cccocoeeievieniiiiiiiieiecieeeeeeeeee e b 49
Table 8: Response Rate..........cccuieiiiiiiiiiiiiiiicieeiiecieesee et eiee v eeee el o tha s e eveeeeveeeenens 51
Table 9: Gender DiStribution. .........cooveeiuiiriiiiienieeieeeeee e L o T SN 52
Table 10: Distribution of the Respondents by Job Title ) W 53
Table 11: Distribution of Duration of working of the Respondents... . RS 54
Table 12: Level of education of the Respondents ..., 54
Table 13: Pricing Strategy........ccoceveevervenienicnecneenenne, Q... 55
Table 14: Product Development Strategy..................... B W G\ A 58
Table 15: Promotion Strategy..........cccecveevueereeenennns AN Y e 60
Table 16: Place Strategy \ ...................................................... 63
Table 17: Sales Performance R o SR URPR 65
Table 18: Correlation Analysis et 67
Table 19: Model SUMMATY.........cc.oeree il i ettt et et 68
Table 20:

Table 21:

. . .. S 69

Regression Coefﬁciei& ............................................................................ 69



St. Paul’s University Repository

LIST OF FIGURES

Fig: 1 Response Hierarchy model...........cccooiuiiiiiiiiiiiiiniiieeeeeeeeseeee e 17
Fig: 2 Conceptual FramewWorkK..........ccoouiiiiiiiiiiiiieieieeieeese et 29




St. Paul’s

APIs

COMESA

GMP

KAM

KAPI

KNBS

KEMSA

KPIs

MOH

NACOSTI

OTC

PPB

R&D

SMEs

SPSS

UNIDO

WHO

: Kenya Association of Manufacturers

: Kenya Association of Pharmaceutical Industry

: Kenya National Bureau of Statistics

: Kenya Medical Supplies Agency

: Key Performance Indicators

: Ministry of Health

: National Commissio

: Over the Co

University

ABBREVIATIONS AND ACRONYMS

: Active Pharmaceutical Ingredients

: Common Market for Eastern &Southern Africa

: Good Manufacturing Practices

S

ce, Technology and Innovation

: Pha s Board

arch & Development

11 Medium Enterprises

: Statistical Package for Social Sciences

: United Nations Industrial Development Organizations

: World Health Organization

Repository



St. Paul’s

University Repository

OPERATIONAL DEFINITION OF TERMS

Marketing mix strategies:

Pharmaceutical industry:

Place Strategy:

Pricing Strategy:

Product Development,Strategy:

Promotion strategy:

Sales performance:

These are detailed plans of action used by the
pharmaceutical manufacturing sector to boost sales by
utilizing the 4Ps: price, product, promotion, and place

(Purcarea, 2019).

It refers to the Nairobi County pharmaceutical
manufacturing companies. These are" firms, public or
private, involved in the manufactdre of medicines for sale

(Tawfik et al. 2021).

Modalities adopted by manufactuters of pharmaceuticals to
make their produgfS reachithe” end consumers. In this
context, It encompasses; Warchouse management systems,
distribution systems, delivery management systems, and the
use of Escommeree distribution platforms (Czinkota et

al2021).

Approaches adopted by manufacturers of pharmaceuticals to
determine the price at which consumers are willing to pay to

use or experience their goods (Moon, 2020).

Methods used by a pharmaceutical manufacturing company
to produce products that meet the needs of the target market.
Key characteristics of this strategy include product research
and development (R&D), quality specifications, product
branding, and differentiation (WHO, 2020).

Campaigns used by pharmaceutical manufacturing
companies, include the use advertising, personal selling,
sponsorships, and sales promotion as part of their efforts to

raise consumer awareness of their products (Mbugua, 2014).
A summary of turnover provided by pharmaceutical

xii
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manufacturing companies, encompassing metrics such as
customer conversion rates, improvements in the

performance of their product portfolio, the efficiency of

closing the sales cycle, and levels of customer satisfaction.

(Chen et al. 2019).
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CHAPTER ONE

INTRODUCTION

1.1 Introduction

This section discusses the background of the study, the problem statement, research questions
and objectives, justification for the study, general scope, as well as the assumptions, limitations,

and delimitations involved.

1.2 Background of the study

An organization's capacity for performance is determined byphow well it handles daily tasks as
well as how well it implements a comprehensive marketing plantin comparison to its rivals
(Kotler & Armstrong 2006). Additionally, Kotler and Armstrong(2012) define marketing mix as
a collection of tactical marketing instruments;peomprising of 4 elements; product, price,
promotion, and place. The 4ps were moved ‘ftomyconventional proxies to the 7ps, which
comprised price, product, promotion, place, people, processes and physical evidence, according
to Gronroos (2010). All of the components, of the marketing mix are combinations of tactics that
a company’s marketing managets,can oversee. According to Morgan, Clark, and Gooner (2017),
strategies are systematic @¢outeshthat, businesses take to reach a particular performance level.
Goals are objectives,@and ebjectives pertain to how an organization operates. Through strategic
marketing, a company camestablish a well-organized plan for accomplishing its objectives and

determine thesmosteffi¢ient way to do so within a given time frame (Okhiria, 2020).

Pharmaceutical gmanufacturing companies face several specific challenges that affect their
operational efficiency and sales performance. A significant issue is inefficiency in distribution
networks, which can result in delays and increased costs, negatively affecting product
availability and customer satisfaction (African Development Bank Group, 2020). Additionally,
rising production costs driven by fluctuating raw material prices and stringent regulatory
requirements put pressure on profit margins (Hinson et al., 2020). Regulatory compliance is
another critical concern, as navigating complex and frequently changing regulations can delay

product launches and increase operational costs (Kotler, 2015). Intense competition further

1
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exacerbates these challenges, necessitating continuous innovation and differentiation to maintain

market share (Gonzalez Pena et al., 2021).

The recent global pharmaceutical industry slowdown exemplifies the broader challenges facing
the sector, with a sharp decline in sales growth to just 4% in 2020, significantly lower than the
average over the previous decade (Laermann, Nguyen, & Blackfish, 2021). This slowdown
highlights the difficulties that pharmaceutical companies encounter, including poor
organizational strategy decisions and increased market pressures, which have made it harder to

sustain long-term profitability and revenue growth (Gonzalez Pena et al., 2021).

These global challenges are mirrored in the local market's competitiveplandseape. This intense
competition is fuelled by well-established multinational cosporations, that bring advanced
technologies, extensive product portfolios, and significait “finaneial” resources, creating a
challenging environment for local firms (Hinson et al., 2020): Additionally, price competition is
a major factor, as firms strive to offer cost-effectivesolutions, while maintaining high product
quality (Hinson et al., 2020). Companies must‘alse navigate regulatory challenges and market
access barriers, which can affect their abilityito compete effectively. To thrive in this competitive
landscape, pharmaceutical companie§ “heed tof focus on strategic marketing, operational
efficiency, and continuous innovation“to differentiate and capture market share (Gonzalez Pena
et al., 2021). The rise of generieydrig manufacturers and the increasing demand for innovative
and specialized medicatighsfurther) intensify this competitive pressure (Nzewi, Moneme, &
Mgbemena-Nsofor, 2017). “According to Wangari and Letting (2021), the pharmaceutical
industry in Kenydyis highly dynamic and quickly changing landscape where a large number of

domestic andgforeign cempanies have established a fiercely competitive pharmaceutical market.

1.2.1 Marketing,Mix Strategies

A company's overall strategy for communicating with customers and achieving results is known
as the marketing mix strategy (Minchin & Alpert, 2017). In addition, Chan (2018) described
marketing mix strategy as a long-term proactive planning arrangement with the main goal of
achieving a sustainable competitive edge. Kotler (2015) states that companies use marketing mix
strategies, such as price, place, promotion and product to adapt to external and internal factors to

achieve marketing objectives. Using the model by Kotler (2015), the study conceptualizes
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marketing mix strategies by operationalizing place, promotion, price, and product development

strategies as independent variables.

Kotler and Armstrong (2006) states that, a product is something that can be sold to consumers to
fulfill their needs or interests. Organizational product development strategy involves offering a
combination of goods and services to target markets to satisfy their needs. This product strategy
encompasses packaging, branding, quality attributes, as well as style, features, and design
(Kotler, 2013). The pharmaceutical manufacturing sector in Kenya is heavily influenced by
various aspects of product development strategy, including research and development, product
clinical trials for regulatory compliance and approval from health authorities, (KAM, 2017). The
products offered by pharmaceutical manufacturing companies (in“Naitebi ‘County were of

particular interest in this research.

As used in this study, pricing strategy is defined as the amount of money paid for the product;
the actual or estimated value of a valuable commaedityysubject to exchange (Kotler et al. 2005).
The value obtained from the exchange is ghe. price, adcustomer pays for a manufactured
pharmaceutical product as explained in this study‘(Kotler, 2015). In order to ensure the long-term
sustainability of the pharmaceutical manufacturing sector in Kenya, pricing strategy plays a
critical role in the industry'sgsales pesformance (KAM, 2017). Cost-effectiveness and

profitability of the company'syproducts,must be properly balanced in pricing strategies.

A company's use of agparticular cembination of publicity, personal sales, sales promotion, public
relations, and direct marketing to meet broader advertising and marketing goals has made
promotion an, essentialy part of the marketing mix configuration. In order to increase brand
awareness and boest sales performance, the pharmaceutical manufacturing industry in Kenya
uses a variety Of strategies, such as the use of medical representatives, digital marketing,
conferences, medical journals, and highlighting the advantages and special features of the

product (Kenya Pharmaceutical Industry Report, 2019).

In terms of marketing mix strategy, location is crucial. Place strategy, in a marketing mix
arrangement, is crucial, claims Harsono (2017). To increase market share and customer
purchases, a business must decide where and how to place its goods and services. This is known

as its place strategy. The distribution strategy, which comprises physical and online stores along

3
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with any other customer-facing channels, is one of the 4Ps (Harsono, 2017). Through a strong
supply chain that guarantees the timely and dependable delivery of pharmaceutical products to
pharmacies, hospitals, clinics, and other healthcare facilities, pharmaceutical entities work to
develop a stable, most effective, and fluid distribution strategy that optimizes pharmaceutical
sales performance. Effective distribution networks can also improve market reach by reaching a

larger audience (KAM, 2017).

1.2.2 Kenyan Pharmaceutical Industry

In Kenya, the pharmaceutical sector is essential to the general public's aceessto healthcare. The
pharmaceutical industry in Kenya is made up of three main playersjaccording to the Kenya
National Bureau of Statistics (2020); local manufacturers, distributozss,and retailers. Together,
these players significantly support the health care sector in, Kenya. WNIDO 2019 reports that
Kenya is the region's largest producer of pharmaceuticalgprodaets, accounting for nearly half of
the region's market capacity. However, over the past, five years, the pharmaceutical industry in
Kenya has experienced lower earnings due teypanjuntegulated business environment. These
findings are supported by World Bank statisticsy, Furthermore, overreliance on antiquated
distribution systems, unregulated pricingyregimes, Subpar total quality management systems, and
the use of antiquated promotionalfycampaigns have all contributed to the pharmaceutical

industry’s 3% sales growth slowdown over the last five years (KNBS, 2020).

According to UNIDO (2019), theése are 29 licensed pharmaceutical manufacturers in Kenya (see
Appendix v), which  consists “6f both domestic manufacturing firms and international
conglomerates along with'their subsidiaries. Nairobi County and its surroundings are home to the
majority offthese ‘mafufacturing concerns (Kenya Association of Manufacturers, 2017). In
Kenya, there ar¢ more than 15,000 registered active pharmaceutical ingredients (APIs) (Kenya
Pharmacy and Poison Board (PPB, 2021). The Kenya Medical Supplies Agency (KEMSA), a
government-controlled organization, is the means by which the Kenyan government purchases
medications produced both domestically and abroad. Using open tender procedures, it purchases
roughly half of the medications produced in Kenya and supplies them to hospitals under

government control systems (UNIDO, 2019).
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Kenya Pharmacy and Poisons Board (2018) states that the branded generic pharmaceutical
market is more profitable than the branded market, and that this trend is anticipated to pick up
speed due to rising government purchases of these brands and general price sensitivity in the
market (Kenya Pharmaceutical Sector Profile Report 2019). Cap 244 of the Kenyan laws
(Pharmacy and Poisons Act 2002) governs the pharmaceutical industry in Kenya. This governs
Kenya's entire pharmaceutical product import, production, marketing, storage, and distribution

chain.

Consequently, pharmaceutical products are divided into three categories based on how patients
use them; over-the-counter (OTC) medications, which are availablein pharmacies and
supermarkets; pharmacy-only medications, which are found in pharmacies,and’are administered
by pharmacists with training; and, lastly, prescription-only4medications, which can only be
obtained through properly executed physician prescriptions (KenyayPharmacy and Poison Board

(PPB, 2021).

Local pharmaceutical manufacturing industrygis faeing stiff competition from peers and from
importers (KAM 2021); a local firm is one that iSikegistered in Kenya (UNIDO, 2019). Most of
the local firms are mostly family-controlled firms;'among them include Cosmos pharmaceuticals,
Dawa Limited, Regal pharmaceuticals, &Njimia pharmaceuticals and Universal Corporation
Limited. Most of these firms, areylocated,within Nairobi and its environs. These manufacturing
concerns produce a wide‘varietyhof pharmaceutical products which are off-patent drugs which
are similar with a little differeneein formulation with branded original products. They repackage
formulated medi€ines and process bulk drugs into doses using imported active pharmaceutical
ingredients (APIs) (Kénya Association of Manufacturers, 2017). The financial performance of
these local pharmaceutical firms is obscure in nature, since they are not strictly mandated to
publish their annual financial reports. Additionally, these pharmaceutical firms are performing
below per because of outdated distribution channels, pricing wars, lack of organizational

protocols on products quality specifications and uncoordinated product campaigns (KAM, 2017)

The local pharmaceutical manufacturing industry in Kenya is facing tough competition from
both local peers and importers. A number of these regional producers of pharmaceuticals actively

participate in globally acknowledged process enhancements, such as adhering to WHO-GMP
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guidelines. The majority of them are currently improving their procedures in order to obtain
WHO-Geneva recognition status, which may pave the way for financing from foreign donor
organizations. Universal Corporations Limited, for instance, is one of only two companies in
East Africa to have obtained WHO-Geneva prequalification for its anti-retroviral products in

2011 (UNIDO 2019).

1.3 Statement of the problem

The 4.3% growth rate in the global pharmaceutical market in 2020, a figure mueh lower than the
average rate of the previous ten years, exemplifies the sharp decline afi sales growth that the
pharmaceutical industry has experienced in recent years (LaermanngNguyen &Blackfish, 2021).
According to Vugigi (2020), pharmaceutical sales in Kenya deereased frtom» 3% in 2019 to 3%
in 2020. The decline in pharmaceutical sales is not confined'to pattiéular regions of the world; it
also affects developed markets such as North America, and Europe, where pharmaceutical
companies struggle with sales stagnation brought enby patent expirations, growing competition
from generic pharmaceuticals, and pressure fromphealtheare organizations to maintain prices
(Gurgula, 2020). Furthermore, pharmaceutical,companies face particular difficulties in emerging

markets like Africa with regard to the affordability and accessibility of healthcare.

The pharmaceutical industry in, Kenya is experiencing a decline in sales performance, which
indicates that, among other things, the'sector is not meeting standards for product quality, is not
adhering to good manufacturing practices, has outdated distribution channels, follows poor and
unregulated pricing protocols), and so on (UNIDO, 2019). The individual pharmaceutical
companies must ereate and put into effect a supportive framework policy in terms of marketing
mix strategies dmpordenito accelerate sales growth (Kenya Pharmaceutical Industry Report, 2019).
Pharmaceuticalémanufacturing players need to develop effective marketing mix strategies by
clearly understanding how optimal sales can be achieved. This would help them achieve higher
sales achievement while minimizing costs, which would improve the efficiency of their
organizational operations. Kenyan pharmaceutical manufacturing companies must assess their
marketing mix strategies, which include, competitive pricing, effective promotion, efficient
distribution channels, and new product development techniques effectively in order to improve
their market share, boost sales, gain a competitive edge, and ultimately boost organizational sales

performance (KAPI, 2023).
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While previous studies have investigated marketing mix strategies in various contexts, they
present several methodological gaps. Gituma (2017) analyzes the effect of marketing mix
strategies on sales performance at Unga Feeds Limited, but its single company focus limits the
generalizability of the findings. Kisaso (2017) studied SMEs' marketing strategies, but the results
are not directly applicable to the pharmaceutical sector. Ndumia (2020) focused on commercial
printing businesses, with challenges including skewed sampling and irrelevance to

pharmaceuticals.

Recent studies by Weru (2018), Omondi and Adhiambo (2018), and Oydele and Bett (2017)
explored different aspects of the pharmaceutical industry. However, these studies employed case
study designs and focused on broader strategic management issues {father than specific marketing
mix elements and their direct effect on sales performancef The current study employed a
descriptive research design with a larger, more represehtative sample that provided a more
comprehensive analysis. Lastly, previous studies lacked)detailed conceptualization of how
individual marketing mix elements specifically affeet sales performance. The current study filled
these gaps by examining the effect of marketing mix strategies on sales performance among

pharmaceutical manufacturing companies in Nairobi County, Kenya.

1.4 General Objective

The general objective of this stady was to determine the effect of marketing mix strategies on

sales performance am@ng phasmaecutical manufacturing companies in Nairobi County, Kenya.

1.4.1 Specific Objectives

The research wasyguided by the following specific objectives;

i.  To assess the effect of pricing strategy on sales performance among pharmaceutical
manufacturing companies in Nairobi County, Kenya.
ii.  To analyze the effect of product development strategy on sales performance among
pharmaceutical manufacturing companies in Nairobi County, Kenya.
iii.  To evaluate the effect of promotion strategy on sales performance among pharmaceutical

manufacturing companies in Nairobi County, Kenya.
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iv.  To examine the effect of place strategy on sales performance among pharmaceutical

manufacturing companies in Nairobi County, Kenya.

