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ABSTRACT 

The study, sought to assess the effectiveness of marketing mix strategies on sales volumes 
for OTC drugs by research based MNCs in Kenya. Specific objectives were; to determine the 
influence of price on sales volume of OTC medicines for MNCs in Kenya, to detennine the 
influence of place on sales volume of OTC medicines for MNCs in Kenya, to dete1mine the 
influence of promotion on sales volume of OTC medicines for MNCs in Kenya and to 
dete1mine the influence of product on sales volume of OTC medicines for MNCs in Kenya. 
Desc1iptive research design was used. The target population of this study was MNCs that 
have a representative office or operate through a distributor and additionally deal with OTC 
drugs in Kenya. The study used a census method, where all the 13 MNCs were selected for 
the study. Data was collected from p1imary sources by use of a structured questionnaire. Data 
was analyzed mainly by use of descriptive statistics. Inferential statistics were conducted to 
establish the relationship between the study variables. The study found that modifying 
pricing mix element by a single unit would lead to an increase in sales volume of OTC 
medicines for MNCs in Kenya. Modifying place mix element by a single unit would lead to 
an increase in sales volume of OTC medicines for MNCs in Kenya. Modifying promotion 
mix element by a single unit would lead to an increase in sales volume of OTC medicines for 
MNCs in Kenya. Modifying product mix element by a single unit would lead to an increase 
in sales volume of OTC medicines for multinational phannaceutical companies. 

lll 



TABLE OF CONTENT 

DECLARATION .................................................................................................................... ii 

ABSTRACT ........................................................ ... ......... ...................................................... .. iii 

LIST OF FIGURES ............................................................................................................. viii 

LIST OF TABLES ................................................................................................................. ix 

ACRONYMS AND ABBREVIATION ................................................................................. X 

OPERATIONAL DEFINITION OF TERMS ........................................... ........................ .. xi 

CHAPTER ONE: INTRODUCTION ................................................................................... 1 

1.1 Background of the study .... ... ....... .. .... ......... ....... ..... .. ......... ........ ....... ...... ...... .... .. ... ...... .. . 1 

1.1 .1 Marketing strategies ......... ..... ... ... ..... ..... .... ... ... ... ... .. ...... ....... ... .... .. ....... ..... ... .. ..... ..... 2 

1.1.2 Marketing Mix Concept .... ... ... ... ... ... ... .. ........... .... ....... ... ... ... ... ..... ....... .. ............ ....... 3 

1.1.3 Multinational Companies ..... ... ... ... .... ... ..... ... ...... .... ..... .. .. .. ..... ......... .... ........... .......... 4 

1.1.4 Sales Volume ... .. ......... .. ..... ..... ..... .... ....... .. ........... .. ..... ...... ...... .. ....... .. ..... ....... ..... ..... 5 

1.2 Statement of the Proble1n ... ... ....... ........ ... ... .... .. ... .... ........ .. ..................... ..... ..... ......... ... ... 5 

1.3 Objectives of the Study ...... ... .. .. ... ....... ... .......... ... ........ ... ........ ...... .. .. .... ... ......... ... ..... .... ... 7 

1.3.1 Specific objectives .... ..... ... ... .... .. ...... ... ... ... ... ... ...... ....... ..... ................ ................ ....... 7 

1.4 Research Questions .. .... ... ... .... .... ............ .. ... ...... .. .... ..... ..... ..... ........... ... ....... ......... ..... ... ... 7 

1.5 Scope of the Study ........ .. ..... ...... ......... .... ... ... ... ..... ..... .. .......... .. ............. .. ... ... ...... .. .. ....... . 7 

1.6 Significance of the Study .. ............. ... .... .. ... ... ... ......... .. .. ... .......... ....... .... .. ........... ..... ...... .. 8 

CHAPTER TWO: LITERATURE REVIEW ............................ .......................................... 9 

2.1 Introduction ... ..... ... .... ... .. ... .... .... .. ... .. .... ... ... .... .. .. .. ..... ... ... .... .............. ... .... .... .. ........ .. .... ... 9 

2.2 Theoretical Foundation ..... ...... .... ... ...... ...... ...... ... ...................... ..... .. .... ........ ...... ... ...... ... . 9 

2.2.1 Marketing Mix Theory ... ..... .............. .. ... ... ...... ............... ... ... ... .... ........ .. .... ... ..... ....... 9 

2.2.2 Segmenting, Targeting and Positioning (STP) Model.. .. ...... .............. ............... .... 11 

IV 



2.3 E1npilicalliterature ... ...... .. ...... ...... ...... .... .... .. ........... .... .. .. ...... ........ ...... ... ... .. .... ... .......... 12 

2.3.1 Effectiveness of Pricing Mix Element on Sales Volume .. ...... ..... .... ....... .. ... .. .. ... ... 12 

2.3.2 Effectiveness ofPlace Mix Element on Sales Volume ..... ........... ........ ......... ......... 15 

2.3.3 Effectiveness ofPromotional Mix Element on Sales Volume .. ...... ... ... ... .. .... ... .... 17 

2.3.4 Effectiveness of Product Mix Element on Sales Volume .......... .. .... .... ....... .... ... ... . 20 

2.7 Conceptual Fra1nework ... ...... ...... ..... .... ... ...... ... .. .... ... .. .... .... .. ... ...... ... ... ....... .. .. .... ... ... ... . 22 

2.8 Chapter Summary ...... .. ... ... ... ...... ... .. .. ..... .. ..... .. ......... ... .... ..... .. .... ...... ...... ...... ...... ...... .... 23 

CHAPTER THREE: METHODOLOGY .......... ...... ......... ...... ...... ... ...... ............ ................ 24 

3.1 Introduction ... ....... ..... ...... .. .. ..... ..... .. ...... .. ...... ... ......... ........ ... .............. .... .. .. ... ... ... ..... ... .. 24 

3.3 Population of the Study ..... ...... ...... .... .. .... .. .... ... ..... .... .. .... ... ............. .. ... ... ... ... ..... ....... .... 24 

3.4 Data Collection Procedure and Instruments ....... ...... ... ... .... .. ...... ...... ... ... ... ... .. ....... .. ..... 25 

3.5 Data Analysis Techniques ........ ... ... ..... .... ... ... ......... ...... ...... ... ... ...... ... ... ... ... ... ... .. ... .. .. ... . 25 

3.6 Research Quality .... ... .. .. .. ... ... ... ... ... ... ... ... .. .... ... ...... .... ..... ... ... ......... .. .... .. .... ...... .. ... ... ..... 26 

3.6.1 Validity ... .. ...... ......... .. .... ... .... ..... ... ... .. .. .. ... .. ... .. .... ... ... .... ...... ... ... ..... ....... .. .. ..... ... ... . 26 

3.6.2 Reliability .. .. .... ... ... .... ...... ........ ..... .. ........ ............ ..... ... ....... ... .. .... ..... ..... .. .. ... .... ... ... . 26 

3.7 Ethical Consideration ... ... ... ... ... .... .. ... ..... .... .. .... ....... .. .. ..... .. ...... ... ... ... ... ........ .... .. ..... ..... . 27 

CHAPTER FOUR: DATA ANALYSIS, FINDINGS AND DISCUSSIONS ................... 29 

4.1 Introduction ............ .. .... .... .... ... .. ..... .. ............. ...... .... .. .. ... .............. .. .. ....... .. .. ..... ...... .. ..... 29 

4.2 Response Rate ..... ... .. .... .. .... ... ... .... .. ... ... .... ........ ... ... ... ... .... .... .... ... ........ ... ....... ........ ..... .. . 29 

4.3 Detnographic Infonnation ..... ... .. .... ..... .. .. ... ......... ... ... .. .......... .. .... ... ... ............ ... .. ..... .. .... 29 

4.3.1 Market Segment Targeted by the Organizations ............ .. ... ... .. ..... .. ... .. .... ...... ... ... . 30 

4.3.2 Respondents Length of Service in the Organization .... .... .... .. .. ... ..... ..... ...... ....... .. . 30 

4.3 .3 Organization Length of Time Operating in Kenya ..... ... ..... .... ... ... .. .... ... ... ... .... ...... 31 

4.4 Descriptive Statistics ... ....... ... ..... .... .. .... .. ... .. ..... ... ... ... ... ....... .. ...... ......... .. .... ...... ... .. ...... .. 31 

v 



4.4.1 Pticing Mix Element on Sales Volume .............................. .. .. .... ........ .. .. .. .. .. ........ .. 32 

4.4.2 Place Mix Element on Sales Volume ............................ .. ...................................... 33 

4.4.3 Promotional Mix Element on Sales Volume .................. .. .... .... .. .. .. .......... ............. 34 

4.4.4 Product Mix Element on Sales Volume ...... ...... .... .... ........ ...... .. .... ......................... 35 

4.4.5 Sales Volume .. ..... .... ... .. ................................................................. ........ ... .. .. .. ....... 36 

4.5 Inferential Statistics .. ............... .. ....... ...... ... ... .. .... .. .............................. ..... ... .. ..... .... ... .... 36 

4.5.1 Correlation Analysis ... .... .. .. .. ........ ........................................ .. .... .. ....... .. .... .. .......... 36 

4.5.2 Regression Analysis ... ... .................... ............ .................... .. ...... ... ....... ... .. ... ... .. ..... 38 

CHAPTER FIVE: DISCUSSION, CONCLUSION AND RECOMMENDATIONS ..... 42 

5.1 Introduction ..... ................... ... ........... .... .. ............. ... ... ... .. .... ... ...... ......... ........ .... ... .... ...... 42 

5.2 Discussion of Findings .. .. ... ... ......... ... ... ... ............. .. ... ............... .. ................... ...... ... .... ... 42 

5.2.1 Pticing Mix Element on Sales Volume .............. .. .................................. .. .............. 42 

5.2.2 Place Mix Element on Sales Volume ................................ .. ...... .. .......... .. .. .. .... ...... 42 

5.2.3 Promotional Mix Element on Sales Volume .................... .. ...................... ........ ..... 43 

5.2.4 Product Mix Element on Sales Volume ............................ .. .... .............. .. .... ........... 43 

5.3 Conclusion .... .. .... ... ... ... ........................ ... ... ... .. ........ ..... .. ..... .. .... .. .. .. ..... .... ... ..... .. ........... 44 

5.4 Recoffilnendations ........... .. ............ .... ........ .... .. ..... .. ... ..... .. ... .. ... ... .... .... ... .... .. ..... ... ........ . 45 

5.5 Suggestions for Further Studies .... .. .. .. .. ................................ .. .................. .. ................ .. 46 

REFERENCES ...................................................................................................................... 47 

APPENDICES ................................................. ...................................................................... 60 

Appendix I: Questionnaire ... ............ .. ......... .. .. .............................................. ....... ...... ..... ... . 60 

Appendix II: Letter oflntroduction .................... ............ .. ............ .... .. ................................ 65 

Appendix III: List of Phatmaceutical Multinational Manufactuting fitms ............ .. .. .. .. .... 66 

Vl 



Appendix IV: Population Distribution of Key Decision Makers in Multinational 

Phannaceutical Firms Specializing on OTC ...... .. ... .... .. ..... ... .. .... .... ...... .. ... ... ... ... ..... ...... ... .. 68 

Appendix V: Ethics Review Board clearance ........ ... ... .... .. ... .. .. ..... ... ... ...... ... ... ...... ........ .... . 69 

Appendix VI: NACOSTI Certificate ........ .... ....... ..... .... ..... ... ........ .. ... .. ... ...... ......... ... ..... .. ... 70 

Vll 



LIST OF FIGURES 

Figure 2.1: Conceptual Framework .. ........ .. .... .............................. ............ .................. .. .......... 22 

Figure 4.1: Market Segment Targeted by the Organizations .............................................. .... 30 

Figure 4.2: Respondents Length of Service in the Organization ................................ ........... . 31 

Vlll 



LIST OF TABLES 

Table 3.1: Operationalization of Variables ....... .. ....... ............ ... ........ ......... .......... .............. ..... 28 

Table 4.1: Response rate ..... ..... .. .... ...... .... ... ....... .. ... ... ...... ... ........... .... ... ..... .... ... ... .... ..... .... .. .. .. 29 

Table 4.3: Extent to Which Pricing Mix Strategies Influence Sales Volume ... ... .... ..... .... .. ... . 32 

Table 4.4: Influence of Place Mix Strategies on Sales Volume ... .... .... .. .... .......... .... .... ... ... ... . 33 

Table 4.5: Influence of Promotional Mix Strategies on Sales Volume ........ .... .... ........ ...... .... 34 

Table 4.6: Influence of Product Mix Strategies on Sales Volume ............... .. ............... ... .. .... . 35 

Table 4.7: Extent of Growth of Sales Volume As A Result OfMarketing Mix ...... .. ....... ..... 36 

Table 4.8: Co1relations Coefficient ... ....... .... ....... ... ..... .... ... ...... ... ....... ... .... ... .... ... .. ....... .. .... .... 37 

Table 4.9: Model Summary .... ...... .. .. ...... .... .. .... ... ... ... .... ........ ... ....... ..... ....... .... ... .... ... ... ... ....... 38 

Table 4.10: Analysis ofvariance ........... ........... ... ... ... ... ... .................. ............ .. .... ......... .... ... ... 39 

Table 4.11 : Coefficients ... ... ...... ... ....... ................ ..................... ..... .. .............. .... ... .. ......... .... ... . 40 

lX 



4P's 

B2B 

B2C 

CO MESA 

FDI 

GDP 

MNC 

OTC 

R&D 

SME 

SPSS 

STP 

ACRONYMS AND ABBREVIATION 

Product, Piice, Place and Promotion 

Business to Business 

Business to Consumer 

Common Market for East and Southern Africa 

Foreign Direct Investments 

Gross Domestic Product 

Multinational Corporation 

Over the Counter 

Research and Development 

Small and Micro Enterpiises 

Statistical Package for Social Sciences 

Segmenting, Targeting and Positioning 

X 



Earnings 

Marketing Strategy 

OPERATIONAL DEFINITION OF TERMS 

Refer to after-tax net income, sometimes known as the bottom 

line, or a company's profits 

Method used by companies or organization to focus limited 

resources on the best opportunities to increase sales and 

thereby achieve a sustainable competitive advantage. 

Multinational Companies A corporation that operates in one or more country other than 

in its home country. For the purpose of this study, we shall 

focus on research-based companies. 

Over the Counter Medicines Dmgs that can be bought in a chemist or a phmmacy without 

the doctor's prescription. 

Place 

Prescribed medicines 

Price 

Products 

Promotion 

Sales volume 

It is the outline of where a company sells a product and how it 

delivers the product to the market 

Dmgs that is dispensed under the instmction of doctors 

The value attached to OTC products 

The good or service that has been created to meet the 

consumer needs 

The process of availing infmmation regarding the products to 

the target consumer 

Quantity of units sold over one financial year 
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CHAPTER ONE: INTRODUCTION 

1.1 Background of the study 

Phmmaceutical drugs, also refetTed to as medicine or just drugs are substances that are used 

to prevent, diagnose, cure or treat an ailment (Taylor, 2015). There are many classifications 

of medicine, notably among them being by the level of control, this differentiates between 

prescribed medications which are those that a phannacist dispenses only on the order of a 

doctor or a nurse, and, OTC medicines which can be ordered by consumers without a 

doctor's prescription: these are also known as Over The Counter Drug (OTC) (Basak & 

Chandana, 2005). 

The categorization of medicines into prescribed and over the counter (OTC) is govemed by 

various countries in accordance with the requirements of the respective laws and rules 

(Basak, 2017). In Kenya, the OTC is subject to legislation, and the Pharmacy and Poisons 

Board is the body mandated with goveming the distribution and promotion of OTC 

medicines (Laws of Kenya, 2012). According to a 2016 Kenya health sector report, the 

Pharmacy and Poisons boards classifies pharmaceutical industries depending on the nature of 

their business for the sake of registration, that is, manufacturers, retailers and distributors. 

With regard to manufacturers, the body registers dates of manufacturing and expiring, batch 

numbers, and ensures that addresses are correctly labeled. On the other hand, the body issues 

licenses to retailers and disttibutors. 