1.5 Research Questions
The study addressed the following research questions;

i.  What are the effects of pricing strategy on sales performance among pharmaceutical
manufacturing companies in Nairobi County, Kenya?
ii.  How does product development strategy affect sales performane€ among pharmaceutical
manufacturing companies in Nairobi County, Kenya?
iii. In what ways does promotion strategy affect the, “sales) performance among
pharmaceutical manufacturing companies in NairobiCounty, Kenya?
iv. What are the effects of place strategy ,on sales gperformance pharmaceutical

manufacturing companies in Nairobi County, Kenya?

1.6 Justification of study

The urgent problem of pharmaceutical manufacturing companies in Nairobi County, Kenya,
having suboptimal sales performance was¢the focus of the study. Empirical data highlighting a
concerning decline in pharmaceuticalisales growth within the region highlights the significance
of this problem. According, toprecent statistics, there has been a significant decline in
pharmaceutical sales“growth from’ 13% in 2019 to 3% in 2020 (Vugigi, 2020). The financial
sustainability offpharmaceutical companies is at risk due to the notable downturn in sales growth,
which also haspwidenimplications for public health and the availability of necessary medications

in Kenya.

In the face of these challenges, there are critical chances and policy factors that emphasize the
significance of studying the effect of marketing mix strategies on sales performance in the
pharmaceutical market in Kenya. The unique market dynamics and consumer behaviors in
Kenya require customized marketing approaches. It is essential to comprehend the intricacies of
marketing mix strategies in this setting in order to create successful sales strategies that connect

with local consumers and promote growth. Furthermore, there are plenty of opportunities for
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pharmaceutical companies to profit from among the difficulties. These include the rise in
consumer health awareness, the need for healthcare services, and government programs to
increase access to necessary medications. Pharmaceutical companies can take advantage of these
opportunities, increase their market share, and boost sales in the Kenyan pharmaceutical market

by implementing marketing mix strategies effectively.

The pharmaceutical manufacturing companies in Nairobi County will thus gain useful
guidance and understanding from this research to enhance their marketing strategies, expand
their customer base, and increase revenue. The research findings would alsephave an effect on
specific policy areas that are relatedto product registration, prieing, and)» distribution

in Kenya's pharmaceutical market.

1.7 Significance of the study

The purpose of the study was to examine how Nairobi, County manufacturing pharmaceutical
companies' sales performance is affected by their use ofymarketing mix strategies. Notably, this
study would be helpful to those who are intepested “impaddressing issues of suboptimal sales
performance and making the most of opportunities telated to the sales performance of Nairobi's
pharmaceutical manufacturing sectofiy Fh€ following groups would be affected practically by the

study's findings.

1.7.1 Pharmaceutical manufacturing industry

Based on the results €of ‘the study, Nairobi County pharmaceutical manufacturing companies
should concentrate, on improving their distribution networks in order to guarantee prompt and
effective ppoduct “deliVery. As part of this, they should invest in cutting-edge logistics
technologies “and \establish solid alliances with dependable distributors. Pharmaceutical
manufacturers in Nairobi County should incorporate a variety of marketing communications
channels, including advertising, personal selling, and sales promotions, to optimize the impact of
their promotional initiatives. According to the study's findings, managers of pharmaceutical
manufacturing companies in Nairobi County must constantly evaluate their pricing strategies in
order to stay competitive and meet market demands. The study also offer recommendations
regarding how pharmaceutical companies should inform their customers on a regular basis about

new product offerings, variations, and ways to enhance their current offerings to increase sales.
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1.7.2 Researchers and scholars

Researchers, scholars, and marketing experts should work with the pharmaceutical
manufacturing industry to gain practical evidence, expand their knowledge base, and collaborate
with the study's findings. As a starting point for future research, the study results will most likely
be included in the literature review as well. The precise impacts of digital marketing tactics on
pharmaceutical sales performance should be the subject of future studies. Examine the ways in
which various digital platforms, like social media and e-commerce sites affect consumer
interaction and sales results. Further research ought to examine the efficacy of\different pricing
strategies in diverse market segments and geographical areas, encomp@ssing competitive and
penetration pricing. Pricing strategies can be optimized by taking.intopaccount the effect that

these strategies have on sales performance.

1.7.3 Policy Makers

Nairobi County businesses that manufacture pharmaecuticalsfought to interact with policy
makers to provide an enabling business environment that“lower operating costs and make it
easier for new products to enter the market, They ought,to advocate for government assistance
for domestic manufacturing and push for taxybreaks on imported APIs. It is imperative that
policymakers implement policies ¢that®are conducive to the competitive advantage of
pharmaceutical manufacturing, cCOmpanies“and curtail their expenses. The Nairobi County
pharmaceutical manufacturingyindustry should also collaborate with regulatory organizations to
expedite and simplify the regulatofy procedures for product approval and market entry so as to

optimize on sales objectives.

1.8 Scope of the study

This study focused on examining the sales performance among 20 pharmaceutical manufacturing
companies exclusively in Nairobi County, Kenya, with a time scope from January 2024 to June
2024. The research was confined to the pharmaceutical manufacturing sector and excluded
markets outside Nairobi County and companies involved in wholesaling and retailing
pharmaceutical products. Methodologically, the study employed a descriptive research design,
utilizing semi structured questionnaires distributed to a sample of 94 respondents selected
through simple random and purposive sampling techniques. The analysis covered key aspects of

the marketing mix; pricing strategies, product development strategies, promotion strategies, and

10



St. Paul’s University Repository

place strategies, to assess their effects on sales performance among pharmaceutical

manufacturers within Nairobi County, Kenya.

1.9 Assumptions of the study

The study assumed that the pharmaceutical companies in Nairobi County employed the
marketing mix strategies identified in the research, including pricing, product development,
promotion, and place strategies. It was also assumed that participants were aware of the purpose
and implications of these strategies and were capable of providing accuratetinformation. The
study further assumed that the sample size selected was appropriate for yielding meaningful
insights into the effect of marketing mix strategies on sales perfommanee. Itiwas assumed that
respondents answered the questionnaires honestly and transpatently. The,researcher maintained
strict confidentiality and encouraged participants to prowide §in€erc and honest responses,

facilitating the accuracy and reliability of the study's findings

1.10 Limitations and Delimitation of the study

1.10.1 Limitations of the study

Many limitations were faced by the teseasch study. To collect primary data, semi-structured
questionnaires were employed; €nitially, €g€sponding to the questionnaires took some time,
especially for those respondentsiwithdbusy schedules. The researcher circumvented this by
allowing respondents withfydemanding schedules ample time to finish the email-based
questionnaires and provide valuable information that answered the research questions. Due to
differences in tgheir understanding and what was practically applicable to their organizational
settings, respondentsiinitially interpreted closed-ended questions in different ways. By explaining
the terms usedgthe researcher overcame this difficulty through facilitating the respondents'
ability to adequately understand the research questions. In order to overcome the challenge of
respondents struggling to provide concise answers to open-ended questions that demanded
thorough answers, the researcher gave them enough time to consider their answers and provide

well considered responses.
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1.10.2 Delimitations of the study

This research study focused specifically on pharmaceutical manufacturers located in Nairobi
County, Kenya; the study did not extend to other pharmaceutical manufacturers located in other
counties or regions of the country. This provided an excellent opportunity to carry out an in-
depth analysis that is focused to a particular region. The study did not extend to include other
products other than pharmaceuticals. This research did not extend its study scope to include other

closely related contexts like pharmaceutical supply chains, pharmaceutical distributorship and

pharmaceutical retailing in Nairobi County. «
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This section reviewed the literature related to marketing mix strategies on sales performance
among companies manufacturing pharmaceutical products in Nairobi County, Kenya. This
chapter also reviewed relevant theories that informed the study, empirical reviews were also

looked into, conceptual framework was considered and finally research gaps were:also analyzed.

2.2 Theoretical Review

The study employed four foundational theories; the Markétingymix theory, the Response
hierarchy theory, the Depot theory of distributions “and ‘the “Diffusion of Innovation theory.
Together, these theories provided a robust framework for determining the effect of marketing
mix strategies on sales performance among phatmaecutical manufacturing companies in Nairobi

County.

2.2.1 Marketing Mix Theory

Marketing mix theory, initially mtrodu€éd by Borden in 1965 and later refined by Kotler and
Keller (2006), remains a ¢€ernesstone of marketing strategy. The theory, which organizes
marketing activities around the 4Ps; product, price, promotion, and place has been instrumental
in guiding busin@sses in their efforts to effectively market goods and services. Gronroos (1994)
further devéloped the,theory to accommodate evolving market dynamics, emphasizing the need
to align marketing)strategies with customer desires, habits, and psychological profiles (Blut,
Teller & Floh, 2018). This review critically evaluates the application of marketing mix theory to
the pharmaceutical industry, particularly focusing on its relevance to the sales performance of

pharmaceutical manufacturers in Nairobi County, Kenya.

The traditional 4Ps framework has historically been effective, especially in economies dominated
by physical products (Gronroos, 1994). However, the complexity of the pharmaceutical industry,

with its strict regulations, ethical considerations, and extended sales cycles, presents unique
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challenges. In response to these challenges, the marketing mix has evolved to include additional
elements often referred to as the extended Ps which encompass people, processes, and physical
evidence (Kraak et al., 2017). These additional elements are particularly relevant in industries
like pharmaceuticals, where the consumer's trust in the product is critical and the interaction

between the customer and the company is more complex.

In the pharmaceutical industry, the "product" component involves more than just the physical
drug; it also includes aspects like drug efficacy, safety, and compliance with regulatory
standards. Pharmaceutical companies in Nairobi County, for instance, nfust ensure that their
products meet these stringent criteria to build trust with healthcare professionals and consumers.
The "price" element is equally nuanced in this industry, as pri¢ing strategies must consider
factors such as government regulations, insurance reimbursément pelicies, and the financial
capacity of different market segments. A well-designéd. pricing ‘strategy can significantly
influence market demand, positioning the company“fayourably within the market (Kotler &

Keller, 2006).

"Promotion" in the pharmaceutical context‘@fteniincludes advertising through medical journals,
sponsorship of medical conferences, @nd direct¥imarketing to healthcare professionals. These
promotional activities are critical,in influencing the choices of doctors and pharmacists who, in
turn, affect consumer decisionsyHoweyver, this aspect of the marketing mix is constrained by
regulatory restrictions thafilimitydirect-to-consumer advertising in many regions (Fulone et al.,
2023). This regulatory environment necessitates a more strategic approach to promotion, where
pharmaceutical gébmpaniesymust rely heavily on building strong relationships with healthcare

providers andgleveraging educational campaigns to ensure product awareness and acceptance.

The "place" or distribution strategy in the pharmaceutical industry involves ensuring that drugs
are available where and when they are needed, which is particularly important in a region like
Nairobi County. Effective distribution channels must consider factors such as the shelf life of
drugs, the need for proper storage conditions, and the geographical spread of healthcare facilities
(Kumar & Srilekha, 2023). Pharmaceutical companies must select and manage distribution
partners who are capable of maintaining the integrity of the products from the point of

manufacture to the end-user, thereby optimizing sales performance.
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Despite its usefulness, marketing mix theory has limitations when applied to the pharmaceutical
industry. The traditional 4Ps framework does not fully capture the complexities of marketing in a
sector where decisions are influenced not just by consumers, but also by a wide range of
stakeholders including healthcare providers, regulatory bodies, and insurance companies. For
instance, the influence of healthcare professionals on drug sales presents a challenge to
traditional consumer-focused marketing strategies (Purcarea, 2019). Furthermore, the impact of
government health policies, such as the regulation of drug prices and the approval of new
treatments, can significantly alter the effectiveness of traditional marketing tactics (Kumar &
Srilekha, 2023). These dynamics require a more sophisticated approach that incorporates
elements beyond the traditional marketing mix, such as patient outcomes and, value-based care

models, which are increasingly important in the healthcare industry.

Moreover, the growing emphasis on patient-centred cdte necessitates a shift in marketing
strategies, where the focus moves from merely driving ‘Ssalesyto improving patient outcomes
(Edgman-Levitan & Schoenbaum, 2021). This shifteomplicates the application of marketing mix
theory, as pharmaceutical companies must nowjintegratéypatient education, adherence programs,
and value-based pricing into their marketing, strategies, elements that are not traditionally

covered by the 4Ps framework.

In terms of consumer focus, it 1Siessential to recognize that while healthcare professionals play a
crucial role in the pharfiaceutical \purchasing process, the end consumers-the patients are
ultimately the ones 4vhohuse' the products (Mosadeghrad, 2014). Therefore, pharmaceutical
companies in Naitobi County must develop marketing strategies that not only target healthcare
providers butpalsotaddiess the needs and concerns of patients. This dual focus ensures that
marketing efforts‘are comprehensive and effective in driving both prescriber recommendations

and patient adherence.

2.2.2 The Response Hierarchy Theory

The response of hierarchy theory was developed by Lavidge and Steiner (1961). It provides
insight into how different advertising approaches influence consumer decision making processes
and ultimately sales performance. By examining consumer responses according to cognitive,
affective and behavioral stages, this theory can explain the effectiveness of different promotional

strategies used by pharmaceutical manufacturers in Nairobi County.

15



St. Paul’s University Repository

This approach, which includes essential phases such as product shipment, advertising, and
acquisition, is crucial for raising consumer awareness. According to Lavidge and Steiner (1961),
the consumer journey involves progressing through six steps: awareness, knowledge, preference,
conviction, and ultimately, acquisition. Marketers should aim to guide a substantial number of
clients to the final stage of the purchase by employing innovative techniques, as Lavidge and
Steiner (1961) argue that there is a hierarchy of impacts where the number of customers typically

decreases from one level to the next.

The Response hierarchy theory provides valuable insights into how consumiets make purchasing
decisions based on the nature of the product and the level of involvementtequiredr This theory
outlines different sequences of consumer decision-making: leatn-feel-do, do-feel-learn, and

learn-do-feel, each corresponding to specific types of products@nd eonsumer interactions.

First, the learn-feel-do sequence is most effective for produets that ‘are highly differentiated and
require significant consumer involvement. For instancey purchasing a house falls into this
category. The decision to buy a home inVOlvesy aisubstantial financial and emotional
commitment, and the process typically beg@ins with the consumer gathering information about
different options (learning). After ¢valuatingthe alternatives, the consumer develops an
emotional preference for a specific property (feeling), and finally, makes the purchase (doing).
This sequence reflects the thoroughhand deliberate nature of the decision-making process for
high-involvement productSywhere the differences between options are significant (Lavidge &

Steiner, 1961).

Second, the deg-fecl-learn “sequence applies to products that, while requiring high consumer
involvement, offer little"differentiation between options. An example of this is the purchase of
plane tickets. Consumers often make quick decisions based on practical considerations such as
flight schedules, prices, and airline reputation (doing), and then form feelings about their choice
(feeling), and only afterward may they reflect on their decision by gathering more information
about the airline or their flight experience (learning). This sequence acknowledges that, even
when product differentiation is low, the consumer's decision-making process remains highly

involved due to the nature of the service (Lavidge & Steiner, 1961).
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Finally, the learn-do-feel sequence is suited to products that require low consumer involvement
and have little differentiation, often referred to as fast-moving consumer goods (FMCGs). Sugar
is a prime example. In this case, consumers typically become aware of the product's availability
(learning), make the purchase with minimal deliberation (doing), and only later may they
develop a preference or emotional connection to a specific brand (feeling). The low level of
involvement and differentiation means that the decision-making process is quick and often based

on convenience or price rather than brand loyalty (Lavidge & Steiner, 1961).

Understanding these sequences allows marketers to tailor their strategieS“te align with how
consumers interact with different product categories, thereby enhancing theeffectiveness of their

promotional efforts and better influencing consumer behaviour.

Stages of Response Hierarchy of effect

Cognitive stage Awareness

Knowledge

Affective stage ‘
Liking

|

Preference

Conviction

Behavior stage

Purchase

Fig: 1
Response Hierarchy model
Source: (Kotler et al. 2009) Pg. 462

According to the figure, the classification of products as low-involvement and low-

differentiation is contingent upon the type of product. For instance, while the Response hierarchy
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theory might categorize some products as low-involvement and low-differentiation, this
categorization is more complex when applied to pharmaceuticals. The level of consumer
involvement in purchasing medication often varies significantly depending on the type of drug.
For critical or prescription medications, the purchase process is typically high-involvement due
to the direct impact on personal health and well-being. Consumers are likely to invest significant
time and effort into understanding the medication, evaluating options, and consulting healthcare
providers, even when the product itself may seem low-differentiation, particularly in the case of

generic drugs (Rajiah, Sivarasa & Maharajan, 2021).

However, for over-the-counter (OTC) medications, the situation mightydiffés, OTC drugs can
sometimes be viewed as low-involvement purchases, especiallypwheén the ‘€¢onsumer is familiar
with the product and perceives minimal risk. In such cases, diffctentiation between products may
appear low, as consumers may choose based on convenience o brand familiarity rather than
detailed comparison. Nonetheless, even for OTC medications, the potential health implications
of the drug choice can elevate the involvement level, making the consumer decision process

more complex than for other low-differentiation products (Kotler et al., 2009).

Advertising decisions for these products significantly impact their sales performance. Customers
typically gather information, about pharmaceutical products from various sources, including
advertisements, brochures;rand sales\promotions, before making a purchase. After purchasing,
they evaluate their eXperiencé with the product. A positive experience often leads to repeat
purchases, whilefa negative cxperience drives consumers to seek alternative products from

competitors(iotleret ak, 2009).

This theory provides a relevant and significant approach in a analyzing the sales performance
among companies manufacturing pharmaceutical products within Nairobi County.
Pharmaceutical manufacturing companies would be able align their promotional strategies that
would eventually provide a sustained brand visibility. The approaches include, personal selling
to health care prescribers, Advertisement via medical journals, medical magazines sponsorships

of medical events, and sales promotion by use of samples so as to create product visibility in the

18



St. Paul’s University Repository

competitive pharmaceutical market place and boost overall sales of the organization (Lavidge &

Steiner, 1961).