According to a 2016 report released by the Common Market for East and Sou them Africa 

(CO MESA), Kenya is the prime producer of phmmaceutical products in East Afiica with the 

market share of 50 % in CO MESA. Kenya has positioned itself as an economic hub of East 

Aftica community and as a result, this has attracted numerous Foreign Direct Investments 

(FDis), notably among them being multinational pharmaceutical finns . Additionally, the 

fitms are subjected to the same market environment as local phmmaceutical firms which 

have been in existence for a long time. Given the rapid change in technology, consumers are 

now aware of the market information especially on prevailing prices, supplier cost, and the 

prevailing market conditions. According to Zekiri and N edelea (20 11 ), full infonnation of 

the market necessitates multinational corporations to consider the marketing mix that would 

make their products more appealing and compete in the market. 
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1.1.1 Marketing strategies 

Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchanging offerings that have value for consumers, clients, partners, and 

society at large (Kotler, 2011 ). Webster (2009) asseris that marketing is central to the 

management function and that the development of a marketing system is essential m 

converiing latent demand into effective demand thus realizing economic development. 

Marketing Strategy indicates the specific markets towards which activities are to be 

targeted and the types of competitive advantage to be exploited (Dibb & Simkin, 2009). 

Amid the emergence of a new generation of global brands, economic markets are becoming 

more fragile and unstable, hence the need for firms to develop effective marketing strategies 

(Zekiri & Nedelea, 2011). These include; collaborating with local pminers who understand 

the local market (Margarita, 2013). As more companies continue to go global, it essential for 

their marketing teams to appreciate market differences between various countries. Adequate 

information about a local market is a pre-requisite for a firm's success in a certain country, 

and this could best be achieved through the fonnation of marketing pminerships (Hoskisson, 

2008). 

The common global marketing strategies for OTC medicines include the extensive use of 

social media (Roblek, 2015). Ideally, social media has been found as the most powerful 

platfonn to reach a wide audience. Roblek also notes that, in the case of campaigns with 

pictures, video and lesser text, Facebook would be the appropriate medium, as well as 

Twitter marketing. Paid campaigns are capable of creating good reach; indeed, even 

Y ouTube videos can be shared effectively to reach a large audience. All leading OTC 

medicines marketed intemationally have a good social media presence, inclusive of 

GlaxoSmithKline, Merck and Co., Novartis, and Pfizer pharmaceuticals (Roblek, 2015). 

Intemational pharmaceuticals also utilize pricing and packaging as a powerful marketing 

strategy (Khoso, Ahmed, & Ahmed, 2014). Emerging markets display great sensitivity to 

prices implying that intemational companies dealing in OTC medicines ought to set 

competitive prices for their products (Danzon, Mulcahy, & Towsec, 2013). For example, 

some OTC skin care medicines are normally sold in packages of 250 or 500 ml in most 

European countries; however, in such emerging markets as China, India, Philippines, Korea 
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and Indonesia companies have smaller sachet packs with the objective of cateting for lower­

income consumers. Ideally, several MNC's are effectively using the vatious packaging and 

pticing strategies to fit in the intemational market (Ogutu & Samuel, 2012). 

N atTOwing down to such a region as Africa, business leaders ought to understand that 

intemational marketing is not for the big players only. According to a 2017 report by Aftican 

development bank, several sectors have been dominated by the belief that when marketing 

exceeds a certain countly's boundaries, it can only be carried out by outsized companies. 

Consideting that most countries in Africa are in the category of low-income economies, 

smaller fitms ought to take the initiative to reach OTC medicines' customers living in rural 

areas. Therefore, companies ought to deviate from the tradition of implementing expensive 

marketing campaigns that target large urban centers (Gilson, 2012). As far as this strategy 

could work for the companies operating in markets within developed countiies, low-income 

people in African countries could still offer a considerable market for OTC products (Gilson, 

2012). 

In Kenya, the marketing of over-the-counter medicines would essentially make use of local 

strengths strategy. Notably, many pat1s of Kenya lack large commercial centers or malls 

where the phatmaceutical companies could have their outlets (United Nations Industiial 

Development Organization, 2010). Upon falling sick, many Kenyans have a challenge 

accessing medical care and thus resort to unconventional ways of sorting treatment visit 

neither public nor private hospitals; instead, they visit these small shops where they purchas·e 

medicines over-the-counter without a diagnosis in most cases. In Kenya, no phannaceutical 

can ignore the strength possessed by these sales networks. Indeed, even in events when 

patients seek medication from public hospitals, they are mostly provided with prescriptions 

to buy medicines from small convenience stores (Gamau, 2016). 

1.1.2 Marketing Mix Concept 

Many companies use a mix of marketing strategies to cope with the ever-changing business 

environment that is caused by consumer preferences and specifications (Zekiri & Nedelea, 

2011). The marketing mix is a combination of variables that a firm can use to achieve its 

marketing objectives (Kotler, 2005). They include, place, product, ptice and promotion and 

they are commonly referred to as the 4 Ps. The clustering of the 4P's was first done by 
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McCarthy (1975). The 4Ps Marketing Mix is tlusted conceptual platfonn of practitioners 

dealing with tactical/operational marketing issues. The mix has also been proven to be multi­

usable as it can be used in marketing Business to Consumer (B2C) products as well as 

Business to Business (B2B) Constantinides (2006). This study will use this framework as a 

lens tlu·ough which we can measure the application of marketing strategies to the marketing 

of OTC medications. 

MNCs fmm marketing strategies around three mam perspectives: standardization­

adaptation, configuration-coordination and strategic integration (Zou & Cavusgil, 2002). The 

standardization or adaptation of marketing mix such as product, place, price and promotion 

across a range of countiies and continents, by a multinational company is the most impo1iant 

factor in its global marketing sti·ategy (Zou & Cavusgil, 2002). The second element of the 

global marketing strategy gives attention to the configuration and coordination of an 

organization's value chain operations traversing diverse nations. The last element of a 

multinational company's competitive tactics, strategic integration, weighs on how the 

organization's strategies are deliberated upon and implemented across the markets it operates 

within (Porter, 1986). The extended 7 P'S include; people these are individuals who work for 

the organization. Having the 1ight people is essential because they are as much a pari of the 

business offering as the products/services. Processes, these include service delivery, a 

process needs to be clearly defined for the service provider. This basic process should ensure 

the same level of service delivery to every customer, at any time of day, on any day. Physical 

evidence, the location of the service delivery also takes on significance. The level of comfmi 

and attractiveness of a service location may make a lot of difference to the user expe1ience 

(Kotler, 2005).For the purpose of this study we shall focus on the 4P's as the 7P's model 

focuses on the service industry. 

1.1.3 Multinational Companies 

Intemational business led to establishment of Multinational Corporations (MNCs). An MNC 

is a finn which has been registered in more than one country or that has operations in more 

than one country. Such companies have offices and/or factories in different countries and 

usually have centralized or regional head offices where global management is coordinated. 

Nairobi Kenya is the regional African headquarters for more than 20 MNCs. A MNC can 
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also be referred to as an international corporation, multinational enterprise (MNE) or a 

transnational corporation. There are vast numbers of MNCs around the world which vary 

widely in size and specialization. MNCS have far reaching effects which are as they affect 

the daily lifestyle of consumers. Many MNCs operating in Kenya have faced fierce 

competition both locally and internationally which has seen others relocate to other countries 

while others have closed shops altogether. In response to the increasingly volatile business 

enviromnent, MNCs are employing different marketing strategies in order to remain 

competitive (Okoth, 201 0). 

1.1.4 Sales Volume 

Sales volume is the core interest of every organization and is based on sales and profit .When 

volume goes up profits rises and management in organizations is made easier (Kotler & 

Annstrong, 2010). Sales volume refers to the general lump sum of goods and services 

supplied during a given trade period at a given price (Marsher, 2013). Additionally, sales 

volume is the total revenue produced or the total number of units of a product sold in a given 

period of time. Glantier (2010) adds that a business's success is interpreted in terms of its 

profitability which is the ability of the finn to earn. This return is normally a margin of sales, 

appropriations of capital invested or appropriations of assets used. Sales volume is greatly 

affected by customer care policies in addition with product quality, prices, brand image, 

awareness about product, after sales services (Dan Bradinore, 2014). Any business with a 

great product but no customer care and way to sell it, will soon see it going to waste resulting 

to great loss in terms of sales volume. 