Although the response hierarchy theory is comprehensive in consumer decision making, it has
several limitations. Its linear model oversimplifies the complexity of consumer behavior and
often overlooks the non-linear and multifaceted nature of purchase decisions, which are
influenced by various factors such as emotions and situational context (Schiffman & Kanuk,
2010). Furthermore, the fact that the theory does not consider contextualgfactors and post-
purchase behavior limits its predictive power and applicability to real-world marketing scenarios
(Kotler & Keller, 2016). Additionally, it ignores cultural and individu@l, diffézences in consumer
responses, leading to general assumptions that may not apply across, populations (Solomon,
2017). Although response hierarchy theory provides a basic framework{its limitations emphasize
the importance of combining complementary theoriesh andf methodologies to gain a more
comprehensive understanding of sales performance, and ‘eonsumer behavior in a marketing

context (Kotler et al., 2009).

2.2.1 Depot theory of Distribution

Aspinwall developed the Depot theery efidistribution in 1958. According to the theory, goods
move to consumption at a rate détermined by the exchange needs of the end consumer. Depot
theory of distribution can bejapplicdyto”analyze how location strategies such as distribution
channel planning and logisticSynanagement affect sales in the pharmaceutical industry in Nairobi
County. This theory “eéxamines the role of central warehouses, distribution networks and

inventory management in optimizing drug market access and maximizing sales efficiency.

As Aspinwalli(1958) specified, the rate of substitution is inversely proportional to gross margin,
required services, search time and consumption time. Thus, knowing the displacement velocity
provides information about other characteristics that determine the flow rate. The issue of which
stores in an organization (including manufacturers, distributors, wholesalers, retailers,
households) hold and change inventory, as discussed by Bucklin (1965), delay and speculation
theory. Alderson (1965) developed the delay component, arguing that changes in products and
inventory should be delayed to the last possible point in the marketing link to reduce risk.

Bucklin (1965) added a theory of the effects of speculation that changes in form and inventory
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ownership should be made as early as possible in the market flow to exploit economies of scale.
Thus, speculation exploits the lower costs of early modification of goods to achieve economies
of scale, leading to mass production, while delay reduces risk by modifying goods later to

segmented demand, leading to today's mass customization.

The Depot theory of distribution tries to explain how the movement of goods can be accelerated
(location strategy) to meet customer demand (Bowersox & Closs, 1996). This theory is related to
the study as it aims to identify the best distribution channels (location strategies) that these
pharmaceutical companies in Nairobi County can leverage on to distsibuite\pharmaceutical
products to customers in the shortest possible time. The depot theory“of distribution is an
appropriate approach that can be used to analyze the sales of pharmageutical companies in
Nairobi County. This is an important theory that develops€the location strategy approaches
adopted by these companies. This is so that companies, €an takeyadvantage of this theory by
developing an effective placement strategy that alignSiwith, théforganization's marketing goals.
This overall marketing strategy would take into, ac¢eunt, factors such as drug shelf life, storage
requirements and delivery system needs (Ballow, 2004), With the depot theory of distribution,
these pharmaceutical manufacturers can also“¢hoose experienced channel partners to distribute
pharmaceutical products, to optindizeytheir sales performance. It would also strengthen
collaborations and joint venturéjactivities“such as customer service management systems,
product portfolio training, and logistics management systems and provide refresher training,
promote sales of phammaceutieal“products and improve the overall sales performance of the

organization (Christopher; 2016).

The depot gheoryhofd@distribution provides valuable information for the optimization of
distribution netwotks, but faces several limitations that prevent its application in modern supply
chain management (Mentzer et al., 2001). Its static nature and overly simplistic assumptions may
not effectively adapt to dynamic market conditions, changing customer preferences and logistical
complexities in a real distribution environment. Additionally, the theory's reliance on centralized
warehouses and predetermined routes can limit flexibility and responsiveness to unexpected
disruptions or changes in demand (Harrison & van Hoek, 2011). In addition, the assumption of
homogeneity of market demand ignores different preferences and buying behavior in different

markets, which requires more tailored and adapted distribution strategies. As supply chain
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operations evolve with technology and logistics practices, companies must complement
traditional theories such as Depot theory with a more agile and flexible approach to distribution

management systems to meet the demands of modern logistics environments (Coyle et al., 2016).

2.2.2 Diffusion of Innovation theory

In his book, Rogers (2003) describes the diffusion of innovation theory as the pattern and speed
at which new ideas, practices, and products spread through the population. This theory
conceptualizes an idea or how an object gathers energy and spreads through an articulated
population or social setting (Rogers, 2003). For Rogers (2003), adoption is‘the decision "to take
full advantage of an innovation as the best possible course of action" and'rejection 1$'the decision
"not to accept the innovation" (p. 177). Innovation theory can be applied tounderstand how
product development strategies affect sales performance by stadymg the introduction and
diffusion of new pharmaceutical products. This theory“considets imnhovation characteristics,
communication channels and social dynamics to analyze howaproduct development initiatives

contribute to sales growth in pharmaceutical companies in Nairobi County.

Rogers (2003) explains that diffusion is "thejprocess'by which an innovation is transmitted over
time through various channels betweeft membersiof a social system" (p. 5). In this context, the
four main components of innovation diffusion are innovations, communication channels, time,
and the social system. The stagesyofiinnevation adoption and diffusion include awareness of the
need for the innovationthe ‘decision” to accept or reject the innovation, initial use of the
innovation to test itg{andycomntinmous use of the innovation. Five main factors influence the
adoption of inngyations, and these factors affect the five user categories to varying degrees. The
five categoues, oftadopters are innovators, early adopters, early majority, late majority, and

laggards (Rogers;2003).

The urge to try a new product before everyone else does is a defining trait of innovators. Those
that welcome change and are at ease with new concepts are considered early adopters. People
who accept innovations ahead of the typical person are known as the early majority. A trait of the
late majority is their resistance to change; they don't embrace innovations until the majority of
people have done so. The last group to adopt new technology is the laggards, who are extremely

conventional and conservative and are the hardest to persuade (Rogers, 2003).
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This theory is relevant to this study because it can be used to determine how a pharmaceutical
company can align its product strategy with best manufacturing practices that follow standard
operating procedures required by the company, which include product quality standards and
advanced implementation of R/D methods, product differentiation strategies and product
branding (Rogers, 2003). If a drug manufacturer implements all these requirements at an early
stage, it is sure to produce products that attract customers. An innovative product inevitably
attracts a huge customer base and thus increases sales revenue (Kurtmollaiev, 2022). Thus, this
theory provided an important approach to analyze how pharmaceutical manufacturing companies
in Nairobi County can adopt cutting-edge technologies in manufacturingdnnovative products that

attract a large consumer base, ultimately increasing sales volume.

To sum up, the Diffusion of Innovation theory provides, insightfuljinformation about how
innovations spread, but it may have limitations in some gifuations and may not fully capture the
role that organizations play in the process of change, taking it less applicable to research on
how innovations are implemented within orgamizationsy(Garcia-Aviles, 2020). Moreover, the
theory may not take into account all the subtleties, and complexities of innovation diffusion, such

as the influence of homophily and socialties onthe tate of diffusion.

The fact that this theory has céttain drawbacks must also be acknowledged. Firstly, a large
portion of the research comeSyfrom,matketing theory. The theory is therefore context dependent
rather than broadly predictivéydueyto the ensuing conflict of assumptions (Garcia-Aviles, 2020).
Furthermore, the theory fails to incorporate the mutually reinforcing effects of the various
contexts and domains thatynearly all emerging technologies function within (Kurtmollaiev,
2022). As a result, ‘although each central box includes a key justification for non-adoption, it
does not clarifyghow this justification relates to or differs from other factors. The innovation
research tradition finds value in this as it offers a step-by-step framework for strategic decision-
making. However, sociologists might consider these explanations excessively straightforward

without taking the system as a whole into account.
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2.3 Empirical Review

2.3.1 Pricing strategy and its effect on sales performance

A number of empirical studies have investigated the effect of prices on pharmaceutical sales
performance. Abdel and Mohamed (2017) conducted a cross-sectional study that analyzed the
pricing strategies of different pharmaceutical manufacturers and the corresponding data on sales
of pharmaceutical products in developing countries. The results showed a positive correlation
between competitive pricing and higher sales volumes. Manufacturers that used competitive
pricing strategies saw increases in market share and revenue for their dstigyproduct offerings.
This study is more general so the results may not be applicable te ‘theaKenyam context. In
addition, the cross-sectional study design did not use an appfopriatenapproach because it
measures data at a single point in time. The current study comipared pricing strategies and sales
performance of pharmaceutical products across diffexént pharmaceutical manufacturers in

Nairobi County.

In contrast, the study by Johnson and Patel (2019)yused ‘@aylongitudinal approach to examine the
impact of price changes on sales developmént,over time. They found that significant price cuts in
pharmaceutical products led to short-tefmpsales gtowth, but in the long term, excessive price cuts
were associated with reduced profitability and\potential quality problems. This study highlighted
the importance of finding a balanee between pricing strategies that attract customers and
maintaining profitability fos continued sales success. Although the study notes the short-term
effects of a significafit pticéteduction on sales growth, it does not delve into the long-term
causes of the drop,in profit and possible quality problems. In addition, a longitudinal approach
requires a lange samplegto be significant, and they are expensive, so they can take a long time to
conclude. This“stady focuses on the mechanisms that lead to these results and how drug
manufacturers find the optimal balance between attracting customers through competitive pricing
and maintaining profitability to achieve sustained sales performance. The study uses descriptive
research that is easy to describe, explain and explain. The current study focused on the
mechanisms that lead to these outcomes and how pharmaceutical manufacturers strike an optimal
balance between attracting customers through competitive pricing and maintaining profitability
for sustained sales performance and adopted a descriptive research design that was easy to

describe, explain and validate research findings.
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In an experimental study by Gupta and Lee (2020), different pricing strategies for
pharmaceutical products to understand consumer behavior involved presenting participants with
different pricing scenarios and measuring their purchase decisions. The results showed that a
moderate price reduction compared to original brand drugs had a positive effect on consumer
purchasing behavior and led to an increase in drug sales. However, the study did not examine the
psychological or economic mechanisms that lead to this behavior. Understanding the specific
reasons why consumers respond favorably to moderate price reductions compared to original
brand drugs would provide valuable information for drug manufacturers seeking to optimize
their pricing strategies. Second, the challenge of applied experimental ré€search i, that it cannot

control or manipulate external variables, thus affecting the validity of thésstudyyand its results.

In addition to the direct effect of pricing on sales performaneg, few studies have examined the
effect of pricing strategies on consumer perceptions of pharmageutieal'products. Chang and Kim
(2021) conducted a survey-based study to investigatey how prices influenced consumer
perceptions of drug quality and efficacy. The results,shewed that prices had a significant effect
on consumer perceptions when cheaper drugs‘were associated with lower quality. This finding
highlights the importance of considering pricepereeption and its effect on consumer purchasing
behavior. However, this study did @wotyfiitther investigate the reasons why cheaper drugs are

associated with poorer quality, whieh is the'focus of this study.

2.3.2 Product development strategy and its effect on sales performance

According to Johnson et‘al. (2018) on a longitudinal analysis of new product introductions and
their subsequentsales development by pharmaceutical companies. The results showed a positive
correlation betweemtheyfrequency of new product launches and increased sales. Manufacturers
who actively“invested in new product development projects experienced better acceptance and
customer loyalty, Which led to better sales. However, the study did not clarify the specific factors
or mechanisms driving the positive relationship between new product developments and
increased drug sales. The purpose of this study is to understand the specific characteristics of

new product development that lead to better market acceptance and customer loyalty.

In contrast, a study by Patel and Lee (2019) examined the effect of specific new product features,

such as enhanced formulations or extended-release versions of existing medicines, on sales
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performance. The research involved a comparison of sales data before and after the introduction
of these new product variations. The findings indicated that novel product developments that
offered improved patient convenience or therapeutic benefits were associated with increased
sales and market share. However, the study did not delve deeper into the underlying reasons for
this relationship. This study explored the underlying mechanisms, considered contextual factors,
and investigated marketing strategies for optimizing the sales performance of novel product

developments in the pharmaceutical industry.

Gupta and Chang (2020) carried out a comparative study of pharmacettical eompanies with
variable drug R&D investments to analyze the relationship betwieen R&D spending and
subsequent sales. The results showed that higher research and develepment mvestments were
positively correlated with better sales results, which shows, the impeftance of innovation and
continuous product development in the success of pharmaceutical sales. This current study
examined in depth the innovations, improvements @1 ‘€empetitive advantages that result from

increased R&D investment and positively affectdrugisales.

In addition to the direct effect of new produet, development on sales performance, few studies
have examined the role of marketing aetwvities in promoting new drugs. For example, Lee and
Mohamed (2021) conducted a_survey-baseéd study to evaluate the effectiveness of marketing
campaigns and advertising€ef new drug launches. The results showed that well-executed
marketing initiatives had a‘pesitiveseffect on customer awareness and purchase intention, leading

to sales of new pharmaceutical products.

2.3.3 Promgtien strategy and its effect on sales performance

A study carried out by Chen et al. (2018) on the sales effectiveness of various promotional
techniques such as discounts, coupons, free samples and loyalty programs showed that well-
targeted and effectively implemented promotional strategies can lead to short-term sales growth
for pharmaceutical products. However, the study also showed that relying on a promotional-only
approach as a long-term strategy may not lead to sustainable sales growth, as consumers may
become accustomed to reduced prices after campaigns end and show reduced loyalty. This study
did not examine the effectiveness of specific tactics in selling pharmaceutical products. The

current study compared the effectiveness of different strategies (pricing strategies, location
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strategies, product development methods). Additionally, it also delved deeply into promotional
tactics such as discounts vs. loyalty programs or free samples vs. vouchers, word of mouth
approaches that help drug manufacturers find the most appropriate consumer behavior that

hugely influences purchase decisions.

In contrast, a longitudinal study by Lee and Wang (2019) explored the effect of continuous
promotional efforts on sales performance over time. The research showed that consistent and
well-planned s promotional activities positively influenced sales volumes fér pharmaceutical
products and contributed to maintaining customer interest and loyalty in the fong run. The study
emphasized the importance of integrating promotional strategy into anfoverallmarketing strategy

and ensuring that promotions align with broader business objectives.

In addition, a study by Kim and Park (2020) compared the&ffectivenes$of traditional advertising
methods, such as in-store promotions and direct sales,, withd digital advertising strategies,
including social media marketing and online advertising, The study found that digital advertising
strategies were more effective in reaching€a, wider yaudience, generating online sales and
increasing brand awareness. However, traditional‘advertising methods played an important role

in building relationships with healtheare,pseviders and facilitating product distribution.

2.3.4 Place strategy and its effeet on,sales performance

According to Murphy et ali¢2021) delved into the dynamics of the pharmaceutical supply chain,
focusing on the effectiof myentorypmanagement on sales performance. The purpose of this mixed
method was to uaficover the complex relationship between dispensing practices and drug sales
performanceglbJsingiqudlitative interviews and quantitative surveys, the researchers worked with
a diverse samplehof 45 pharmaceutical manufacturers operating in different regions. The
qualitative phase involved in-depth interviews with supply chain managers and sales managers to
gain insight into inventory management strategies. Afterwards, a structured survey was
conducted for a wider group of stakeholders, where the relationship between stock turnover,
stock levels and general sales development was assessed. The results of the study showed that
effective inventory management plays a key role in influencing sales results. Companies that

maintained optimal inventory minimized inventory and efficiently allocated resources to
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production saw significant improvements in sales volumes. However, this study was conducted

elsewhere and the findings may not be applicable to the Kenyan context.

A comprehensive study carried out by Zhang et al. (2022) on exploration of the role of
technology-driven supply chain innovations on the sales performance of pharmaceutical
companies aimed to assess the impact of technological advancements, such as block chain
integration and data analytics, on supply chain efficiency and subsequent sales outcomes. A
structured survey was disseminated to a sample of 60 pharmaceutical manufacturers operating
within both developed and developing markets. The survey captured datagon the extent of
technology adoption within their supply chains, as well as key performanceyindicators related to
sales performance. Additionally, qualitative interviews were conducted with select participants to
gain deeper insights into the mechanisms through which techndlogy influences supply chain and
sales dynamics. The study's findings revealed a positive,éotrelation between technology-driven
supply chain innovations and sales performance. ®Pharmaceutical companies that embrace
cutting-edge technologies demonstrated enhancedyvisibility, traceability, and real-time data
analytics capabilities. However, this study did*netlook at the challenges of technology adoption
in supply chain. This study comprehensively janalyzed the challenges and barriers that
pharmaceutical companies encountés, Whefinadopting technology-driven distribution logistics’

innovation.

A study by Oketch (2049) applied a descriptive design study to determine supply chain
performance metrics §or pharmaceutical manufacturers in Kenya. The information was obtained
through a questignnaire filled out by the respondents themselves, and there were a total of 25
respondentsgwhichicontesponds to a 78% response rate. According to the results of the study, a
total of six distinetymetrics can be used to evaluate a supply chain. These metrics include: cash-
to-cash cycle time, manufacturing flexibility, delivery performance, flawless order fulfillment,
total cost of supply chain management and e-commerce efficiency. Combining these supply
chain performance metrics has been found to lead to higher levels of overall corporate
performance. It was suggested that all pharmaceutical companies prioritize the application of
these six supply chain performance criteria to improve the overall performance of their

companies.

27



St. Paul’s University Repository

2.3.5 Marketing mix strategies and its effect on Sales Performance

A study by Kisaso (2017) examined “the impact of marketing strategies on Kenyan SMEs,
revealing that product growth strategies, promotional strategies, location strategies, and
distribution strategies positively influenced the performance of these enterprises.” However, the
study's broad scope did not provide a detailed analysis of how marketing strategies specifically
affect SME performance in Kenya. In contrast, the current study narrows its focus to understand
how these marketing strategies impact drug sales among pharmaceutical companies in Nairobi
County. Similarly, research by Gituma (2017) on “the sales performance of the marketing mix
for Unga Feeds Limited Kenya indicated that the 4Ps of the marketingdmix strategy positively
influenced sales performance.” Nonetheless, this study was limited.to‘a, single company and a

different industry, making its findings less generalizable to othemeontexts:

2.4 Conceptual Framework

A conceptual framework (Figure 2) is a model that explains\the links between the concepts or
variables employed in the investigation. A researehen, can use it as a collection of guidelines
(variables) to accomplish their objectives. The techniques that make up the marketing mix, such
as pricing, place, product development,”and sales’ promotion, are thought of as independent
variables. As the dependent variable, sales gy€le time, customer happiness, product portfolio, and
customer conversions are used toyassesstthe sales performance of pharmaceutical enterprises in

Nairobi County.
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INDEPENDENT VARIABLES DEPENDENT VARIABLE

Pricing Strategy
Market based pricing _—
Value based pricing
Volume based pricing
Cost based pricing

Product development strategy
Product quality specification

Product R/D

Product Differentiation >

Branding
Sales performance
Sales cycle duration
Customer satisfaction
Customer conversions

Promotion strategy Product portfolio performance

Advertising

Personal selling

Sponsorships —_—

Sales promotion

Place strategy 29
Distribution channels

Delivery management systems
Warehousing/Inventory

| E- commerce distribution platforms
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Fig: 2 Conceptual Framework
Source: Author (2024)

2.4.1 Pricing Strategy

Organizational decisions made to achieve the value a customérpays to enjoy or experience a
service. It determines the survival and profitability of the@€ompany (Raniel 2018). In this case,
the pricing strategy can be described as the abilityy of the pharmaceutical manufacturer to
evaluate what it receives by changing its productsy taking into account production costs,
competition, among others. These pricing strategiesy market-based, value-based, volume-based,
and cost-based, among others explain pricing Stsategy in this instance. Pricing strategy, as
defined by Imoleayo (2017), is a tactic used,by a‘business to position its products competitively
in the market. It considers a vériety oféfactors, including rival activity, market conditions,

consumer segmentation, ability to paypoperating profits and inputs, costs, amongst others.

2.4.2 Product development Strategy

Product strategy is defined by’Kotler (2005) as any tangible goods or services which can be
made availableforypurchase or use in order to meet the demands or desires of customers. As a
result, the produchis beyond being an inexpensive, packaged good that may be purchased. Drug
quality, investigation and creation techniques, product differentiation, and product branding are

used in this proposed study to illustrate product development strategy.

According to Kotler (2005), a product strategy encompasses any tangible product or service that
can be made available for purchase or use in order to fulfill the desires or requirements of the
client. As such, the item being sold is more than merely a commercially available generic

packaged good. The quality of pharmaceutical products, research and development techniques,
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product differentiation, and product branding were used in this study to illustrate the product

development strategy.

2.4.3 Promotion Strategy

In this case, promotion strategy provides the means by which customers can obtain information
about new and existing pharmaceutical products and their properties to influence their demand.
Promotional strategy works as a way to convince and inform the end users about the medicinal
properties and thus encourage them to like the products. The general sales promotion strategy for
bringing pharmaceutical products to market is explained through advertisingy personal selling,
sponsorship and sales promotion. The goal is to increase sales revenue (Gibson“€t al., 2017).
Promotional strategies include campaigns and efforts initiated (by an<erganization to raise
awareness and influence the purchasing decision of customers)to ehoose the organization's

product.

2.4.4 Place Strategy

Place or distribution is a set of interdependentpunitsinvolved in providing a product to
consumers for use or consumption (Kotler‘and Asmstrong 2010). The location strategy of this
proposed study can be considered as @ eftitical feature that allows drug availability to be used
through direct or indirect means. This groposed study explains location strategy because
pharmaceutical companies havejaceessdto distribution channels, are strategically located and
accessible in various strategic Citics with a great atmosphere where customers feel at home their

purchases.

2.4.5 Sales Performance

Sales performance is a summary of an organization's turnover not only in financial terms, but
also in terms of acquiring new customer bases, new product markets and retaining old customers
(Du and Chen, 2017). In this proposed study, consistent and high sales performance is explained
by improved product performance, shorter sales cycle time, better customer satisfaction and
better customer conversions, among other KPIs. This can lead to a higher market share, which

increases the organization's sales revenue.
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2.5 Research Gaps

The existing literature on pharmaceutical sales performance has been extensive, covering several
different aspects such as pricing strategy, product development strategy, sales promotion strategy
and location strategy, but there are important gaps in this research that require further
investigation. First, many of the studies cited in the literature are general in nature and may not
be directly applicable to Nairobi County, Kenya, hence the need to examine the local drug
market dynamics. In addition, although some studies have examined the short-term effects of
pricing strategies and the positive relationship between product developmentyand sales growth, a
deeper understanding of the long-term consequences of these strategies and theéir underlying
mechanisms is needed. In addition; existing literature lacks a comptehensive overview of sales
promotion strategy, pricing strategy, location strategy, and product development strategy. The
research must also address the challenges of implementiug technelogy in a local strategy that
includes sales logistics systems and offers solutions togegulatonys€omplexities. Addressing these
research gaps provided valuable insights tailored tQytheylocal pharmaceutical industry in Nairobi

County. They enable companies to make inforfaed décisions and optimize their sales strategies.

Furthermore, a comprehensive exploration of premotion strategy, pricing strategy, place strategy
and product development strategy ate lacKing in the existing literature. The research also
addressed challenges in technologydadoption for place strategy which includes sales logistics
systems and provides solutionsyforyregulatory complexities. Addressing these research gaps
would offer valuablefinsights; tailored to the local pharmaceutical manufacturing industry in
Nairobi Countyenabling, companies to make informed decisions and optimize their sales

strategies.
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Table 1: Research Gap Table

Author Study topic Study Findings Gaps Focus of the Current Study

Abdel & | Connections between | Competitive  pricing | Generalized The current study fills the

Mohamed (2017) | pharmaceutical pricing | correlated with higher | findings  mi by comparing and
policies and the cost, | sales. not apply: exploring pricing strategies

accessibility, and affordability

of medications for

cardiovascular disease:
surveys conducted in Lebanon

and Qatar

Kenya

nd sales  performance

among pharmaceutical
manufacturing companies in

Nairobi County.

Johnson and Patel | Effect of pricing fluctuations price | Reasons for | The current study fills the
(2019) on sales performance led to | long-term gap by  Understanding
pharmaceutical product sales | decrease in | mechanisms behind short-

increase but long-term | profitability and | term sales increase and long-

decreased profitability. | quality concerns | term effect of excessive

‘ not explored. price reductions.

Gupta and Lee | Experimenta study to | Moderate price | Specific reasons | The current study fills the
(2020) understand consumer | reductions positively | for consumer | gap by investigating reasons
behavior in response to | influenced consumer | response not | for favorable response to
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different pricing strategies for

pharmaceutical products

behavior.

investigated

moderate price reductions in

the context of

pharmaceutical product sales

Johnson et al. | A longitudinal analysis of | Frequent new product | Aspects e current study fills the
(2018) pharmaceutical ~ companies' | launches  correlated | necessitati gapy by explicitly delving
new product introductions and | with increased sales. positiv; eeply to understand factors
their subsequent sales c driving correlation between
performance new product development
and increased sales of
pharmaceutical products.
Patel and Lee | Effect of specific new product | Novel Reasons for | The current study fills the
(2019) features, such as enhanced | offerings improved sales | gap by delving deeply to
formulations or extended- features led | not deeply | understand marketing
release versions of existin sales. investigated. approaches driving increased
medicines, on sales for novel product
performance developments of
pharmaceuticals
Gupta and Chang | A compar stu of | Higher R&D | Specific The current study fills the
(2020) pharmac al &cturers investments correlated | innovations from | gap by understanding
with  varyi levels of | with  better sales | R&D innovations and competitive
investment in research and | performance. investments not | advantages resulting from
development (R&D) for explored. higher R&D undertakings in
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pharmaceutical products.

pharmaceutical product sales

Chen et al. (2018)

Effectiveness of  different

promotional techniques, such

Promotion techniques

led to short-term sales

Effectiveness of

specific sales

The current study fills the

ap by Comparing the

g
as discounts, coupons, | increase but may not | promotion tacti fectiveness of different
samples, and loyalty | ensure long-term | not comp sa promotion tactics to
programs, on sales | growth. \ identify suitable strategies
performance. % among pharmaceutical
% manufacturing companies in
Nairobi country
Lee and Wang | Impact of continuous | Consistent cific factors | The current study fills the
(2019) promotional efforts on sales | promotion contributing to | gap by delving into
performance over time sustained  sales | mechanisms behind
growth not | consistent sales promotion's
investigated. positive effect on sales over
time and its alignment with
business organizational
objectives.
Kim and Park | The efft eness Digital sales | Specific The current study fills the
(2020) tradition &otional promotion more | effectiveness and | gap by comparing the

methods, s as in-store
promotions and direct sales

force efforts,

effective in reaching
broader audience,

while traditional

synergy of

different

promotional

effectiveness of digital and
traditional sales promotional

strategies and their effect on
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methods important for | methods not | pharmaceutical products
relationships. explored. sales
Murphy et al. | impact of inventory | Effective  inventory | Study conducted || The current study fills the
(2021) management on sales | management linked to | elsewhere, p by investigating the
performance of | improved sales | findings inventory management and
pharmaceutical products performance. not a effect on sales
performance among
pharmaceutical

Zhang et al. (2022)

A comprehensive exploration

of the role of technology-

driven supply chain
innovations on the sales
performance

pharmaceutical compan

orrela ith sales

ance.

manufacturing companies in

Nairobi County in Kenya

Challenges  of
technology
adoption in

supply chain not

examined.

The current study fills the
gap by

challenges and barriers in

analyzing the

technology-driven value
chain innovations affecting
pharmaceutical

manufacturing companies in

Nairobi County

Oketch (2019)

Determi etrics

of supply ¢ erformance
among pharmaceutical

manufacturing companies in

Incorporating  supply
chain performance
metrics elevated
overall company

Study conducted
in Kenya, limited
to specific

metrics.

The current study fills the
gap by investigating on
wider scale effects of value

chain performance metrics
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Kenya.

performance.

on overall pharmaceutical
manufacturing  companies’

performance in Kenya.

Kisaso (2017)

Study to establish the effect of
marketing strategies on small
and medium enterprises in

Kenya,

Gituma (2017)

Product growth

strategies, promotion
strategies, place
strategies and piecing
strategies ~ had
constructive impa

performance o |

and
enter:prise

The scope of
study was
and \
di %o
elve
to
erstand how
the specific
marketing
strategies affect
the performance
of the small and
medium
enterprises in

Kenya.

e current study fills the
g y being more specific
ope by focusing on Nairobi
County to understand how
the respective marketing mix
sales

strategies affect

performance among
pharmaceutical
manufacturing industry

exclusively in Nairobi

Unga Feeds Limited Kenya

Established that 4Ps of
mix

had a

marketing
strategies

positive  significance

The research
study focused on
one  company,

difficulty to

The current study fills the
gap by focusing in Nairobi
region and on a cluster of
under

companies one
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impact on  sales | generalize  the | industry of pharmaceutical

performance findings to other | manufacturing sector; it was

settings be easy to generalize the

dings to other settings.

Source: (Author, 2024)
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

In this chapter, the following areas were addressed; research methodology, research design,
study target population, sample size determination, sampling method employed, methods used
for data collection, procedures for data collection, assessment of reliabulity and\validity of test

instruments, data processing procedures, and ethical considerations.

3.2 Research Design

When planning research, the general strategies adopted by, the reseateher are applied to combine
different components consistently and systematicall§handyensure’an appropriate treatment of the
research problem (Kostoska et al., 2019). According te Kethari (2004), research design refers to
the decisions made by the researcher about $¢hat, where, how and by what means will be done in
relation to the investigation or researchfCreswellyand Poth (2017) state that research design is a
set of procedures used to collect and “analyze research variables to effectively address the

research problem under study.

This current study adopted descriptive research design, the core of which was to determine and
report the true state oftatfairs without manipulating data (Cooper and Schindler, 2014). Thus, a
descriptive resegarch designwas ideal because it allowed the researcher to obtain a description of
the marketifig Strategies ‘of pharmaceutical manufacturing companies in Nairobi and their overall
sales status. Cogper and Schindler (2014) further explained that descriptive research allows the
researcher to answer the following questions; who, what, when, where and how to determine the
relationship between variables. The choice of design is significant because it allows the
information collected from the respondents to be presented with, among other things,

frequencies, percentages, average values, tables and figures.
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3.3 The Population of the Study

There are 20 registered pharmaceutical manufacturing companies based in Nairobi County.
Despite their individual operational differences, these companies exhibit several shared
characteristics that influence their day-to-day operations. According to the Kenya
Pharmaceutical Industry Association (2023), all these companies comply with the regulatory
standards established by the Pharmacy and Poisons Board of Kenya, which ensures that their
products adhere to rigorous safety and efficacy requirements. This uniform regulatory

environment establishes a fundamental quality benchmark across the sector.

Regarding drug production, these companies offer a diverse range &f,products across various
therapeutic categories. Their product lines include prescription medieations, over-the-counter
drugs, and generics. This diversity covers common treatments such as amalgesics and antibiotics,
as well as specialized drugs for chronic conditions like“diabetesy hypertension, and cancer
(Kenya Pharmaceutical Industry Association, 2023 )¢ hése companies can be categorized based
on their product focus: some specialize in generics, providing cost-effective alternatives to
branded drugs, while others focus on preprietary, medications with patented formulations.
Additionally, some companies prioritizepexporting to regional markets, while others focus on
meeting local demand (Kenya Pharmaceutical Industry Association, 2023). These distinctions
highlight the competitive and dynamic nature of the pharmaceutical industry in Nairobi County,

demonstrating how companies‘adaptito different market demands and operational challenges.

The target populationy of ‘the “study was 640 employees working within 20 registered
pharmaceuticalgnanufacturers in Nairobi County, Kenya (Kenya Association of Pharmaceutical
industry redords, 2023).»The unit of analysis for this study was the individual pharmaceutical
manufacturing company. Additionally, the unit of observation was the individual employee
within these pharmaceutical companies. Data was collected directly from administrative
managers, sales and marketing managers, medical representatives, and sales assistants. These
employees provided valuable insights into the marketing strategies and practices they use, as
well as their effectiveness in driving sales performance. Table 2 shows target population and

respective departments.

Table 2: Showing Target Population and Respective Departments
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SN Number of Employees in
Employee cadre Department
relevant Department
L. o Administration &
Administrative Managers ] 130
Operation
2. Marketing & Sales managers | Sales & Marketing 104
3. Medical Representatives Sales & Marketing
4 Sales Assistants Sales & Marketing
Total

Source: (Kenya Association of Pharmaceutica rds, 2023)

3.4 Sampling Procedure and Sam(&

Sampling is a critical proces esear
population to ensure that a

population (Creswell 8). For this study, the target population consisted of 640

involving the selection of a subset of a larger

ccurately reflects the characteristics of the entire

employees from 20 re harmaceutical manufacturing companies in Nairobi County. To

determine the le size, the study adhered to Roscoe’s rule of thumb, which recommends a
sample size e nd 500 for most research purposes (Roscoe, 1975). Using the formula
provided by N a (2000), which takes into account the coefficient of variation (Cv) and

standard error (E), the sample size was calculated as follows:

S=  N(Cv)?

(Cv)*+ (N-1) &

Where;
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S = Sample size N = is the target population Cv = Coefficient of Variation
E = Standard error
Therefore, the sample size was;

S= 640 (0.21)

(0.21)*+ (640 —-1)0.02> =94.17
Sample size was 94 respondents

To ensure that the sample was representative, a combination of,simpléyrandom sampling and
purposive sampling were employed. Simple random sampling Wwasyused to select individuals
from the list of employees working in various departmentsy related to sales, including
administrative managers, sales and marketing managersy medical representatives, and sales
assistants. This technique ensured that every, mémber of, the target population had an equal
chance of being selected, promoting representativeness (Bhardwaj, 2019). Additionally,
purposive sampling was applied to ensure that specific departments within the pharmaceutical
companies were adequately represented, particularly those involved directly with sales strategies
and performance. This approachienabledythe researcher to focus on individuals who were most
relevant to the study’s @ébjectives, providing deeper insights into the effectiveness of sales
practices within the 9pharmaceutiecal sector in Nairobi County pharmaceutical manufacturing

sector.

The sample“distfibution is shown in Table 3 below. The number of respondents selected from
each cadre was proportional to their presence in the target population. This method ensured that
each role's representation in the sample mirrored its distribution within the overall population of

employees.
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Table 3: Sample size

Category Population (N) Sample Size(S)
Medical R tati
edical Representatives 206 39
Sales and Marketing managers 16
104

Administrative Managers

Sales Assistants

Total

Source: (Author, 2024)

3.5 Data Collection Methods

Following receipt of all necessary &) from the university postgraduate directorate and
NACOSTI, the National Commai

delivered an introduction

for Science, Technology, and Innovation, the researcher

an resource divisions of the pharmaceutical companies
involved in the stud mary data, semi structured questionnaires were employed.

The questionnairgs, wh ded both closed and open-ended questions, were designed to
gather comp ive information. Research assistants administered the questionnaires using the
"drop and r"“method. Data collection commenced and concluded in June 2024. The
researcher con d follow-ups with respondents to ensure completion of the questionnaires,
utilizing email to accommodate busy schedules. Once completed, the questionnaires were

returned for analysis.

3.6 Data Collection Instruments

Semi structured questionnaires were used in the current study (refer to Appendix II). The most

appropriate survey format is a questionnaire, which is why using one for this study was essential
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due to the validity and reliability of the data. Furthermore, the questionnaires are easy to
administer and analyze. Respondents were asked to provide their opinions on the problem that

was being studied (Maxwell, 2012).

As per Kothari (2008), questionnaires yield information free from the prejudices of researchers,
rendering them the most optimal method for research. Six sections, numbered A through F, made
up the questionnaire. Demographic information was covered in Section A, and questions about
the general and particular research study objectives were covered ing the Likert-|type

questionnaire in Sections B through F.

The 5-point Likert scale utilized in the questionnaire was designed to‘€apture,varying levels of
agreement or disagreement with the study’s statements, with 1 denotinglextremely low extent, 2
low extent 3 moderate extents, 4 high extent and 5 very highlextentwas available for those who
neither agreed nor disagreed with the statements. This scale’allowed for a detailed analysis of
respondents’ attitudes and opinions by providing “@yrange)of ‘responses, which facilitated a

nuanced understanding of their perspectives on théwesearch, variables.

The respondents checked and circled the apptepriate”options that were provided to show how
much they agreed. Research assistants‘assisted in dropping and picking the questionnaires after
five days. Mailing was also used‘as a means of sending questionnaires to respondents who had
hectic schedules. Circumstarices where'respondents had not completed the questionnaires, polite

reminders and follow-up,wereimade.