1.2 Statement of the Problem 

Penetrating a foreign market exposes a finn to risks owing to differences in buyer's needs, 

taste and preferences (Tseng, 2006). The contemporary business environment and regional 

shift in economic activities are imposing pressure on multinational businesses, necessitating 

them to think strategically and act competitively (Tharnmjan & Seneviratne, 2009). 

Additionally, with the advancement in technology, information access has been simplified, 

with the internet integrating communication between producers, suppliers and consumers 

(Borges-Tiago, 2008). According to Zekiti and Nedelea (2011), this access to information 

has given consumers bargaining power as they are armed with perfect knowledge of the 
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market, in terms of prices, supply cost and can, therefore, make rational decisions when 

choosing commodities from different suppliers. It is for this reason, therefore, that companies 

must make strategic decisions in determining the most efficient and effective marketing 

technique that would enhance their competitiveness in the market (Christina, Enrique & 

Ricardo, 2012). 

In Kenya, the past decade has been marked by an influx of multinational pharmaceutical 

fitms, which have set camp in Nairobi and branches and outlet's in various pmis of the 

country (Omwansa, 2012). According to Kiragu, (2014), the enlightenment of customers in 

the digital age and their preference to local OTC phmmaceutical products, has seen 

multinational phannaceuticals companies investing so much in marketing and compete 

heavily for market share via intense promotions. The intense competition has resulted in 

allocation of more finances for promotion purposes in the pharmaceutical companies 

approximately $50-100 million (Kiragu, 2014). 

The multinational phannaceutical firms have pursued different marketing approaches with 

the intent of boosting sales. It is, however, wmih noting that there is no single marketing 

method that succeeds for all multinational finns, nevetiheless, a combination of marketing 

approaches can provide a light mix that can strategically position an organization in the 

market share (Borza & Borza, 2014). There are few studies that have been done on the 

marketing mix strategy and how they affect sales volume of multinational phannaceutical 

fmns in Kenya. Among them is a study on competitiveness of pharmaceutical firms by 

Ownasa (2012), while studies on marketing approaches and strategies conducted in Kenya 

are on other industries notably by Oori (2010) on marketing strategies employed by banks, 

and Obonyo (2013) on supennarkets in Kenya. It is against this backdrop, therefore, that this 

study sought to assess the effectiveness of marketing mix on sales volume for OTC 

medicines for multinational companies in Kenya to fill the knowledge gap. 
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1.3 Objectives of the Study 

The main objective of the study was to establish the effectiveness of marketing mix on sales 

volume ofOTC medicines for MNCs in Kenya 

1.3.1 Specific objectives 

1. To assess the influence of product on sales volume of OTC medicines for MNCs in 

Kenya. 

II. To examine the influence of price on sales volume of OTC medicines for MNCs in 

Kenya. 

iii. To assess the influence of place on sales volume of OTC medicines for MNCs in 

Kenya. 

IV. To determine the influence of promotion on sales volume of OTC medicines for 

MNCs in Kenya. 

1.4 Research Questions 

1. What is the influence of product on sales volume of OTC medicines for MNCs in 

Kenya? 

II. What is the influence of price on sales volume of OTC medicines for MNCs m 

Kenya? 

iii. What is the influence of place on sales volume of OTC medicines for MNCs in 

Kenya? 

IV. What is the influence of promotion on sales volume of OTC medicines for MNCs in 

Kenya? 

1.5 Scope of the Study 

The study took place in Nairobi County, focusing on research-based MNCs companies that 

deal with OTC medicines in Kenya. In Kenya, MNCs operate either as subsidiaries, 
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representative offices or through distributors. The study targeted all the MNCs based on the 

business model adopted in Kenya. Nairobi was considered for the study because being the 

capital city, it is home to most of the impmiers and distributors of phatmaceutical products in 

Kenya. The respondents were limited to marketing and sales managers involved in the 

promotion of OTC medicines within each phatmaceutical company. 

1.6 Significance of the Study 

The study findings would be impmiant the MNCs companies. It provided an understanding 

on effectiveness of marketing mix on sales volume of OTC medicines. The companies may 

decide to adopt the marketing mix elements so as to improve their sales volume. The study 

might also be important to hospitals as they may know as to segment their markets so as to 

target the right customers. This would help in improving their sales volume 

The study may also be important to the policy makers. It provided knowledge on 

effectiveness of marketing mix on sales volume. The policy makers might be able to come up 

with strategies that will encourage companies to adopt the marketing mix elements. This will 

help the companies to improve their sales volume. 

The study added to the body of knowledge on effectiveness of marketing mix on sales 

volume. It provided a more understanding on how organizations can segment their market so 

as to target the right customers and be positioned well than their competitors. It provided 

more understanding on marketing mix and sales volume to researchers and academicians. 

The study may be used as a reference material for future related studies. 
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CHAPTER TWO: LITERATURE REVIEW 

2.1 Introduction 

This chapter highlights various theories and studies that exist that form the foundation of this 

study. Further, empirical literature is reviewed, and the conceptual framework analyzed. 

2.2 Theoretical Foundation 

The section gives a review of theories that relate to marketing strategies that apply to 

multinational fi1ms generally. 

2.2.1 Marketing Mix Theory 

This concept was created by an expert in the field of marketing known as Jerome McCarthy 

in the 1960s. A marketing mix is a combination of all functions that pe1tain to marketing. 

4P ' s of marketing constitute of the Product, Piice, Place and Promotion put into 

consideration dictate what type of marketing strategy a company employs (McCmthy, 1975). 

Placed first in concern is the product. A product is a good or service that is created to meet 

and satisfy the needs of consumers (McCarthy, 1975). It involves the planning, designing and 

creating products that will satisfy customer needs. Taking the product as a marketing strategy 

requires the consideration of the product, its packaging and pack size, image, brand name and 

label, its quality, shape, size, color, wan·anties and after sale services and lastly, the product 

policy. According to (Kotler, 2003), it is of no impmtance in developing a good or service 

that the market would not be responsive to. He points out that numerous business entities 

make decisions on what to sell and later hope to find a market for their products. It is 

therefore impmtant that MNC's conduct extensive research to ensure that they create the 

light type of product that meets the market's requirements. The product element of the 

marketing mix should seek to answer questions such as what does the end-user desire from 

the good/service? What features should the product have to be desirable? How is the product 

distinguishable from other competing products? 

The piice element of the marketing mix is the value which is attached to a product by its 

supplier and is charged from the end-user. The pricing of a product is important in a 

marketing strategy because of reasons such as it relates to the generation of product revenue 

to a company, the price gives an indication of the product's quality, p1ice has a psychological 
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influence on the consumers' perception of the product and lastly, it detennines a company's 

profit as it affects, in huge measures, the sales and demand for its goods or services 

(McCarthy, 1975). Keller, Heckler, and Houston, (1998), posit that a product's wotih is 

demonstrated in the willingness and ability of customers to pay for it. Therefore, a finn may 

employ the following main pricing strategies: market penetration pricing, neutral pricing, 

time-based pricing and market skimming pticing. 

The third component of the marketing mix is the place which is concerned with connecting 

seller and buyers of a product. Place involves the physical distribution and positioning of 

goods and is mainly concerned with the means of transpmi, the channel of distribution and 

storage. Distribution strategies include intensive distribution, exclusive distribution, 

franchising and selective distribution (Kotler, 2011). Place as an element of marketing 

strategy should answer the following questions: where are products most accessible to 

conswners? How does your distlibution strategy differ from those of your competitors? 

The last component of the 4P's is promotion. Product promotion is the ati of availing 

information concerning a product to a target market purposed to persuade them to buy, enjoy 

or choose the product (Blattberg & Btiesch, 2012). A good promotion includes product, price 

and distribution component of marketing (Berman & Evans, 1995). Product promotion 

consists of a vatiety of means, for example, advetiising, personal selling, publicity, public 

relations and sales promotion (Blattberg & Btiesch, 2012). Through promotion, a company 

can communicate to its existing and prospective customers that its product exists, the 

qualities and quantities the product can be enjoyed, and its price. According to (Berman & 

Evans, 1995), promotional undetiakings comptise of radio and television advertisement, 

billboards, posters, newspapers, personal selling, show, bonus schemes, trade fairs & 

exhibitions and web releases. 

The 4Ps marketing mix, according to ( Goi, 2009), is not a scientific theory, rather a 

conceptual framework. He argues that 4ps has been disapproved as it is more from a 

marketing management perspective than customer-miented point of view. The following are 

criticisms as laid out by (Moller, 2006) against the 4ps framework: the mix does not put into 

consideration customer behaviour but places more focus on internal operations, the mix does 

not value customer experience, the mix is not a scientific theory but a framework that focuses 
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on management, the mix does not take into account the features of services marketing but 

leans towards products and lastly, the product element of the marketing mix leaves out the 

fact that fitms also sell brands/product lines to consumers. 

2.2.2 Segmenting, Targeting and Positioning (STP) Model 

This study was inf01med by the Segmenting, Targeting and Positioning (STP) model. The 

model stipulates the need for an organization to identify the market segment that is 

significant for its revenue. In essence, the model pushes for market segmentation as a key 

tool in deriving a solid marketing plan (Dibb & Simkin, 1991). The vital concept for this 

theory is that an organization should identify the bases for segmentation. Identifying the 

bases for segmentation is key to understanding the market or the consumers and what they 

want and at what price (Smith & Hirst, 2001). 

With regard to phatmaceuticals, segmentation is crucial in avoiding wrong markets for 

certain commodities. For instance, the purchase of vaccines drugs in most Aftican countries 

is done by the government and therefore, having such vaccines in a phatmacy for retail 

consumption will not dtive the sales among retail market (Smith & Hirst, 2001). Therefore, 

determining the imp01iance of each market segment is ctitical in understanding the needs of 

different markets. Dibb and Simkin (1991) asseti that the development of a marketing mix 

for each segment is key in highlighting the different market gaps that exist. 

This model underscores the need for a company to look at each segment with the potential to 

generate high sales volume or its commercial earnings (Smith & Hirst, 2001). Entering into a 

market segment without a clear understanding of the potential eamings can lead to poor 

marketing strategy, which may result in huge losses for the company (Dibb & Simkin, 1991). 

Market targeting is relevant for phannaceuticals since it will illustrate how each segment of 

the market can be adequately utilized by the company. Without a clear segment target, the 

company will only be selling to a general market, which can waste marketing resources or 

result to poor sales volume (Dibb & Simkin, 1991). After carefully considering each segment 

of the market, the company should choose one or more segments that have the potential for 

high sales volume and is commercially viable (Dibb & Simkin, 1991). 

Another critical component of the STP model is the positioning of a product. Putting a 

product in the selected segment is crucial to its success (Dibb & Simkin, 1991). The product 
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needs to relate with the target segment or segments in order to create sales. Additionally, the 

success of such a product depends on the consumers' reception (Dibb & Simkin, 1991). 

Without developing a detailed product positioning for each segment, the consumers may not 

identify with a product Phannaceuticals ought to understand each market segment and 

identify its needs and financial standings. This is critical in highlighting the needs of the 

market segment in the products being sold to the consumers. A product that easily resonates 

with the consumers stands a better chance of being bought in high volumes. It is important 

for the organization to understand the market segment where it sells its products. Hence, the 

theory explains the effectiveness of marketing mix on volume of sales. 

2.3 Empirical literature 

This section reviews studies done by other researchers on marketing mix on sales volume. 

2.3.1 Effectiveness of Pricing Mix Element on Sales Volume 

According to Jang and Jung (2013), ptice is not only the quantity of money paid by 

consumers of certain products but a representation of the services, experiences and the whole 

culture of a product. Kotler (2004) asserts that companies employ a myriad ofpticing mix in 

their marketing strategy, among them being, competitive pricing, cost plus pticing, price 

disctimination, price penetration, price skimming, and psychological pticing. Louter, 

Ouwerkerk, and Backer (1991) established a positive conelation between ptices and sales 

volume in a study on the influence of pticing strategy on performance of firms. In Kenya, 

Odhiambo (2013) conducted a study on the influence of pticing strategy as a competitive 

aspect on sales performance of local pharmaceutical companies. The study found out that the 

effect of pricing on sales volume was positive and significant. 

2.3.1.1 Value Based Pricing 

Nagle and Singlton (20 11) refer to value based pricing as a process of price detennination in 

relation to customers' perceived value of a product or service. In their study on the effect of 

price mix on sales volume and profitability Hi.inerberg and Hi.ittmann (2003) and Piercy, 

Cravens and Lane (2010), found value-based pticing to be having the greatest effect on the 

two vmiables . In a study on pricing strategy and corporate profitability by (Deonir, Gabriel, 

12 



Evandro & Fabia, (2017), a positive association between value-based pricing and corporate 

profitability was established. 

Liozu (2013) carried out a study on pricing orientation and sales performance, by surveying 

1812 marketing managers, the study results indicated a positive correlation between value­

based pricing and performance of sales. Using a two staged-least square approach, Andreas 

(2008) sought to find out why most companies are reluctant in adopting value-based pricing. 

The study revealed that sales force deficits and lack of management support to be a hindrance 

to value-based pricing strategy implementation. 

In a study on successful product pricing practices in business to business industry in Belgium 

Ingenbleek, Debruyne, Frambach and Verhallen (2003), surveyed 77 marketing professionals 

in electronic and engineeting sector. The study found out that value-based pricing was 

positively related to the sales volume. Nagle and Singleton (2011) in a survey of 200 finns, 

they studied the impact of pricing strategies on companies' profitability. They established 

that firms that use value-based pricing generate a 31% more earning than those that base their 

pricing strategies on profit margins . 

2.3.1.2 Price Penetration 

Nagle (2006) defines ptice penetration as a process by which finns charge low prices to their 

products or services in order to penetrate the market. Jim (2012) asserts that, ptice 

penetration is an important technique particularly after a launch of new product or when 

entering into a new market marked with minimal product differentiation and an elastic 

demand. Lamb, Hair and McDaniel (2004), emphasize that price penetration strategy is a 

procedure of setting low prices with the intentions of enticing customers to product and 

services and consequently increasing the market share. 

Among the studies done in Kenya, Sije and Oloko (2013) carried out a study on pnce 

penetration strategy in SMEs. The study found a positive and strong correlation between 

ptice penetration and SME perfonnance. Perminus and Wilson (2017) in their study on the 

impact of penetration pricing strategy on insurance finns profitabilityof in Kenya sampled 

900 employees from 45 insurance companies. They used desctiptive and inferential statistics 

and their study established that ptice penetration contributed positively to the perfonnance of 

insurance fitms in Kenya. 
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Other studies between price penetration and performance of finns have produced conflicting 

results. A study by Njomo and Margaret (2016) on p1icing strategies employed by soft d1ink 

companies in Kenya, by use of correlation analysis found out that there was a negative 

conelation between p1ice penetration and profits as well as sales volume. However, their 

findings fmiher suggested that for the fi1ms that were selling complementary products the 

effect was positive. 

2.3.1.3 Price Discounting 

Inman, Winer and Ferraro (2009) describe pnce discounting as a technique used by 

organizations as an incentive to customers so that they can acquire goods and services at a 

lower p1ice than the prevailing market piice. Among the approaches used in piice 

discounting include extra fill packs, money-off-coupons, buy one get one free, as well as 

money off coupons (Mullin & Cummins, 2008). Y eshin (2006) asserts that in the present 

digital age, consumers have information about promotional activities in the market and as 

such, they have become sensitive to prices and are actively searching for price discounts . 

Hamed and Fmideddin (2016) evaluated the effect of promotion on perceived quality and 

repurchase intention. By use of desciiptive research design, the study targeted 230 coffee 

customers. A positive association was established between piice discounts and perceived 

product quality. Bingqun, Kejia and Tingju (2016) evaluated the effect of p1ice promotion 

strategies on perfmmance of manufacturer's. The study revealed that price discounting had a 

positive impact of sales perfmmance. 