3.7 Pilot Study.

Pilot study'scives toncheck the usefulness of the adopted research methods and tools to
investigate a givien problem (Thomas, 2017). The use of pilot study to test the method is also
critical because it adds credibility and dependability to the study and it builds researchers

expertise in using the data instruments (Pratt and Yezierski 2018).

Kiambu County hosted the pilot test because its population characteristics are relatively similar

to those of Nairobi County.

In the pilot study, data collected from Universal Corporation Limited and Benmed

Pharmaceuticals Limited, which included 10 participants (five from each company), were
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analyzed to evaluate the effectiveness of the research instruments. The sample consisted of three
medical representatives, one administrative manager, one marketing and sales manager and one
sales assistant respectively from each company. The analysis focused on assessing the clarity,
relevance, and comprehensiveness of the questionnaires, as well as the appropriateness of the

response options.

Feedback from participants highlighted areas where the questions were ambiguous or could be
better aligned with the study's objectives. This feedback led to specific modifications in the
questionnaire, such as provision of explanation of terminologies used“im \questionnaires,
rephrasing unclear questions, adjusting response options to better “eapture»participants'
perspectives, and adding questions to address previously overlooked”aspects."By incorporating
these modifications, the researcher ensured that the final ifistrument Was more precise and

effective for capturing the intended data in the main study.

3.8 Validity and Reliability of the Instruments

3.8.1 Validity of the Instruments

Validity is critical in research as it refleets thejsignificance and correctness of the conclusions
drawn from the data collected (Mugenda & Mugenda, 2003). For an instrument to be valid, it
must measure what it is intende@,toimeasure. In this study, validity was enhanced by piloting ten
questionnaires to refine and ensure thatthe research instrument accurately captured the necessary
data (Kothari, 2004). Piloted\pattictpants were excluded from the final sample to avoid response

bias.

The validitg ‘of thejpinstrument was evaluated using several methods. Content validity was
assessed by having research supervisors and research experts in the field review the
questionnaire to ensure that it covered the full range of attributes related to sales performance
and marketing mix strategies. For example, experts provided feedback on whether each question
effectively measured the intended constructs, such as marketing mix strategies and sales
performance metrics. Construct validity was also confirmed through factor analysis, which tested
whether the questionnaire items grouped together as expected based on theoretical constructs.
This process involved reviewing relevant literature to ensure that the questionnaire items were

consistent with established theories and practices in pharmaceutical marketing and sales
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performance. The study used both closed and open-ended questions. Closed ended questions
provided the use of Likert scales for quantifiable metrics, which facilitated statistical analysis
and generalization of the study findings. The use of open-ended questions provided contextual
details and underlying reasons behind qualitative trends in the pharmaceutical manufacturing
industry in Nairobi County, by offering a more comprehensive understanding of the factors

influencing sales performance.

3.8.2 Reliability of the Instruments

A measure's consistency is referred to as its reliability (Mohajan, 2017). Reliability for this study
was assessed during the pilot test by analyzing how consistently pagticipants responded to the
questionnaire's items. Respondents' scores on the instrument's items should correlate with one
another since all of the items are meant to represent the sam@ underlying construct. Using the
Cronbach alpha formula, the pre-test reliability of the data gelleetion” tool for this study was

assessed. The reliability statistic for each of the identified factorsds presented in Table 4 below.

Table 4: Test of Internal Consistency Reliability

Variables Number “of Cronbach's Comments
items Alpha(a)

Pricing Strategy 6 0.784 Accepted

Product Development Strategy 6 0.813 Accepted

Promotion Strategy 6 0.835 Accepted

Place Strategy¥ 6 0.827 Accepted

Sales Performance of Pharmaceutical 6 0.809 Accepted

manufacturing companies

Overall reliability 30 0.904 Accepted

Source: Research Data (2024)

Cronbach’s alpha coefficient gives values ranging from 0 to 1 whereby the value of 1 indicates

perfect reliability. The cut-off points of 0.70 are considered to be the lowest level of acceptability
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(Hair, Black, Barry & Anderson, 2014). The findings from Table 4 above reflect that all the
items for each objective were accepted since they were above the cut-off point of 0.70. Table 4

revealed an overall reliability coefficient of 0.904.

3.9 Data Analysis and Presentation

The statistical package for social sciences (SPSS) version 21.0 software was used to analyze the
data. The SPSS program handled and performed a quantitative analysis on the collected data.
After checking the questionnaires for errors, data was extracted, coded, and\entered into the
system in preparation for analysis. Descriptive statistical analysigf entailedy, figuring out
percentages, means, and frequencies. Multiple linear regression analysisywas used in inferential
statistical analysis to investigate the relationship between marketing miix strategies and sales
performance among pharmaceutical manufacturers in Naitobi Coumty. The NVivo tool was
utilized to analyze qualitative data in order to produce broad perspectives of the respondents
regarding the different aspects pertaining to the marketingunix strategies and sales performance

of pharmaceutical manufacturers in Nairobi CountysKenya:

The researcher used multiple linear regsession fosmulae;

Y=o+ BiXit BXot B: X5 + PaXahie

Where;

Y is the sales performanee

Sales performance =the‘dependent variable,

Bo=The Regression constant term.

B1, B2, B3 and Bs represent the Coefficients Independent Variables
X,= Pricing strategy

X,= product development strategy
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X3= Promotion strategy

X,4= Place strategy

¢ = Error of term

3.10 Assumptions of Multiple Linear Regressions

To ensure the validity of multiple linear regression results, the researcher assessed whether the

underlying assumptions of the model were met. These assumptions in the absence of

autocorrelation in residuals, normality of residuals, and the absence i rity among

predictors.
3.10.1 Durbin-Watson Test
The Durbin-Watson statistic was used to detect the prese t elation in the residuals
from a regression analysis. The results are shown i
Table S: Durbin-Watson Test
Model  Durbin-Watson Statistic Int

\

1 1.912 nificant autocorrelation detected. Values close

to 2'suggest no autocorrelation.

The value of 1.912 is he acceptable range of 1.5 to 2.5, suggesting that there is no
significant au i the residuals. This result supports the validity of the regression

model conc orrelation.

3.10.2 Shapiro-Wilk Test for Normality of Residuals
The Shapiro-Wilk test was used to assess whether the residuals are normally distributed. The test

statistic W and p-value are used to evaluate this. The results are presented in Table 6.
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Table 6: Shapiro-Wilk Test for Normality of Residuals

Model Shapiro-Wilk Statistic  p-value Interpretation

1 0.981 0.235 Residuals are normally distributed. A p-value

greater than 0.05 suggests normality.

The results reveal a p-value greater than 0.05 indicating that the residu approximately

normally distributed. The Shapiro-Wilk statistic of 0.981 is close to h s sts that the
residuals do not deviate significantly from normality. This resu S validity of the
regression model regarding normality of residuals.

I

3.10.3 Variance Inflation Factor (VIF)

The VIF was used to measure how much the vari n ‘estimated regression coefficient
increases due to multicollinearity. The results ar% in Table 7.
Table 7: Variance Inflation Factor (VIF)

Predictor VI nte ation

N\

Product Development Strateg 89 significant multicollinearity detected. VIF < 10 is
acceptable.

Pricing Strategy .75 No significant multicollinearity detected. VIF < 10 is

acceptable.

Promotion ‘ 2.05  No significant multicollinearity detected. VIF < 10 is
acceptable.

Place Strategy 2.22  No significant multicollinearity detected. VIF < 10 is
acceptable.
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VIF values in Table 7 for all predictors are below 10, which indicate that multicollinearity is not
a concern in this model. These values suggest that the predictors are not highly collinear,

supporting the validity of the regression model concerning multicollinearity.

3.11 Ethical Consideration

In order to collect data, the researcher carefully followed the guidelings. This included

submitting the research proposal to the St. Paul's University Ethical ommittee and
a research

authorization from NACOSTI was then made using this letter, 1 ith established

res ts acy, several specific
measures were implemented. Personal identifiers wer the collected data to
anonymize responses, and data was stored in encryp 1 and physical records secured
in locked cabinets. Access to the data was restric uthorized personnel only, and backup
procedures were in place to prevent da icipants were provided with detailed

affirm

information about the study, signed consent

requesting an official letter of introduction from the University.

procedures. To ensure data confidentiality and protect

ing their voluntary participation, and

were informed of their right to With(x the study at any time without penalty

»

NG
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CHAPTER FOUR

RESEARCH FINDINGS AND DISCUSSION

4.1 Introduction

This chapter encompasses data analysis, findings, and discussion of the study results. It initiates
with an examination of the response rate and the evaluation of research instruments, as well as
the verification of regression assumptions. Subsequently, it details deseriptive statistics
pertaining to the demographic information of respondents and pharmageutical, manufacturing
companies. This is followed by the presentation of quantitative and qualitative statistics related
to the study variables and correlation analysis. Ultimately, the,ehaptér concludes with a

comprehensive discussion of the study's findings.

4.2 Response Rate

The researcher sought to find out the respons@prate, ofythe respondents whereby the unit of
analysis in this study was the pharmaceutical manufacturing companies which have unique sets
of pricing strategy, product development strategy, promotion strategy, place strategy and

different level of sales performance. Thefindings are presented in Table 8.

Table 8: Response Rate

Cumulative
Response Frequency Percent Valid Percent Percent
Valid Invalid 2 2.1 2.1 2.1
Questionnaire
Valid 92 97.9 97.9 100.0
Questionnaire
Total 94 100.0 100.0

Source: Field Data (2024)

The findings in Table 8 above were obtained after questionnaires were distributed to 94
respondents in Nairobi. After follow-ups, all the questionnaires were submitted with 92

questionnaires were completed and while 2 questionnaires were incomplete and returned in a
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form usable for analysis, which constituted a response rate of 97.9 percent. This response rate
was considered good as suggested by Bryman and Bell (2015) who postulated that 60% is
sufficient sample size. The distribution of the questionnaires was done physically and through
email. The high response rate was attributed to data collection methods employed by the
researcher. For instance, the researcher notified the potential respondents of the intended survey
prior to going to the field by making phone calls and sending emails. The researcher also carried
out the survey using the drop and pick later technique and follow up calls were made to clarify
any queries that arose as well as prompt the respondents to fill the questionnaires. This method

facilitated the entire data collection process hence the high response rate.

4.3 Demographic Information

This section presented and discussed the results of demographic information of the respondents

and the pharmaceutical manufacturing companies.

4.3.1 Gender of the Respondents
The researcher sought to find out the gender distribution of the respondents under study. The

findings are represented in Table 9.

Table 9: Gender Distribution

Cumulative

Frequeney “|Percent  Valid Percent Percent

Valid Female 32 34.8 34.8 34.8
Male 60 65.2 65.2 100.0
Total 92 100.0 100.0

Source: Reseanch Data (2024)

The findings presented in Table 9 above shows that the majority of respondents are male
(65.2%), while female respondents are significantly fewer (34.8%). This reflects male-dominated
workforce in the pharmaceutical manufacturing sector. This gender disparity aligns with broader
trends observed in the industry. Research has consistently shown that male professionals are
often more prevalent in pharmaceutical manufacturing roles, especially in technical and

managerial positions (Chilet-Rosell, 2014).
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4.3.2 Profile of the Respondents

The study's respondents were members of staff who frequently engage in sales-related activities
for pharmaceutical manufacturing companies in Nairobi County and they were deemed to be
well-versed in the business's procedures. Frequencies and percentages were used to examine the
distribution of the respondents by position. The profile of the respondents of the studied

company’s is shown in Table 10.

Table 10: Distribution of the Respondents by Job Title.

Valid Cumulative
Frequency Percent Percent Percent

Valid Administrative Manager 24 26.1 26.1 26.1

Medical Representative 39 424 424 68.5

Sales &Marketing 16 17.4 17.4 85.9

manager

Sales Assistant 13 14.1 14.1 100.0

Total 92 100.0 100.0

Source: Research Data (2024)

As shown in Table 10 <oncerning’ the respondents, majority (42.4%) were Medical
representatives, 26.1% werépAdministrative managers, and 17.4% were Sales & Marketing
managers while Sales assistants were 14.1%. In view of the position of the respondents, it can be
concluded that the respondents were knowledgeable on company’s organizational processes and
therefore th@irresponscsPwere considered informed. The presence of respondents across a range
of employment durations from less than two years to over twenty years ensures that the data
reflects a broad spectrum of perspectives and experiences. This breadth of experience contributes
to a more comprehensive understanding of organizational practices and challenges, enhancing

the reliability and depth of the study’s findings (Palinkas et al., 2015).

4.3.3 Years of Service
This study sought to determine the number of years the respondents had worked in their current

respective pharmaceutical manufacturing companies. Table 11 below revealed the results.
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Table 11: Distribution of Duration of working of the Respondents

Cumulative

Frequency Percent Valid Percent Percent

Valid 2 Years & below 6 6.5 6.5 100.0
2-5 Years 29 31.5 31.5 533
6 - 10 Years 29 31.5 31.5 93.5
11 -20 Years 20 21.7 21.7 21.7

21 Years & above 8 8.7 8.7
Total 92 100.0 100.0
Source: Research Data (2024)

Table 11 shows that 31.5% of respondents had been emplo ve years, which is the
ad been worked for eleven

same percentage as those who had served for six to ten y 1
ore; and 6.5% had served for less

to twenty years; 8.7% had worked for twenty-one
than two years. These findings indicated that t s had been employed by their current

pharmaceutical companies for a sufficien e to be familiar with the day-to-day

organizational functions of such comp

\

pond
the level of education of the respondents. Frequencies

the distribution of the respondents’ level of education.

4.3.4 Level of Education of th
The researcher was intereste

and percentages were

Table 12: Ley, educa of the Respondents
‘ Cumulative

Frequency Percent Valid Percent Percent

Valid  Certifical 3 3.3 3.3 33

Diploma 28 30.4 30.4 33.7

Bachelor’s Degree 39 42.4 42.4 76.1

Post-Graduate 17 18.5 18.5 94.6

Degree

Others 5 5.4 5.4 100

Total 92 100.0 100.0

Source: Research Data (2024)
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As depicted in Table 12 above, majority (42.4%) had a Bachelor’s degree, 30.4% had Diploma,
and 18.5% had post-graduate degree, 3.3% had certificate, while other qualifications were 5.4 %.
Given the results it can be concluded that the respondents were well educated and thus able to

make sound decisions.

4.4 Descriptive Statistics

This section presents the results of the descriptive statistics for each objective. It also presents

descriptive analyses results of the study variables.

4.4.1 Pricing strategy

The primary aim of the study was to evaluate how pricing strategylaffectedysales performance in
Nairobi County's pharmaceutical manufacturing enterprises. Participants/were asked to rank the
degree to which they agreed with the assertions made about theirleompany's pricing approach.
Each of the items had a 5-point Likert-type scale, withyl denoting extremely low extent, 2 low
extent 3 moderate extents, 4 high extent and 5 yeryphigh extent. Coefficient of variation, mean
scores, and standard deviations were used to“analyze the replies. Greater mean scores
demonstrated an extremely high level of agreement with an item, while lower mean scores
demonstrated an extremely low level“of agreement with the claims. Table 13 displays the

findings.

Table 13: Pricing Strategy

N Mean  Std. cv
Statements Deviation (%)
1. Cost based pricing strategy has an effect on sales performance 92  4.17 1.012 24.27
of pharmaceuticals
2.Use of Market based prices leads to high sales of the 92  3.98 961 24.15
pharmaceutical
3. Value-based pricing positively influences the sales 92  3.77 .996 26.42
performance of pharmaceutical products
4.Use of volume-based pricing strategy in pushing of 92  3.80 1.051 27.66

pharmaceutical products to the market leads to high sales
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5.Low prices are charged in order to enhance product 92  3.14 1.237 32.55

performance in all targeted geographical areas

6. The application of a competitive pricing strategy improves 92  4.09 1.002 24.50

sales outcomes.

Overall Mean
3.83

Source: Research Data (2024)

As indicated in Table 13, the item with the highest mean score was “Costdased pricing strategy
has an effect on sales performance of pharmaceuticals” (M= 4.17, SD= 1:012) while the item
with the lowest mean score was “Low prices are charged il ordem,to “€nhance product
performance in all targeted geographical areas” (M=3.14, SD= 1:237), On further analysis, the
results revealed that items on pricing strategy had low variability. Among the items, “Low prices
are charged in order to enhance product performance 9mall targeted geographical areas” had the
highest variability (CV= 32.55) while the item that had the lowest variability was “Use of Market
based prices leads to high sales of the pharmaceutical™ (€)= 24.15).

The overall mean score on pricing(strategy ‘Was 3.83. This value represents the average
agreement level across all the surveyed itéms related to pricing strategies. This indicates a
generally positive perception,ofithe pricing strategies, with respondents tending towards having
high extent of agreement(basedion with the statements presented on sales performance among

pharmaceutical manufactusing/companies.

Further finding$ from the open-ended questions reveal several critical approaches and challenges
related to setting,andimanaging prices in the pharmaceutical manufacturing industry in Nairobi
County. Key tdeties include the use of bonuses and discounts, value based pricing, and
addressing competitive dynamics, while challenges include price wars, government controls, and
high taxation. Respondents highlighted the effectiveness of volume-based bonuses and discounts
in boosting pharmaceutical sales. One respondent shared: “Bonus offers on volume have
improved the intake by distributors, which has also enabled good customer conversion”
(Respondent Four). This strategy incentivizes distributors to increase their intake, which in turn

helps drive customer conversion and boost pharmaceutical sales.
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Value based pricing emerged as a significant strategy for increasing demand and customer
loyalty. A respondent noted: “The better the price, the more the sales,” (Respondent Five). This
indicates that aligning pricing with the perceived value of the product can enhance sales
performance. Tiered pricing strategies that cater to different market segments also help maximize

customer reach and profitability.

Moreover, the challenge of balancing competitive pricing with profitability was mentioned by
several respondents: “The balance between competitive pricing and profitability” (Respondent
Six). Finding the right equilibrium between offering attractive prices aidimaintaining profit
margins is crucial for long-term success. Furthermore, the issue of price warspand guerilla
marketing methods such as bribery was noted as problematic. Thése tacties can undermine fair

competition and impact overall market dynamics.