Other studies have, however, produced varied results. According to Blattberg and Neslin 

(1990), p1ice discount has an inverse relationship with sales performance. The study 

concluded that when organizations offers p1ice discounts, this reduces their mark-up and 

therefore leads to reduced sales. Kopalle, Mel a, and Marsh, ( 1999) in their study on the 

dynamic effect of discounting on sales, they used time series analysis . Their study 

established that discounts have a negative effect on sales. Their study concluded that piice 

discounts leads to a reduced perceived quality of the product and thereby it reduces 

customers' repeat purchase rate. 
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2.3.2 Effectiveness of Place Mix Element on Sales Volume 

According to Borza and Borza (2014), place comprise the destination where the company 

products are sold to the consumers. Kotler (2003) stresses on the importance of place as it 

make it convenient for customers to get the products at the right time and place. He further 

emphasizes that it is imperative that a customer gets the products and services whenever they 

walk into a place of business otherwise they will take their business elsewhere and this will 

impact sales negatively. This section will review place element aspects; distribution 

channels, geographical location and physical address and how they impact sales volume. 

2.3.2.1 Distribution Channels 

Gorchels, West, and Marien (2004), describe distribution as the process of availing products 

to the tight consumers. Disttibution channel can include an array of activities and facilities 

for example physical movement, warehousing, ownership of the product, presale transaction, 

post-sale activities; order processing, credit and collections as well as other suppot1 activities 

(Gorchels et a!. , 2004). Wren (2007) views disttibution channel as a process that can be 

directly done by the organization or indirectly by use of intermediaries. 

Ferri, Mohd, Radia and Hamidreza (2012) studied the impact of disttibution channel 

innovation on the SME perfonnance. From their finding, they established that innovation in 

transport coordination, assortment and infonnation shming had a positive impact on SME 

performance. On a study on the effectiveness of disttibution channels on sales perfmmance 

of organizations, Laswai (20 13) used a case study of Coca-Cola in Tanzania, and the findings 

revealed that distribution channel influenced positively sales performance. Oladun (20 12) 

conducted a study on the impact of distributive strategy on MNCs performance operating in 

Nigeria. Using cross-sectional survey, the study found a positive relationship between the 

two variables. 

In Kenya, a number of studies have been conducted on distribution channels and sales 

perfmmance. Schoviah (2012) canied out a study on marketing disttibution channels and 

how they affect commercial banks sales perfotmance in Kenya. By use of descriptive 

research design, on a sample of 43 commercial banks in Kenya, the study established that 

marketing distribution channels have a positive and significant effect on sales, market share 

and profits . Chege, Muathe and Thuo (2014) in a study on the effect of marketing capabilities 
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and distribution strategy on perfonnance of organizations in Nairobi County, established that 

disttibution strategy has a positive and significant influence on the perfo1mance of finns in 

Nairobi County. 

However, there are some studies that produce different results, a study done by Sin, (2000) 

while using correlation analysis found out that correlation between disttibution channel and 

sales volume was not significant. 

2.3.2.2 Geographical Location 

Geographical location is key in detennining the success of any venture as it acts as a 

connection point between the source of the factors of production (Raw materials and labour) 

and customers (Schiele, 2008). On studying the influence of geographical location on log 

truck firms in Washington, Nguyen, McCracken, Casavant, and Jessup (2011) found out that 

geographical location has a significant influence on the sales volume and profitability of the 

fi1ms. In their conclusion, they pointed out that geographical location provides proximity to 

customers, competitors, and raw mate1ial, labor and physical infrastructure. Additionally, 

finns that have distributional clustering were found to be more profitable and had higher 

sales (Nguyen et al, 2011). 

Kotler and Amstrong (2004) asse1i that geographical location is key in enhancing 

accessibility to a company's products. They noted that, firms that had their retail stores far 

from customers perfonned dismally than those that had them near customers. In the same 

regard, Hansen and Solgaard (2004) agree that when a business is located far from the 

customers, it reduces the latter's frequency of visiting the business. Heck, Rowe and Owen 

(1995), found fi1ms that had their outlet's urban areas to be performing better than those 

whose outlets' were located in mral areas. Barnard, Klitzinger and Kliiger (2011) in a study 

on location decision strategies and its influence on SMEs pe1formance in South Africa, the 

study found that there was a positive con·elation between location and SME performance. 

2.3.2.2 Physical Appearance 

The geographical location alone is not enough to guarantee sales, physical appearance of the 

retail stores also plays a critical role in boosting sales (Bitner, 1992). Other studies too have 

pointed out the major roles played by physical appearance or what Bitner (1992) referred to 
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as services cape. Mown and Minor (2004) study on impact of retail store design on consumer 

purchase decisions found out that, the two variables had a positive and strong relationship. 

By applying the organization stimuli response model to the retail enviromnent, Chang, 

Eckman, and Yan (2011) established that ambience and physical design in retail stores 

increased sales volume. They observed that good ambience and design triggered impulse 

buying behavior among customers. 

In Kenya, Kariuki (2012) conducted a study on effects of intelior design on performance of 

businesses e. Findings revealed that music, appealing colors, and lighting had a positive 

influence on business performance. Mathiu (2016) canied out a study on the impact of 

services cape on sales in hotels. Case study of Serena hotel, the study established that the 

aesthetics feature such as space, comf01iable seats and dining sets and general decor of the 

hotel prompted more customers to frequent the hotel and thus sales improved. 

2.3.3 Effectiveness of Promotional Mix Element on Sales Volume 

Czinkota and Ronkainen (2004) desctibe promotion strategy as the use of ass01ied methods 

like public relations, advetiising, personal selling, direct marketing and sales promotion to 

appeal to potential customers. In the marketing mix, promotion has been singled out as the 

basic communication component. Brassington and Pettit (2000) asseti that promotion is a 

direct form in which a company can conununicate the products or services it is offering to its 

target audience. They emphasized that promotion provides different and meaningful channels 

that facilitate marketers with ease to pass on the message about their organization and the 

product to potential consumers. 

There many promotional tools that organizations can choose from in marketing of products 

and services, however, most mainly fall into five categ01ies. The main product mix elements 

include: advetiising, public relations, publicity, customer relations, digital marketing and 

direct marketing (Czinkota & Ronkainen, 2004). Businesses choose one or a combination of 

the promotion mix dependent on the type and size of audience to be reached. It is therefore 

imperative that companies assess the effectiveness of various promotional tools at their 

disposal for purposes of proper allocation of funds based on their relative usefulness 

(Munyoki, 2011). 
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Apart from being an effective means of communication, promotion in the recent past has 

acquired recognition for its role in managing long-term associations with an organizations 

customer and foste1ing customers' loyalty (Kotler, 1999). Dawes and Brown (2000) 

emphasized that promotion is pmiicu1arly impmiant in the building a learning relationship 

between a customer and marketer, through consistent dialogue. 

2.3.3.1 Advertising 

It is a non-personal method of communication that organizations use to when trying to talk to 

the public and targeted audience; it is mainly done through the use of mass media 

communication (Abiodium, 2011 ). Engle (2000) define adve1iising as a means by which 

organization infmm, persuade and remind customers to purchase their products. Berkowitz, 

Kerin, Ha1iley and Rudelius (2000) desciibe adve1iising as a paid form of non-personal 

communication that is intended to convey infmmation about the organization, its idea and its 

products. 

Musa (2003) evaluated the association between adve1iising and firms' performance in 

Tanzania. There exists a significant association between adve1iisement and the overall 

business performance. Adeyeye (2011) did a study on the association between advertisement 

and sales volume of bottling companies in Nige1ia. By doing a case study on Nigerian 

bottling Limited Company, they established that a positive and significant association 

between adve1iising and sales of the company. Ashkan (2016) carried a study on effects of 

adve1iisement on the sales perfonnance of Insurance companies. Adve1iisement was found to 

contribute to the increase in sales volume. In Kenya, Jebungei (2014) studied the influence 

of advertising on performance of business in the cosmetic industly in Kenya. The two 

variables were found to have a positive relationship; the study concluded that adve1iisement 

facilitates awareness creation and appeal. 

2.3.3.2 Sales Promotion 

Blattberg and Biiesch (20 12) refer to sales promotion as an action focused event on 

marketing whose goal is asce1iain customer's behavior. It is an approach used by 

organizations alongside adve1iising and public relations to promote sales (Schiffman & 

Kanuk, 2004). Sales promotion is useful in achieving a competitive edge as well as 

persuading target customers to purchase a company's products (Aderemi, 2003). The 
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approach can be used both as a media and non-media strategy on marketing, it is usually 

adopted for a ce1iain duration (Kotler and Amstrong, 2010). 

In their study on impact of sales promotion strategy on organization perfonnance Ogunsiji 

(2011), established a positive con·elation among sales promotion and sales volume in 

Nigeria. Syeda, Zehra and Sadia (2011) did an evaluation on the effect of sales promotion on 

profitability of organizations' and perception of consumer's in Pakistan, established that 

promotion of sales influences brand loyalty and hence sales volume. Festus (2016) evaluated 

the impact of sales promotion on organization perfonnance in Ghana, it was established that 

the two variables are positively con·elated. Adeniran, Egwuonwu and Egwuonwu (2016) in 

an attempt to evaluate the effect of sales promotion on sales tumover in the airline industry in 

Nigeiia, they used descriptive design, and the study found out that the two variables had a 

positive relationship . 

2.3.3.3 Direct Marketing 

Direct Marketing is a promotional strategy that uses direct communication with the intention 

of obtaining real-time feedback (Kotler, 2000). The approaches used in direct marketing are 

diverse, they include face to face communication, direct messaging, phone calls, emailing, 

newsletters and use of brochures (BeiTY and Wilson, 2004). Direct marketing enables 

organizations to collect relevant information about customers' specifications and preferences 

(Lawson, 2008). 

Alita, Odondo, Aila, Ojera, Obongo and Odera (2012) studied the influence of promotional 

strategies on banks profitability. By use of descriptive research design, and random sampling 

techniques to select the bank branches, the study established a positive association between 

promotional elements that is, sales promotion, direct marketing, and personal selling and 

bank perfmmance. A study by Amold and Tapp (2001) however, established a varied result; 

direct marketing techniques were found to be having no effect on finn's perfom1ance. 

Studies in Kenya have also produced conflicting results ; Afande (2015) studied the influence 

of promotional mix element on perfmmance of financial institutions in Kenya. By use of 

ranking the study found out that direct marketing had the least impact on sales volume 

compared to other types of promotional mix that is sales promotion, personal selling and 

public relation. A study by Cheruiyot and Peter (2016) on Integrated Marketing 
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Communication and Kenya Post and Saving Bank Performance, found out that direct 

marketing has a great impact on sales volume. The study concluded that, direct marketing 

enhances customer loyalty and attraction and such this drives up sales volume. 

2.3.4 Effectiveness of Product Mix Element on Sales Volume 

Kotler and Amstrong (2013) refer to product as something that is offered in the market with 

the intention of satisfying the customer's wants. As a marketing mix strategy, Fen·ell (2005) 

points out that a product enables an organization to offer its customers a symbol or a 

characteristic that differentiates them from their tivals. 

Product mix element has been shown to contribute positively to the sales volume and 

profitability of organizations. In an evaluation on impact of marketing strategy on 

petformance of finns, Gbolagade, Adesol and Oyewale (2013) used random sampling to 

select SME firms in Ibadan city ofNige1ia. Their study established that product mix elements 

had a positive influence on organizations performance. Another study on effects of product 

mix elements on customer loyalty by Owomoyela, Oyeniyi and Ola (2013) found that loyalty 

is positively influenced by the product mix elements and this was also reflected on the 

performance of the organizations. 

2.3.4.1 Perceived Product Quality 

Perceived product quality is described as customers' v1ews about the products of an 

organization (Poh, Ghazali, & Mohayidin, 2011). Zeithaml (1988) noted that perceived 

quality is the judgement made by consumers in relation to products' superimity or 

excellence. Hitt and Hoskllmon (1997) assert that the quality of a product is key in ensuring 

the success of any organization as it endears the customers to the organizations. 

There are only a few studies that have been done on effects of perceived product quality on 

sales volume and perfonnance of the organization. Mahmood and Fatimah Hajjat (2014) 

conducted a study on the impact of product quality on performance of companies in Arab. By 

the use of stmctural equation technique to estimate a model on product development stages, 

the study established that product extiinsic values have an effect of the products perfonnance 

while its intiinsic value has an effect on external performance. Nimsa (2017) did a study on 

the role played by perceived product quality. By surveying 105 organizations, their study 
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found out that perceived product quality had a positive influence on organizational 

capability. 

2.3.4.2 Product Packaging 

Product packaging is a vital element as it displays the visual and sensual attributes which 

attract customers (Ampuero & Vila, 2006). A product package has direct contact with the 

product and therefore apati from making it visible to the customers, it is useful for its 

identification and differentiating it from the competitors ' products (Sehrawet & Kundu, 

2007). Horsky and Honea (2012) asseti that product packaging creates consumers trust and 

faith in the products and thus enhancing sales. 

Holmes and Paswan (2012) carried out a study on consumers' reaction to new packaging 

design. They used qualitative analysis and their study established that a blend of product 

quality and price have an effect on consumers' purchasing intention. Their study further 

revealed that packaged goods that are lowly prices attract less attention than the highly priced 

ones. In Pakistan, Rizwan, Vishnu, Raheem and Muhammad (2014), conducted a study on 

the influence of product packaging on consumers' buying behavior. The study found out that 

product packaging had a positive effect on consumer purchase decision. Their study 

established that consumers consider packaging elements such as colour, packaging matetial, 

and design prior to purchasing a product. 

In Kenya, Kamotho (20 11) studied the impact of packaging on perception of consumer in the 

hair care industry. By using a random sample on hair dressers and salon customers, the study 

established that, product packaging elements such as symbols, pattern, colour, usage 

instruction, and country of origin had an itmnense influence on customer purchase decisions . 

2.3.4.3 Branding 

According to Ametican Marketing Association' s (2010), brand is a name, tem1, sign, symbol 

or design, or a combination of the mentioned factors that help to distinguish an otiginator' s 

product from its competitors. According to Yi Zhang (2015), brand identity affectsbrand 

equity thus creating customer appeal and visual image about a patiicular brand. 

Results on the effect of branding on an organization's perfotmance have also produced 

mixed results. Tsai, Cheung and Lo (20 1 0), conducted a study on the relationship between 
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customer-based casino brand equity and firm perfonnance. Using exploratory approach, the 

study established that customer -based casino brand has a positive impact on firm 

petfonnance. A study by Mei (2013) on brand equity, identity and perfonnance, however, 

found the three elements of branding to have an insignificant relationship with performance. 

2.7 Conceptual Framework 

Figure 2.1: Conceptual Framework 

I d n d tv . bl epen en ana es D epen d ent V · bles ana 
Marketing mix strategies 

Price 
• Value based pticing 
0 Price penetration 

• Ptice discounting 

Place 
• Disttibution channels 
0 Geographical location Sales Volume 

• Logistics • Increase in unit 
sales 

Promotion • Increase in 

• Advertising 
product sales 

• Sales promotion 

• Direct Marketing 

Product 
• Perceived product quality 
0 Attractive packaging 
0 Branding 

Figure 2.1 shows the relationship between the vatiables to be used in the study; independent 

variables is the marketing mix strategies which comprise product (value based pricing, ptice 

penetration, price discounting), place (distlibution channels, geographical location, logistics), 

promotion (advertising, sales promotion, direct marketing) and product (perceived product 

quality, attractive packaging, branding). Each of the four constructs has different parameters 

which are linked with the dependent vmiables (sales volume) on the right-hand side. 
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2.8 Chapter Summary 

The chapter reviewed the elements of marketing mix (ptice, place, promotion and product) 

and how they influence sales volume of organizations. This was conducted with the aim of 

infonning the objective of the study which was to assess the effectiveness of the marketing 

mix on the sales volume of MNCs that specialize with OTC dmgs in Kenya. Literature 

review established that most studies on marketing mix and its effectiveness on sales volume 

have concentrated on other industries and only two studies have been done on 

pharmaceutical finns in Kenya; Odhiambo (2012) which focused on local pharmaceutical 

firms, and Ownasa (2013) which studied the competitiveness of multinational firms but did 

not address marketing mix strategy. Additionally, studies done in other patis of the world 

have produced conflicting results, some have concluded that some marketing mix elements 

influence sales volume positively, while some have pointed out that they influence it 

negatively or have no influence at all. Most studies have also used sampling methods to 

select the target finns , this may lead to biased results especially when random sampling was 

used. This study aimed to fill the gap by using a census approach on the Multinational 

pharmaceutical specializing on OTC dmgs in Kenya. 
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CHAPTER THREE: METHODOLOGY 

3.1 Introduction 

This chapter describes the research design, target population, sampling techniques, data 

collection instmments, reliability and validity of the research instmments as well as methods 

of data collection that were used to establish the effectiveness of marketing mix strategies on 

sales volume for OTC medicines for MNCs in Kenya. 