Respondents also pointed out difficulties in aligning productprices with market demand. To this
end, one of the respondents said; “a major productdifftéulty is"the pricing of the product; the
price has to be competitive in the market’’ (Respondent Seven). Ensuring that prices are
competitive while still meeting market eXpectations,poses a significant challenge. However,
success in competitive pricing wag ‘exemplified by a hypertensive product line called
Atorvastatin. One of the respondents opined: “An example of a success in this area is
(Atorvastatin); our company, was, able 4o initially set a very competitive price and bonuses”
(Respondent Eight). Settifig,competitive prices early on can establish a strong market position

and drive sales.

Finally, the impact of government price controls on pharmaceutical pricing was noted. One of
the respondents, saidy, “government imposes direct price controls or caps on the cost of
medications to ensure they remain affordable for the general population” (Respondent Nine).
Such controls are intended to make medications more accessible but can also limit profit margins
for pharmaceutical companies. The findings on pricing strategies underscore the importance of
balancing competitive pricing with profitability, leveraging value-based and tiered pricing, and
addressing challenges such as government controls and taxation. In adopting digital marketing,
maintaining consistent promotions, and using targeted communication, pharmaceutical

companies can enhance their market positioning and profitability.
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4.4.2 Product Development Strategy

The second goal was to examine how Nairobi County's pharmaceutical manufacturing
enterprises' sales performance was affected by their approach to product development. The
respondents were asked to score their agreement with the statements on their company's
approach for product development. Every item featured a 5-point Likert-type scale, with 1
denoting extremely low, 2 low, 3 moderate, 4 high, and 5 very high. The scale continued from 1
to 5. The coefficient of variation, standard deviations, and mean scores were used to analyze the
replies. As demonstrated in Table 14, higher mean scores on an item indicated extremely high

level of agreement, while lower mean scores showed very low extent of agreement:

Table 14: Product Development Strategy

N/ Mean  Std. CV (%)
Statements Deviation
1. New differentiated pharmaceutical products pextfolio‘is 92~ 3.68 .994 27.01
introduced to the market regularly
2. Organizational funding in R/D lead to ianovative, variants 92  3.49 1.172 33.58
of pharmaceutical products
3. Introduction of high-quality pharmaceutical products in the 92  4.05 1.093 26.99

market increases sales performénce

4. A strong brand name, ofiytheypharmaceutical products 92 4.02 1.016 25.27

increases visibility herc@attracts, more sales

5. Well labeled, pharmaceutical products attracts more 92  4.00 938 23.45

customers herlee more sales

6. Pharmaceuti€al, companies consistently solicits and values 92  3.70 1.136 30.70

customer feedback on new products

Overall Mean 3.82

Source: Research Data (2024)

As indicated in Table 15 above, the item with the highest mean score was "Introduction of high-
quality pharmaceutical products in the market increases sales performance" with a mean of 4.05.
This indicates strong agreement among respondents about the effect of high-quality products on

sales performance while the item with the lowest mean score "Organizational funding in R/D

58



St. Paul’s University Repository

lead to innovative variants of pharmaceutical products" with a mean of 3.49. This suggests a
more moderate agreement on the effect of funding in R&D on creating innovative products.
Further analysis of variability reflects that "Organizational funding in R/D lead to innovative
variants of pharmaceutical products" with a CV of 33.58%. This suggests the most relative
variability, indicating differing opinions among respondents while "Well labeled pharmaceutical
products attracts more customers hence more sales" with a CV of 23.45%. This indicates the
least relative variability, showing a strong consensus among respondents. It’s clear from the
findings that highest level of agreement was experienced in "Introductiom, of high-quality
pharmaceutical products" with the highest mean (4.05), indicating stfong agteement on its
importance while the most varied aspect was "Organizational funding“in, R/DY with the highest
CV (33.58%), and indicating significant differences in views. Similagly, the'most consistent item
was "Well labeled pharmaceutical products" with the lowestt€V(23:45%), showing strong
consensus among respondents. The overall mean of 3:82 “suggests” general agreement on the
importance of these product development strategies; withyvarying degrees of consensus across

different aspects on sales performance among phafmaceutical manufacturing companies.

The findings from the open ended questions show that the respondents emphasized the
importance of product innovationgand®branding in driving sales, focusing on enhanced
formulations, dosages, and user-friendly packaging. As one respondent noted: “Innovative drug
formulations that enhance éfficaey, véduce side effects, or improve patient compliance have
significantly contributed “toWwincéreased pharmaceutical sales” (Respondent One). This
underscores the importamce of standing out in a competitive market by offering improved or

differentiated pfoducts.

Extending the'lifegycle of a product through line extensions or complementary products was also
identified as a crucial strategy. A respondent pointed out the value of such practices: “Product
line extensions, like new product variants help maintain market interest and attract a broadened
customer base” (Respondent Two). This strategy is critical for maintaining momentum in the
market and appealing to a broad category of consumers. Companies that successfully manage the

lifecycle of their products can extend their commercial viability.

Respondents also addressed the importance of patent protection and product tendering as part of

the strategy to regulate market competition and pricing. To this end, one of the respondents said:
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“Patent protection allows pharmaceutical companies to recoup the costs of research and
development by charging higher prices for their products. However, regulations that limit patent
protection or allow for generic competition can impact pricing strategies” (Respondent Three).
These strategies ensure that pharmaceutical manufacturing companies can protect their
innovations while remaining competitive in regulated markets. The findings show that product
development strategies in the pharmaceutical sector hinge on innovation, differentiation, and
lifecycle management. However, companies must navigate challenges like resource limitations,

counterfeit products, and low-priced competition.

4.4.3 Promotion Strategy

The third goal was to assess how Nairobi County's pharmaceuti¢al manufactiring companies'
sales performance was affected by their advertising strategie§. The participants were asked to
score their level of agreement with the statements on theig €ompany's promotion approach. Every
item featured a 5-point Likert-type scale, with 1 denéting extremely low, 2 low, 3 moderate, 4
high, and 5 very high. The scale continued from yto'5. The’coefficient of variation, standard
deviations, and mean scores were used to analyze the replics. Table 15 displays that higher mean
scores on an item imply extremely high level'of agteement, whereas lower mean scores indicate

very low extent of agreement.

Table 15: Promotion Stratégy

N Mean Std. CV (%)

Statements Deviation

1. Sponsorship’ programs,, contribute positively to the sales 92 4.03 1.104 27.39

performange

2.Use of sales) promotion technique positively increases 92 4.34 .802 18.48

pharmaceutical products visibility hence high sales

3. Use of advertising to reach out to customers positively 92 3.91 .957 24.48

increases sales of pharmaceutical products

4.Use of public relations unit streamlines organizational 92 3.84 .929 24.19

communication hence increases customer satisfaction

5. Personalized products detailing enhances customer preferences 92 3.99  1.000 25.06

and overall sales
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6. The promotion strategy makes use of digital marketing 92 3.85 1.119 29.06

platforms and social media to increase brand awareness.

Overall Mean 3.99

Source: Research Data (2024)

From findings in table 15 above, its vivid that the item that received highest level of agreement
was the use of sales promotion techniques (Mean: 4.34) received the highest mean score,
indicating the strongest consensus on its effectiveness in increasing product yisibility and sales
while the use of public relations units (Mean: 3.84) and the use of digital matketing platforms
(Mean: 3.85) received the lowest mean scores, indicating relativelydowetjagreement on their
effectiveness. From the findings, the use of sales promotion techiitques (€V:*18.48%) had the
lowest CV, showing the most consistent responses. Similatly, ‘the aise of digital marketing

platforms (CV: 29.06%) had the highest CV, indicating thé'mostvatiability in opinions.

The overall mean of the promotion strategy measures, istapproximately 3.99, representing the
average level of agreement among respondents,across all six promotion strategy items, indicating
a generally positive perception of the effectiveness, of these strategies in enhancing sales
performance and customer satisfaCtion on‘isales performance among pharmaceutical

manufacturing companies.

Further findings from the open-ended questions on promotion strategy illustrate the critical role
of various promotional, tactiecs“in" enhancing pharmaceutical brand visibility, increasing
awareness, and driving( sales, Key strategies include the use of samples, sponsorships,
educational campaigns, and’digital marketing, while challenges such as regulatory constraints
and taxation alse, impact promotional efforts. Providing samples and personalized detailing to
healthcare providers was identified as a key tactic for building brand visibility and driving
prescriptions. As one respondent noted: “Product promotion, including giving samples, has
created strong brand presence in the market and led to customer conversion and consolidation”
(Respondent Ten). This approach helps in directly engaging healthcare professionals and
allowing them to experience the product first-hand, which can significantly influence their

prescription patterns.
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Engaging in sponsorships, organizing medical camps, and conducting continuous medical
education sessions were highlighted as effective ways to build trust and increase product
awareness. A respondent commented: “Organizing medical education meetings with doctors and
chemist attendants has significantly improved product awareness and boosted sales.”
(Respondent Eleven). Such initiatives help in establishing credibility and educating healthcare

professionals about the benefits and use of the products.

However, the regulatory environment poses challenges to promotional activities. To this end, one
of the respondents said: “The pharmaceutical industry in Kenya is heavilysegulated by national
government controlled body, PPB” (Respondent Twelve). These stringenticontrols can restrict
the methods and scope of promotional efforts, impacting overdll effectiveness. Adhering to
regulatory requirements can delay the execution of promofional campaigns and limit their

effectiveness.

Finally, the respondents pointed out that promotionalystrategies such as educational campaigns
and digital marketing are important in enhancidg bsand visibility and driving sales. By adopting
a multi-channel approach and focusing omefficient distribution and customer engagement,

pharmaceutical companies can effectivély?boost their market presence and performance.

4.4.4 Place Strategy

The fourth goal was to inwestigatehow Nairobi County's pharmaceutical manufacturing
enterprises' location strategiesyaffécted their sales results. The participants were asked to score
their agreement with thestatements on their company's approach for product development. Every
item featured afS-point Likert-type scale, with 1 denoting extremely low, 2 low, 3 moderate, 4
high, and 5{very, highs, The scale continued from 1 to 5. The coefficient of variation, standard
deviations, andgmean scores were used to analyze the replies. As demonstrated in Table 16,
higher mean scores on a given item indicated extremely high level of agreement, whereas lower

mean scores showed very low extent of agreement with the claims.

Table 16: Place Strategy

N  Mean Std. cv

Statements Deviation (%)
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1. Different levels of channels are used in distribution of 92 4.07 1.156 28.40

pharmaceutical products in the market

2. Efficient stock management systems positively affect sales 92 4.23 915 21.63

performance of pharmaceutical products

3. Strategic warehousing locations contribute to improved 92 3.54  1.190 33.62

sales performance of the pharmaceutical products

4. Timely delivery of orders of pharmaceutical products 92 4.63  .641 13.84

enhances customer satisfaction.

5. Effective delivery management systems contribute to 92 4.43¢ 775 17.49

increased sales of pharmaceutical products

6. The place strategy expands on easily reaching customers 92, “13.89% “ %966 24.83
by incorporating e-commerce distribution platforms.

Overall Mean 4:13

Source: Research Data (2024)

As indicated in Table 16, the item with the highest mean ‘score was "Timely delivery of orders
of pharmaceutical products enhances customersatisfaction" with a mean of 4.63. This indicates a
very strong agreement among respondemntshabout the importance of timely delivery while the
item with the lowest mean scoge !Strategic'warehousing locations contribute to improved sales
performance of the pharmaceutical ‘products" with a mean of 3.54. This suggests a more
moderate agreement om, theWeffect of strategic warehousing location. Further analysis of
variability reflects that " Fimely,delivery of orders of pharmaceutical products enhances customer
satisfaction" had the lowest' €V of 13.84%. This indicates the least relative variability, showing a
strong consensus, ameng respondents while "Strategic warehousing locations contribute to
improve sales pésformance of the pharmaceutical products" had the highest CV of 33.62%. This
suggests the most relative variability, indicating differing opinions among respondents in
pharmaceutical company in relation to product development. It’s clear from the findings that
highest level of agreement was experienced in "Timely delivery of orders" with the highest mean
(4.63) and lowest CV (13.84%), indicating strong and consistent agreement while the most
varied aspect was "Strategic warehouses locations" with the lowest mean (3.54) and highest CV
(33.62%), suggesting moderate agreement and high variability. The overall mean was 4.13 which

suggest general agreement on the importance of these product development strategies, with
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varying degrees of consistency across different aspects of sales on sales performance among

pharmaceutical manufacturing companies.

The findings from the open ended questions on place strategy underscores the critical role of
optimizing distribution channels and leveraging digital platforms to enhance product availability
and market reach. Efficient distribution networks and placement in key locations like pharmacies
and with major distributors were identified as vital for improving brand visibility and sales. As
one respondent noted: "Product availability with major distributors has helped us improve on
our brand visibility leading to increased sale," (Respondent Thirteen). Additionally, the use of
digital marketing and e-commerce platforms emerged as a modern approach to broaden market
reach and increase accessibility, with one respondent highlighting, “E-commeree platforms and
timely responses to queries have improved our product’si redch gand sales” (Respondent

Fourteen).

Challenges such as stock-outs due to delays in sour¢ingsaw, materials or APIs and distributor
inefficiency were noted as prevalent concerns.“Stecksouts disrupt the supply chain and affect
product availability, while inefficiencies antong distributors can lead to inconsistencies in pricing
and distribution effectiveness. Competition fromi€ompanies with broader distribution networks
also poses a challenge, highlighting ‘the need for efficient and timely delivery to maintain a
competitive edge. As one respondentipointed out, " Timely delivery has contributed to the success
of new pharmaceutical preducts. and “also detailed explanation of how the product works,"

(Respondent Fifteen):

4.4.5 Sales Pegformance

The researcheraimedito ‘assess sales performance in pharmaceutical manufacturing companies in
Nairobi CountrysRespondents were asked to indicate their level of agreement with statements
related to their company's sales performance. Each statement was rated on a 5-point Likert scale,
where 1 indicated "to a very low extent," 2 indicated "to a low extent," 3 indicated "to a
moderate extent," 4 indicated "to a high extent," and 5 indicated "to a very high extent." The
responses were analyzed using mean scores, standard deviations, and coefficients of variation.
Higher mean scores indicated a high level of agreement with an item, while lower mean scores

indicated a low level of agreement as shown in Table 17.

64



St. Paul’s University Repository

Table 17: Sales Performance

N Mean Std. cv
Statements Deviation (%)
1. Sales cycle duration of pharmaceutical products is 92 3.61 1.027 28.45
predictable and tracked
2. Customer conversions rate has been on steady rise 92 3.66 .893 24.40
3. Customer satisfaction with pharmaceutical products sales is 92 3.83 1.012 26.42
high
4. Pharmaceutical product portfolio has a strong competitive 92 3.98, .949 23.84
position in the market
5. The sales performance of pharmaceutical products aligns® 92 “3.73) “'1.120 30.03
with industry trends
6. The sales performance and profitability of pharmacecutical, 92, 4.25 921 21.67

products are highly influenced by marketing mix strategies.

Overall Mean 3.84

Source: Research Data (2024)

As shown in Table 17, the highest Tcan"scere was for the item "The sales performance and
profitability of pharmaceutical groducts are highly influenced by marketing mix strategies," with
a mean of 4.25. This indicatesha strong agreement among respondents regarding the effect of
marketing mix strategiesponysales performance. Conversely, the item "Sales cycle duration of
pharmaceutical products is predictable and tracked" had the lowest mean score of 3.61,
suggesting a_moreymoderate agreement on the predictability and tracking of the sales cycle
duration. Furth€fanalysis of variability revealed that the item with the lowest variability was
"The sales performance and profitability of pharmaceutical products are highly influenced by
marketing mix strategies," with a CV of 21.67%. This shows the least relative variability and
indicates a strong consensus among respondents. On the other hand, the item "The sales
performance of pharmaceutical products aligns with industry trends" had the highest variability,
with a CV of 30.03%, indicating the most relative variability and differing opinions among
respondents. The overall mean was 3.84, suggesting that respondents generally have a positive

perception of various aspects of sales performance, although some measures are viewed more
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favorably than others in relation to sales performance among pharmaceutical manufacturing

companies.

The findings from open-ended questions on sales performance highlight several key factors
contributing to effective sales strategies in the pharmaceutical manufacturing sector in Nairobi
County. Emphasis was placed on product innovation, effective promotional tactics, and
distribution efficiency. Respondents noted that innovative product ranges, user-friendly
packaging, and improved efficacy contribute significantly to increased4sales. Similarly,
personalized detailing and sampling were identified as critical tactics“for ‘boosting brand
visibility and driving customer conversions. Effective use of medical, sponsorships and
educational campaigns was also highlighted as a means to build trustiand“enhance product
awareness. Furthermore, the role of digital platforms and e-comimeree . expanding market reach
and easing product access is increasingly significant, with‘respendents hoting that "e-commerce
platforms and timely responses to customer queriesSchave,impioved our product’s reach and

sales," (Respondent fourteen).

Furthermore, the respondents pointed out“that“government regulations and market dynamics
influence sales performance. Regulations’on matket entry, pricing, and distribution ensure fair

competition and product quality but can also mpact pricing strategies and market accessibility.

4.5 Inferential Statistics

This section presentsé@nd disetisses the results of the inferential statistics of the study variables.
This was condueted by mitially considering how the variables of the study (Pricing Strategy,
Product develepment strategy, Promotion strategy, Place strategy and Sales performance) are
correlated with“one another. This was done by conducting correlation analysis using Pearson’s
product moment correlation coefficient. The data was then analysed using multiple regression

analysis.

4.5.1 Correlation Analysis

Before doing multiple regression analysis, the study sought to examine how the variables of the
study; Pricing strategy, product development strategy, promotion strategy, place strategy sand
sales performance were related. The analysis was done using Pearson product moment

correlation as shown in table 18 below:

66



St. Paul’s University Repository

Table 18: Correlation Analysis

Sales Pricing  Product Promotion Place Strategy
Performance Strategy Development Strategy
Strategy

Sales 1

Performance

Pricing 339%* 1

Strategy

Product 386%** 509%** 1

Development

Strategy

Promotion A455%* 492+ 533%* 1

Strategy

Place Strategy .549** 351%* S51** 1023* 1

Correlations are significant at the 0.01 level (2-tailed)
Source: Research Data (2024)

The correlation matrix reveals that allamarketiig mix strategies; pricing, product development,
promotion, and place strategies showysignificant positive relationships with sales performance.
Specifically, place strategy anddpromotion strategy have the strongest positive correlations with
sales performance, at 0.549 and, 0.455  respectively, indicating that improvements in these areas
are most strongly asse€iated with “increased sales. Product development and pricing strategies
also demonstrate, moderate to)strong positive correlations, at 0.386 and 0.339, respectively,
highlighting their substantial but less pronounced effect on sales performance. The strength of
these correlationis, underscores the importance of a well-rounded approach to marketing mix

strategies in enhiafeing overall sales outcomes.

4.5.2 Multiple Regression Analysis

The study sought to examine the effect of Pricing strategy, product development strategy,
promotion strategy and place strategy on sales performance of pharmaceutical manufacturing
companies in Nairobi County. The researcher adopted multiple linear regression model as

expressed below;
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Y= Bo+ BiXi+ BXot B3 X5 + BaXs + €, Where;

Y is the sales performance which is the dependent variable,

Bo=The Regression constant term, Bi, P, Bs and Ps represent the Coefficients Independent

Variables

X,= Pricing strategy, X,= product development strategy, = Xs;= Promotion strategy, X4 = Place
strategy.

The findings for multiple regression analysis are as shown below:

Table 19: Model Summary

Adjusted R
Model R R Square Square Std. Exronof the Estimate
1 579* 335 305 67004

a. Predictors: (Constant), Place Strategy, WPrieing »strategy, Product

Development Strategy, Promotion Strategy

The regression model in Table 49 teveals a‘moderate positive relationship between the predictor
variables and the outcome vatiablejwith a correlation coefficient (R) of 0.579. The model's R
Square value of 0.335mindicates ‘that approximately 33.5% of the variance in the dependent
variable is explained by the independent variables. When adjusted for the number of predictors,
the adjusted R{Square drops slightly to 0.305, reflecting that about 30.5% of the variance is
explained aftesgaecoumting for the number of predictors in the model. The standard error of the
estimate is 0.67004, signifying the average distance that observed values fall from the regression
line. Overall, the model demonstrates a reasonable fit to the data, with a moderate explanatory

power and a manageable standard error.

Table 20: ANOVA

Sum of Mean
Model Squares Df Square F Sig.
1 Regression 19.710 4 4.928 10.976  .000°
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Residual 39.059 87 449
Total 58.769 91

a. Dependent Variable: Sales Performance
b. Predictors: (Constant), Place Strategy, Pricing strategy, Product Development
Strategy, Promotion Strategy

The ANOVA results in Table 20 above, the F-statistic of 10.976 in

dicates the model is
significant with a p-value of (p =0.000, p< 0.05), suggesting that tl& collectively

explain a significant portion of the variance in Sales Performance. \

Table 21: Regression Coefficients

Unstandardized

Coefficients

Model B
4

1 (Constant) .664 1.326 .188

Product Development .034 281 779
Strategy
Pricing strategy 109 A17 1.097 276
Promotion Strate 128 121 995 323
141 415 3.497 .001
a. Dependent Variable:
The regress delsummarized in Table 21 reveals that among the four marketing strategies

examined; Pro development, promotion strategy, pricing strategy and Place, only Place
strategy has a statistically significant effect on Sales performance, with a positive coefficient of
0.493. This indicates that Place strategy is a strong predictor of sales performance for
pharmaceutical manufacturing companies, as it is positively associated with higher sales. The
non-significance of Product development, pricing, and promotion strategies, with their p-values
indicating no significant effect, suggests that these factors do not contribute substantially to sales

performance within this model. The model's intercept of 0.664 reflects the baseline sales
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performance when all predictors are at zero. Overall, while Place strategy significantly
influences sales, the model leaves 33.6% of the variation in sales performance unexplained,
highlighting that other factors not included in this model also play a crucial role in determining

sales outcomes.

The general model can therefore be written as:

Y=0.664+0.119X,+ 0.034X>+ 0.127X; + 0.493X4 + Where;

Y is the sales performance with X,= Pricing strategy, X,= product developmentstrategy, X;=

Promotion strategy, X4 = Place strategy as the independent variables.

The model shows that a 1-unit increase in the pricing strategy4X,) leads to a 0.119-unit increase
in sales performance, suggesting a moderate positive impatt ongsales, indicating that adjustments
in pricing can improve performance. The product deyélopmentstrategy (X-) has a smaller effect,
with a 1-unit increase resulting in only a 0.034-unitineteasein sales performance, showing that
while important, it has a relatively minor impaect‘comparcd to other strategies. The promotion
strategy (X3) results in a 0.127-unit_increase jin sales performance per l-unit increase,
highlighting its significant effect and,thefpétential for enhanced promotional activities to boost
sales. Finally, the place strategy“(X4) has“the most substantial impact, with a 1-unit increase
leading to a 0.493-unit increasey i sales performance, indicating that improvements in

distribution and locatiomystrategicshave the strongest effect on boosting sales performance.

4.6 Discussion.of Results

This section presentsithe findings and discussion of the research carried out to determine the
effect of marketing mix strategies on sales performance among pharmaceutical manufacturing
companies in Nairobi, Kenya. First, concerning demographic characteristics, the bulk of
respondents (65.2%) were male, whereas the proportion of female respondents (34.8%) was
significantly lower. This shows that the workforce in the pharmaceutical manufacturing industry
is predominately male, which aligns with broader trends in the pharmaceutical industry but
contrasts with global efforts towards gender diversity in corporate settings. Studies suggest that
achieving a balanced gender representation could enhance organizational innovation and

performance (Ferrary & Deo, 2019).
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In terms of job titles, 42.4% of respondents were Medical Representatives, 26.1 percent were
Administrative Managers, 17.4% were Sales and Marketing Managers, and 14.1 percent were
Sales Assistants. Given this, it can be concluded that medical representatives were many because
they handle the majority of the company's field sales activities and have long-term interaction
with the marketing mix strategies, which has made them knowledgeable about the standard
operating procedures of their companies. However, this concentration may limit diverse
perspectives in strategic decision-making, contrasting with recommendations for inclusive team

compositions to foster creativity and adaptability (Leroy, et al., 2021).

Regarding the duration of employment, the respondents had worked for,2=5 years, which was the
same percentage as those who had worked for 610 years at 31.5%;21.9% had worked for 11—
20 years; 8.7% had worked for 21 years and beyond; and 646% had avorked for less than two
years. These findings suggest that the respondents had stfficient experience working for their
current pharmaceutical companies to understand the“day-to-day organizational operations and
marketing mix strategies of their respective firms. This‘also suggests flexible work schedules and
high rates of staff retention. Although, exteénsive témnure suggests stability but also raises
questions about potential complacency and resistanee to change, which could hinder innovation

and responsiveness to market dynamies (Babatunde, Temitope, & Onoja, 2023)

Regarding educational attainment, 42.4%, of respondents held a bachelor's degree, followed by a
diploma (30.4%), post-graduatedlevel (18.5.0%), certificate level was 3.3% with the remaining
qualifications (5.4%)¢ It 18, clearifrom the data that the respondents had a good education and
were capable of miaking Wise choices. This means that employment in a sales-related department
of pharmaceutical ymanufacturing companies requires a minimum of a diploma level of
education. However, the emphasis on diploma qualifications might limit opportunities for higher
education attainment that could bring strategic insights and leadership capabilities crucial for

competitive advantage (Umukoro et al., 2021).

The study's findings on marketing mix strategies and their effect on sales performance among
pharmaceutical manufacturing companies in Nairobi, Kenya, are consistent with and extend
existing literature on the topic. First and foremost, the significant effect of pricing strategies,
including cost-based pricing, market-based pricing, value-based pricing, volume-based pricing,

and competitive pricing, aligns with the extensive body of research highlighting the importance
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of pricing in influencing sales performance. According to Kotler and Keller (2016), pricing
strategies are critical components of the marketing mix that can directly affect consumer
purchase decisions and sales outcomes. The differentiation of pricing strategies to cater to
various market segments and geographical areas underscores the necessity for strategic

flexibility in pricing to maximize sales performance.

The introduction of high-quality products, strong brand names, and clear labeling as stronger
influencers of sales performance compared to frequent product differentiation and R&D
investments also resonates with established marketing mix theories. As afoted by Jahan et al.,
(2024), brand equity and product quality are paramount in fostering consumer»loyalty and
driving sales. High-quality products and strong branding create 4 perception of reliability and

value, which are crucial in the pharmaceutical industry where ¢onsumertrust is pivotal.

Promotion strategies, particularly sales promotions and‘gponsorship programs, having a more
significant effect on sales performance than digital ‘platfomms, public relations, advertising, and
personal selling, highlight a nuanced understanding of premotional effectiveness in the context
of Nairobi's manufacturing pharmaceutical‘“market. This finding aligns with studies by Chen et
al. (2018), which suggest that direct @nd immediate incentives, such as sales promotions, are
often more effective in generating ‘short-teem sales boosts compared to other promotional

activities.

Regarding place strategies, theysighificant effect of diverse distribution channels, effective stock
management, prompt ‘order ‘delivery, and efficient delivery management systems on sales
performance reflects the critical role of logistics and distribution in the pharmaceutical supply
chain. This s corrobesated by Murphy et al. (2021), who emphasizes that efficient logistics and
supply chain management are vital for ensuring product availability and meeting consumer

demand, thus enhancing sales performance.

Conversely, the moderate effect of strategically located warehouses and e-platforms for
pharmaceutical distribution suggests that while these elements are important, they may not be as
influential as other logistical factors. This finding is supported by Oketch (2019), who argue that
while strategic warehousing is essential, the efficiency of inventory management and distribution

networks often plays a more direct role in sales performance.
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The inferential statistics revealing strong positive correlations between sales performance and
various elements of the marketing mix, particularly place strategy, further reinforce the
importance of an integrated marketing approach. This supports the holistic marketing concept
proposed by Kotler and Armstrong (2018), which advocates for a well-coordinated and
comprehensive marketing strategy encompassing all elements of the marketing mix to achieve

optimal sales outcomes.




St. Paul’s University Repository

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter provides an overview of the conclusions, recommendations, and findings from the
data analysis conducted for the study on the effect of marketing mix strategies on sales
performance among Nairobi County pharmaceutical manufacturing companies.\T'he chapter is
organized in accordance with the goals of the study, with a thorough‘explanation of each goal,
general conclusions, and recommendations for additional researchyafterward. This methodical
methodology guarantees a clear articulation of the study's centtibutionsito academic knowledge

and practical applications.

5.2 Summary of findings

This section presents a summary of the key findmgsfrom the study on the influence of marketing

mix strategies on sales performance in gheypharmaceuntical industry in Nairobi County, Kenya.

5.2.1 Effect of Place Strategy on Sales Pérformance

The place strategy emergedyas having the most significant impact on sales performance,
evidenced by its highest coefficient in the study. This finding underscores the critical role of
distribution and supplyichain optimization in enhancing sales outcomes. Efficient distribution
channels, effective supply‘ehain management, and strategic placement of sales points were
identified as ‘key “factors driving sales success. Improved product availability through

partnerships with,major distributors has notably enhanced brand visibility and increased sales.

The study also highlights the growing importance of online platforms and e-commerce in
broadening market reach and increasing accessibility. Integrating digital strategies into place
strategies has expanded geographical coverage and eased product access for customers, thus

contributing to higher sales performance.

Challenges such as stock-outs due to delays in APIs and distributor inefficiencies have also stood

out as significant concerns. Addressing these issues through improved supply chain management
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and more effective distributor partnerships is essential. Additionally, government regulations on
market entry and distribution play a role, as policies regulate new product introductions to
control competition and pricing. Navigating these regulatory environments and optimizing
distribution channels are crucial for pharmaceutical companies aiming to enhance their sales

performance and market presence.

5.2.2 Effect of Promotion Strategy on Sales Performance

Promotion strategies significantly impact sales performance within the pharmaceutical sector.
Integrated marketing communications were highlighted as crucial feof‘idriving sales and
enhancing profitability. Coordinated promotional efforts, including adwertising, personal selling,
and sales promotions, are highly effective in influencing sales oatcomesy This suggests that a
well-rounded approach to promotion, encompassing various¢methods, can substantially boost

sales results and strengthen market presence.

However, challenges persist in predicting and trackingfsales ‘Cycles. Respondents expressed
concerns about the difficulty of forecasting,dndypmanaging the duration of sales cycles for
pharmaceutical products. This indicates thatiwhile, ptemotion strategies are generally successful
in driving sales, there is a need fof improved sales cycle management. Addressing these

challenges could further enhance the effectiveness of promotional activities.

Overall, the strong correlatiofn, between promotion strategy and sales performance underscores
the critical role of well-planned“and executed promotional activities. Effective promotion not
only leads to immediatessales increases but also contributes to long-term brand strength and
market presenge. This highlights the importance of integrating comprehensive promotional

strategies to achieve high sales results and meet business objectives.

5.2.3 Effect of Pricing Strategy on Sales Performance

The findings indicated that pricing strategy has a moderate influence on sales performance
within the pharmaceutical sector. Cost-based pricing emerged as particularly impactful, with
respondents expressing strong agreement on its effectiveness. This strategy, which involves
setting prices based on production costs plus a margin, was noted for its positive influence on
sales outcomes. On the other hand, setting low prices to boost product performance across

various geographical areas received less support, reflecting a more moderate level of agreement
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among respondents. Overall, the perception of pricing strategies in enhancing sales performance

was favorable.

Correlation analysis further supported this view, demonstrating a significant relationship
between pricing strategy and sales performance. While cost-based pricing was highlighted as
particularly effective, opinions on other pricing strategies, such as competitive and penetration
pricing, varied among respondents. This suggests that while cost-based pricing is widely
acknowledged for its effectiveness, the impact of alternative pricing strategies,may differ based

on specific market conditions and respondent perspectives.

5.2.4 Effect of product development strategy on sales performance

The product development strategy had the smallest coefficient; reflectingg@ minor impact on sales
performance compared to the other strategies. This plagesiitdab théyfourth level of importance,
indicating that while it contributed to sales performanees, its, impact was relatively limited. The
introduction of high-quality pharmaceutical psoduetsiwas“identified as the most impactful
strategy, reflecting the critical importance ot ‘maimtaming superior product standards to drive
sales. Strong branding and consistent productiquality were also highlighted as key factors in
enhancing customer trust and loyaltyy, furthes boosting sales performance. In contrast, opinions
on the effect of organizational funding ™ research and development (R&D) for creating
innovative product variants werc mote mixed. While R&D investment is acknowledged as
important, its direct efféet, on, sales performance received a more varied response, suggesting that
its perceived effect may differywithin the industry. Overall, the product development strategy
was positivelyt viewed, with a general consensus on its significance in improving sales
performance.yFhe, cotrelation analysis confirmed a significant relationship between product
development strategy and sales performance, emphasizing the importance of continuous

innovation and quality enhancement in the pharmaceutical sector.

5.3 Conclusions

The study reveals that place strategy has the most significant effect on sales performance within
the pharmaceutical manufacturing industry in Nairobi County. Efficient distribution channels

and supply chain management are crucial for ensuring product availability and improving sales.
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Companies that invest in optimizing their distribution networks and partnering with reliable
distributors are likely to experience enhanced sales outcomes. The findings emphasize the need
for pharmaceutical manufacturing companies in Nairobi County to focus on logistics,

distribution efficiency, and strategic placement to boost market penetration and sales.

Promotion strategies also play a critical role in influencing sales performance. Integrated
marketing communications, including advertising, personal selling, and sales promotions, are
effective in driving sales and enhancing profitability. However, challenges in forecasting and
managing sales cycles were noted, indicating a need for improved salgs“@ycle management.
Despite these challenges, well-executed promotional activities contribute significantly to both

immediate sales and long-term brand strength.

Pricing strategies have a moderate influence on sales performances Cost-based pricing was found
to be particularly effective, while other pricing approaches such as‘€ompetitive and penetration
pricing received mixed responses. This suggests ‘that “Wghile cost-based pricing is generally

viewed as effective, there is variability in opinionsien othespricing strategies.

The product development strategy, despite having the ‘smallest coefficient, remains an important
factor in sales performance. High-qualitygpreducts and strong branding are key drivers of sales,
although the direct impact of R&Djinvestment on sales is less consistent. Continuous innovation
and maintaining superior product, quality are essential for sustaining sales growth in the

pharmaceutical sector.

Overall, the studg, highlights that optimizing place and promotion strategies, while leveraging
effective priemng and preduct development practices, is crucial for enhancing sales performance
in the pharmaceutical” industry. Each strategy contributes uniquely to sales outcomes, and a

balanced approach incorporating all these elements can lead to better market success.

5.4 Recommendations

Based on the findings of this study, the following recommendations are proposed to enhance

sales performance in the pharmaceutical industry:
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5.4.1 Recommendation for practice

Pharmaceutical companies should focus on refining their distribution networks to ensure
efficient and timely product delivery. This includes forming strong partnerships with reliable
distributors and investing in advanced logistics technologies. Expanding distribution networks to

cover underserved regions can enhance product accessibility and market reach.

To maximize the effect of promotional efforts, pharmaceutical companies should integrate
various marketing communications channels, such as advertising, personal selling, and sales
promotions. Emphasizing digital marketing, including social media and efiline\campaigns, can
improve brand visibility and customer engagement. Additionallys “improvingp sales cycle
management through better forecasting and tracking can address “ehallenges related to

predictability and enhance the effectiveness of promotions.

Pharmaceutical companies should implement cost-based ‘pricing strategies to ensure profitability
while remaining competitive. Companies shouldy regularly” evaluate and adapt pricing
approaches, including competitive and penetration pricing, based on market conditions and
customer feedback. Continuous assessmefnthof ‘pricing strategies can help align with market

demand and competitive pressures.

Continuous investment in produet development and innovation is crucial. Pharmaceutical
companies should focus on developing high-quality products and building strong brand equity.
Regularly updating preduct“effefings, exploring new formulations, and improving existing

products can drive sales growth and enhance customer satisfaction.

5.4.2 Policyxecommendation

Pharmaceutical "é@mpanies should engage with policymakers to advocate for regulations that
facilitate market entry and reduce operational costs. Lobby for tax reductions on imported raw
materials and seek government support for local manufacturing. Supportive policies can enhance

competitiveness and reduce costs for pharmaceutical companies.

Additionally, they should work with regulatory bodies to simplify and streamline regulatory
processes for product approval and market entry. Ensuring clear and efficient regulatory
guidelines can reduce delays and help pharmaceutical companies bring new products to market

more quickly.
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5.4.3 Recommendation for future studies

Future research should explore the specific effects of digital marketing strategies on
pharmaceutical sales performance. Investigate how different digital channels, such as social

media and e-commerce platforms, influence customer engagement and sales outcomes.

Additionally, further studies should analyze the effectiveness of various pricing strategies,
including competitive and penetration pricing, in different market segments and regions.
Understanding the impact of these strategies on sales performance can K%ble insights

O

N

for optimizing pricing approaches
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APPENDICES

Appendix I: Letter of Introduction to collect Data

St. Paul’s University
P. O Box Private Bag — 00017

Limuru, Kenya.

To the Respondent,

Dear sir/ Madam «
RE: To whom it may concern \

I am a student at St. Paul’s University, pursuing a Mast Administration degree

with a focus on Marketing. As part of the requiremen

e, I am conducting a study
titled “Effect of Marketing Mix Strategies on rmance among Pharmaceutical

Manufacturing Companies in Nairobi Coun

I have attached a questionnaire for this

it. This research is solely for acader&

y a ly request your participation by completing
s, and your responses will be treated with utmost
confidentiality. The informati rovide in this questionnaire will be used exclusively for

the purpose of this study strictly private.

Thank you for taking complete the questionnaire.

NG

Stanslous Onyange Okhonjo

Sincerely,
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. Gender?

. Job title?

St. Paul’s University Repository

Appendix II: Questionnaire

I am undertaking a study entitled, “Effect of Marketing Mix Strategies on Sales Performance
among pharmaceutical manufacturing companies in Nairobi County, Kenya” Kindly here
in find attached questionnaire, please participate in this study by filling in the blank spaces. This
study is for academic purposes only and the responses shall be handled confidentially. Kindly,
take little of your time to complete the questionnaire to the best of your knowledge by ticking

appropriately the provided options and detailing your responses as provi in the sections
attached in the questionnaire.

SECTION A: General Information %\
Tick where appropriate &

Medical Representative [ ] Sales &Mar manager [ | Administrative Manager [ ] Sales

Male [ ] Female [ ]

Assistant [ ]

. Duration of working?
Below 2 years S OT ]10-20[ ]20 years and above [ ]
. What is your t academic qualification?

Certificate [ ] Diploma[ ] Bachelor’s Degree [ ] Post graduate [ ] others|[ ]
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SECTION B: Product development strategy

On a scale of 1-5 where 1-to a very low extent; 2-to a low extent; 3- to a moderate extent; 4-to a
high extent and; 5-to a very high extent, kindly (V) indicate your level of agreement with the
following statements regarding the effect of product development strategy on sales performance

among pharmaceutical manufacturing companies in Nairobi County.

S/N | Product development strategy 1

1 New differentiated pharmaceutical products portfolio is

introduced to the market regularly

2 Organizational funding in R/D lead to innovative v.

of pharmaceutical products

3 Introduction of high-quality pharmaceuti

the market increases sales performanc

.| 4 A strong brand name of the p products

increases visibility hence attraets mo

5 Well labeled pharmace ucts attracts more

customers hence morg

solicits and
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SECTION C: Pricing strategy

On a scale of 1-5 where 1-to a very low extent; 2-to a low extent; 3- to a moderate extent; 4-to a
high extent and; 5-to a very high extent, kindly (V) indicate your level of agreement with the

following statements regarding the effect

pharmaceutical manufacturing companies in Nairobi County.

Repository

of pricing strategy on sales performance among

SN | Pricing strategy

1 Cost based pricing strategy has an effect on sales
performance of pharmaceuticals

2 Use of Market based prices leads to high sales of
the pharmaceutical

3 Value-based pricing positively influences the_s
performance of pharmaceutical products

4 Use of volume-based pricing strategy
pharmaceutical products to the ma
sales

5 Low prices are charged in order to,enhance product
performance in all targe

6 The application
improves sal

NG
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SECTION D: Promotion strategy

On a scale of 1-5 where 1-to a very low extent; 2-to a low extent; 3- to a moderate extent; 4-to a
high extent and; 5-to a very high extent, kindly (V) indicate your level of agreement with the
following statements regarding the effect of promotional strategy on sales performance among

pharmaceutical manufacturing companies in Nairobi County.

SN Promotion strategy 1 2 3

1 Sponsorship programs contribute positively to

the sales performance

2 Use of sales promotion technique positively

increases pharmaceutical products visibility

hence high sales

3 Use of advertising to reach out to custo

positively increases sales of pha i

products
4 Use of public relations stre es
organizational communic tio‘he creases

customer satisfactio

5 Personalized produc ng enhances

customer pre verall sales

6 The prometion

egy makes use of digital
mark@ting “platforms and social media to

incre nda awarencess.
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SECTION E: Place strategy

On a scale of 1-5 where 1-to a very low extent; 2-to a low extent; 3- to a moderate extent; 4-to a
high extent and; 5-to a very high extent, kindly (tick) indicate your level of agreement with the
following statements regarding the effect of place strategy on sales performance among

pharmaceutical manufacturing companies in Nairobi County.

SN Place strategy

1 Different levels of channels are used in distributio

of pharmaceutical products in the market

2 Efficient stock management systems positiv

sales performance of pharmaceutical pro

3 Strategic warehousing locations

improved sales performance of th

products

4 Timely delivery of ord f pha utical products

enhances customer

5 Effective deliv nt systems contribute to

increased sa ceutical products

6 The expands on easily reaching

cu ers onrporating e-commerce distribution

platfo
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SECTION F: Pharmaceutical products and sales performance

15. On a scale of 1-5 where 1-to a very low extent; 2-to a low extent; 3- to a moderate extent; 4-
to a high extent and; 5-to a very high extent, kindly (tick) indicate your level of agreement with
the following statements regarding sales performance among pharmaceutical manufacturing

companies in Nairobi County.

S Sales Performance

1 | Sales cycle duration of pharmaceutical produc

predictable and tracked

2 Customer conversions rate has been on

3 | Customer satisfaction with pha

sales is high

4 | Pharmaceutical product has a strong

aceutical products

6. nce and profitability of

eutical ‘products are highly influenced by

in } strategies.
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OPEN-ENDED QUESTIONS

1. Could you please elaborate on any particular marketing mix tactics that, in your opinion,

have significantly improved pharmaceutical product sales?

2. What major difficulties or barriers do you think the pharmaceu\ stry faces when

putting marketing mix strategies into

PLACTICE 1vvvieeiieiieeieeeiee et eeee et e eieeere e taeebeesaaeenreennnas

\g ix initiatives that have effectively

the success of new pharmaceutical

3. Could you provide examples of success
addressed customer feedback and

Products? oo B

ST .-, “SSSOT OO OO

4. i \Y 'm digital marketing and e-commerce platforms have

d promotion of pharmaceutical

erspective, what role do you think government regulations play in shaping
pricing strategies for pharmaceutical products, and how do these regulations affect

market dynamics?
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6. In what ways do you believe marketing mix strategies can be optimized to enhance the
profitability of pharmaceutical products, and what potential areas for improvement do

you see?

Thank you
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Appendix III: Introduction Letter

ST. PAUL’S UNIVERSITY

Tel Office: +254 (0) 20-2020505/10
Mobile: +254 (0) 728 - 669000
(0) 736 - 424440

Private Bag 00217 LIMURU, KENYA
Email: office@spu.ac.ke
Website: www.spu.ac.ke

BOARD OF POSTGRADUATE STUDIES

15t May, 2024

National Commission for Science and Technology,
P.0. BOX 30623-00100,
Nairobi.

Dear SirMadam,

RE: RECOMMENDATION FOR STANSLOUS ONYANGO OKHONJO - MBADIST544522 TO CONDUCT
RESEARCH

This letter confirms the above-named person is a student in the Master of Business Administration Program
at St. Paul's University.

The second year consists of a major research work leading to a Thesis. The student’s selected topic is:
“Impact of marketmg mix strategies on sales performance among pharmaceutrcal manufacturing

compaiiies in Nairobi County- Kenya,”

Kindly grant this student the required permit,
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Appendix I'V: Research Permit from NACOSTI

)
o ‘

NATIONAL COMMISSION FOR ‘
! SCIENCE, TECHNOLOGY & INNOVATION

Ref No: 193597 Date of Issue: 28/May/2024 |

RESEARCH LICENSE

| _This is to Certify that Mr.. STANSLOUS ONYANGO OKHONJO of St. Paul's University, has been licensed to conduct

| research as per the provision of the Science, Technology and Innovation Act, 2013 (Rev.2014) in Nairobi on the topic: IMPACT
OF MARKETING MIX STRATEGIES ON SALES PERFORMANCE AMONG PHARMACEUTICAL MANUFACTURING
COMPANIES IN NATROBI COUNTY for the period ending : 28/May/2025.

License No: NACOSTL/P/24/36058

]
| 1 i (.4 (.
193597 v 3

Applicant Identification Number Director General
NATIONAL COMMISSION FOR
SCIENCE, TECHNOLOGY &
INNOVATION

Verification QR Code

NOTE: This is a computer generated License. To verify the authenticity of this document,
Scan the QR Code using QR scanner application.

See overleaf for conditions
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Appendix V: Time Plan of Work

University

Repository

Activity Dec

description
2023 | 2023 | 2023

Jan

2023

Feb

2023

Mar

2023

Apr

2024

2024

June

2024

July

2024

Concept

Development

Proposal

Development

Proposal
Defense/

Corrections

Data
Collection/
Data Analysis

&presentation

Report Writing

Source: (Author, 2024)
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Appendix VI: Budget Plan

Repository

Item description Activity Estimated Total costs
costs (Kshs) (Kshs)
Project Typing
Development Photocopying
Printing
Binding
etc. 100,000
Pre-testing Questionnaires
Photocopying
Research Tools Questionnaires Administration
30,000
Transportation Fuel & Vehicle Maintenanc
20,000 20,000
Miscellaneous 30,000
TOTAL (Kshs)
200,000
Source: (A

o

Appendix VII: List of Pharmaceutical Manufacturing Companies in Kenya

S/N

Name of pharmaceutical company

Town

Ppb

Status
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located | registration
1. Aesthetics limited Nairobi Active
2. Autosterile (Ea) 1td Nairobi | PPB/A/MM | Active
3. Benmed pharmaceuticals Kiambu | PPB/B/M Active
4. Beta healthcare 1td Nairobi | PPB/BM Active
5. Biodeal laboratories ltd Nairobi | PPB/B/BM | Active
6. Biopharma Itd Nairobi | PPB/B/M Active
7. Concepts (Africa) Itd Nairobi Active
8. Comet healthcare 1td Nairobi Active
9 Cosmos pharmaceuticals Itd Nairobi Active
10. Dawa Itd Active
11. Ellys chemical industries enterprise road Itd Active
12 High-tech pharmaceuticals research ltd Active
13. Laboratory & allied Itd PPB/LM Active
14. Macs pharmaceuticals 1td PPB/MN Active
15. Medivet products PPB/M/M Active
16. Njimia (k) Itd Kajiado | PPB/NM/597 | Active
17. Oss- chemie (k) Itd Nairobi | PPB/OM Active
18. Questa care Itd Nairobi | PPB/QM Active
19. Nairobi | PPB/RM Active
20. Nairobi | PPB/M/S Active
21. Nairobi | PPB/T/5394 | Active
22. Nairobi | PPB/T/5370 | Active
23. Kiambu | PPBUM Active
24, Nairobi | PPB/V/303 Active
25. Zain pharma Itd Nairobi | PPB/Z/1123 | Active

Source: (Pharmacy & Poisons Board, PPB, 2024)
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Appendix VII: Map of Nairobi County

Study Area

Road Type
=—— Express way
——— Highway
[ ] city zones Boundary 0 25 5 10 15 20
EEE S TS s Kiometers

] Boundary of Nairobi County

AN

NG
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Appendix: VII Similiarity Report

Stanslous

Repository

ORIGINALITY REPORT

17, 164 3«

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS

1 0%

STUDENT PAPERS

PRIMARY SOURCES

.

Submitted to Kenyatta University

Student Paper

1w

erepository.uonbi.ac.ke ’
Internet Source %

irkabarak.ac.ke:8080 4
Internet Source %

Submitted to KCA University /
Student Paper %
pdfs.semanticscholar.org ‘ g
Internet Source 0

H su-plus.strathmore.edu 4
Internet Source %

irmu.ac.ke:8080 *
Internet Source %

B theijpbmt.com ‘
Internet Source %

n Submitted to Mount Kenya University <
%

Student Paper

105



	DECLARATION
	ACKNOWLEDGEMENT
	ABSTRACT
	LIST OF TABLES
	LIST OF FIGURES
	ABBREVIATIONS AND ACRONYMS
	OPERATIONAL DEFINITION OF TERMS
	CHAPTER ONE
	INTRODUCTION
	1.1 Introduction
	This section discusses the background of the study, the problem statement, research questions and objectives, justification for the study, general scope, as well as the assumptions, limitations, and delimitations involved.
	1.2 Background of the study
	1.2.1 Marketing Mix Strategies
	1.2.2 Kenyan Pharmaceutical Industry

	1.3 Statement of the problem
	1.4 General Objective
	1.4.1 Specific Objectives

	1.5 Research Questions
	1.6 Justification of study
	1.7 Significance of the study
	1.7.1 Pharmaceutical manufacturing industry
	1.7.2 Researchers and scholars
	1.7.3 Policy Makers

	1.8 Scope of the study
	1.9 Assumptions of the study
	1.10 Limitations and Delimitation of the study
	1.10.1 Limitations of the study
	1.10.2 Delimitations of the study


	CHAPTER TWO
	LITERATURE REVIEW
	2.1 Introduction
	2.2 Theoretical Review
	2.2.1 Marketing Mix Theory
	2.2.2 The Response Hierarchy Theory
	Fig: 1 Response Hierarchy model

	2.2.1 Depot theory of Distribution
	2.2.2 Diffusion of Innovation theory

	2.3 Empirical Review
	2.3.1 Pricing strategy and its effect on sales performance
	2.3.2 Product development strategy and its effect on sales performance
	2.3.3 Promotion strategy and its effect on sales performance
	2.3.4 Place strategy and its effect on sales performance
	2.3.5 Marketing mix strategies and its effect on Sales Performance

	2.4 Conceptual Framework
	Fig: 2 Conceptual Framework
	2.4.1 Pricing Strategy
	2.4.2 Product development Strategy
	2.4.3 Promotion Strategy
	2.4.4 Place Strategy
	2.4.5 Sales Performance

	2.5 Research Gaps
	Table 1: Research Gap Table


	CHAPTER THREE
	RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Research Design
	3.3 The Population of the Study
	Table 2: Showing Target Population and Respective Departments

	3.4 Sampling Procedure and Sample Size
	Table 3: Sample size

	3.5 Data Collection Methods
	3.6 Data Collection Instruments
	3.7 Pilot Study
	3.8 Validity and Reliability of the Instruments
	3.8.1 Validity of the Instruments
	3.8.2 Reliability of the Instruments
	Table 4: Test of Internal Consistency Reliability


	3.9 Data Analysis and Presentation
	3.10 Assumptions of Multiple Linear Regressions
	3.10.1 Durbin-Watson Test
	Table 5: Durbin-Watson Test

	3.10.2 Shapiro-Wilk Test for Normality of Residuals
	Table 6: Shapiro-Wilk Test for Normality of Residuals

	3.10.3 Variance Inflation Factor (VIF)
	Table 7: Variance Inflation Factor (VIF)


	3.11 Ethical Consideration

	CHAPTER FOUR
	RESEARCH FINDINGS AND DISCUSSION
	4.1 Introduction
	4.2 Response Rate
	Table 8: Response Rate

	4.3 Demographic Information
	4.3.1 Gender of the Respondents
	Table 9: Gender Distribution

	4.3.2 Profile of the Respondents
	Table 10: Distribution of the Respondents by Job Title.

	4.3.3 Years of Service
	Table 11: Distribution of Duration of working of the Respondents

	4.3.4 Level of Education of the Respondents
	Table 12: Level of education of the Respondents


	4.4 Descriptive Statistics
	4.4.1 Pricing strategy
	Table 13: Pricing Strategy

	4.4.2 Product Development Strategy
	Table 14: Product Development Strategy

	4.4.3 Promotion Strategy
	Table 15: Promotion Strategy

	4.4.4 Place Strategy
	Table 16: Place Strategy

	4.4.5 Sales Performance
	Table 17: Sales Performance


	4.5 Inferential Statistics
	4.5.1 Correlation Analysis
	Table 18: Correlation Analysis

	4.5.2 Multiple Regression Analysis
	Table 19: Model Summary
	Table 20: ANOVA
	Table 21: Regression Coefficients


	4.6 Discussion of Results

	CHAPTER FIVE
	SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
	5.1 Introduction
	5.2 Summary of findings
	5.2.1 Effect of Place Strategy on Sales Performance
	5.2.2 Effect of Promotion Strategy on Sales Performance
	5.2.3 Effect of Pricing Strategy on Sales Performance
	5.2.4 Effect of product development strategy on sales performance

	5.3 Conclusions
	5.4 Recommendations
	5.4.1 Recommendation for practice
	5.4.2 Policy recommendation
	5.4.3 Recommendation for future studies


	REFERENCES
	APPENDICES
	Appendix I: Letter of Introduction to collect Data
	St. Paul’s University
	P. O Box Private Bag – 00017
	Limuru, Kenya.
	To the Respondent,
	Dear sir/ Madam
	RE: To whom it may concern

	Appendix II: Questionnaire
	Appendix III: Introduction Letter
	Appendix IV: Research Permit from NACOSTI
	Appendix V: Time Plan of Work
	Appendix VI: Budget Plan
	Appendix VII: List of Pharmaceutical Manufacturing Companies in Kenya
	Appendix VII: Map of Nairobi County
	Appendix: VII Similiarity Report