3.2 Research Design 

A desc1iptive research design with quantitative data was used to analyze outcomes. Robinson 

(2002) postulates that descriptive design is important in pmiraying the accuracy of the profile 

of the units of study. Saunders, Lewis and Thmnhill (2007) suggest that the design allows the 

researcher to collect quantitative data that can be analyzed by the use of both descriptive and 

inferential statistical methods. Chandran (2004) observes that descriptive design provides a 

desc1iption of the existing conditions and attitudes by employing observation and 

interpretation techniques. 

3.3 Population of the Study 

Cooper and Schindler (2014) define population as the elements in which the study intends to 

make inferences. The study targeted MNCs that have a representative office or operate 

through a distributor and additionally deal with OTC dmgs in Kenya. According to the 

Kenya Association ofPhannaceutical Industry there are 35 MNCs in Kenya and of the 35, 13 

are involved in the marketing of OTC products. 

3.4 Sample and Sampling Technique 

The study used a census method, where all the 13 MNCs were -selected. The study sought to 

obtain required infonnation from senior marketing managers of the organizations who have 

been dete1mined using purposive sampling as they are the key people with information 

regarding marketing strategies and their effectiveness (Sarantakos, 2005). They are 65 in 

total, and their distribution is as shown in Appendix III the population is according to the 

Human Resources in the organizations. 
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3.4 Data Collection Procedure and Instruments 

This study obtained data from primary sources, where data was collected by the use of 

stmctured questionnaires . A questionnaire is a tool used in obtaining info1mation about the 

social features, past and present behavior, attitudes and beliefs of participants in relation to 

the topic under study (Bulmer, 2004). Data was collected through a drop and pick up later 

approach, questionnaires were dropped to the Multinational Phannaceutical Company under 

study in the moming and collected after two days. This gave the target respondents ample 

time to fill in the questionnaires and consult for information from technical officers where 

necessary. 

3.5 Data Analysis Techniques 

Analysis was mainly by use of descriptive statistics which includes use of frequency 

distribution, diagrams, percentages, mean, mode and median. Inferential statistics was 

applied to dete1mine the association between the dependent and independent variables. 

Linear regression and conelation analysis was used. Computer application packages such as 

Microsoft excel and SPSS, SPSS were used to summarize and visualize the data. 

The following regression model was specified: 

3.3 

Where: 

Y = Sales volume 

X3=Promotion 

X4=Product 

~o= Y -intercept 
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p, , P2, p3, p4 = pat1ial slope coefficients 

3.6 Research Quality 

The validity and reliability of the data collection tools was determined ptior to can·ying out 

the actual data collection. 

3.6.1 Validity 

Allen and Yen (2009) define validity as the extent to which the study instrument measures 

what is supposed to measure. Content validity was used, this measures the extent to which 

the instrument examines or measures the constmct of interest. The researcher consulted 

expet1s in the field of study. This helped in identifying questions that may need modification 

before data collection. 

3.6.2 Reliability 

Reliability is a measure of the extent to which the sample under study gtves the hue 

representation of the population, such that the study confonns to the reality on the ground. 

According to Kothati (2011), a tool is considered reliable when it can be used more than 

once and yield a similar result. The questionnaire was carefully designed and administered to 

13 local phannaceutical finns different from the ones in the census. It was then tested using 

the Cronbach procedme; this was done in order to enhance its validity and accuracy of data 

collected for the study. 

According to Gliem and Gliem (2003) Acceptable threshold value for alpha is 0.7 , which 

fom1ed the benchmark for this study. The Cronbach's alpha was used to detennine the 

reliability of each objective. The findings as shown in Table 3.1 indicate that ptice, as an 

alpha of 0.793, place as an alpha of 0.764, promotion as an alpha of 0.759, employee 

Engagement an alpha of 0.783 and sales volume as an alpha of 0.758 . Since all the variables 

were greater than 0. 7 it implies that all the variables were reliable. 
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Table 3.1: Reliability Analysis 

Scale 

Price 

Place 

Promotion 

Product 

Sales Volume 

3.7 Ethical Consideration 

Cronbach's Alpha Number of Items 

0.793 3 

0.764 3 

0.759 3 

0.783 3 

0.758 4 

The study adhered to ethical issues through acknowledging the works and contribution of 

other authors and scholars by citing them accordingly. The study obtained a NACOSTI letter 

to facilitate data collection. The study ensured that it preserved the privacy and anonymity of 

the respondents. Finally, respondents pariicipated in the study voluntarily and were at libetiy 

to withdraw from the study whenever they felt so. 
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Table 3.1: Operationalization of Variables 
Objective Independent 

Variables 

Marketing 
strategies 

miX 

Measurement Data collection I Methodology 

instrument 

To detennine the influence of price on sales volume of I Price Quantitative data I Structured Descriptive 

Conelation tests OTC medicines for MNCs in Kenya. Value based pricing I (Ordinal) 

Piice penetration 

Price discounting 

To detennine the influence of place on sales volume of I Place Quantitative data 

OTC medicines for MNCs in Kenya. Distribution channel I (Ordinal) 

Geographical 

location 

Physical appearance 

To detennine the influence of promotion on sales I Promotion Quantitative data 

(Ordinal) volume of OTC medicines for MNCs in Kenya. Adve1iising 

Sales promotion 

Direct Marketing 

To determine the influence of product on sales volume I Product Quantitative data 

ofOTC medicines for MNCs in Kenya. Perceived Product I (Ordinal) 

Quality 

Attractive packaging 

Branding 
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questionnaire 

Stmctured 

questionnaire 

Stmctured 

questionnaire 

Stmctured 

questionnaire 

Regression tests 

Desciiptive 

Correlation tests 

Regression tests 

Descriptive 

Correlation tests 

Regression tests 

Descriptive 

Con·elation tests 

Regression tests 



CHAPTER FOUR: DATA ANALYSIS, FINDINGS AND DISCUSSIONS 

4.1 Introduction 

Data analysis, findings, and discussion of findings obtained from data collection are 

presented in this chapter. This chapter also presents background infonnation of the 

respondents and findings of the analysis based on study's objectives. To discuss findings 

inferential statistics and descriptive statistics were applied. A con·elation analysis was 

conducted to determine the relationship between the dependent and independent variables. 

The regression analysis was used to determine the significance relationship between the 

dependent and independent variables. The target population was the marketing managers . 

The unit of analysis was firms while the unit of observation was marketing managers. 

4.2 Response Rate 

A sample of 65 respondents was targeted whereby 58 filled in the questionnaires forming an 

89.12% response rate. This implies that the response rate was satisfactory for making study 

conclusions. The response rate was representative. According to Mugenda and Mugenda 

(2013), a response rate of 50% is adequate for analysis and repm1ing; a rate of 60% is good 

and a response rate of 70% and over is excellent. Based on the assertion, the response rate 

was considered excellent. 

Table 4.1: Response rate 

Category Frequency Percent 

Response 58 89.2 

Non-Response 7 10.8 

Total 65 100.0 

4.3 Demographic Information 

In this section the study presents the general information of the respondents and their 

organization. The study specifically covered segment targeted by the organizations being 

studied, respondents length of service in those organizations, and length of time the 
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organizations have been operational in Kenya. The results are presented in the subsections 

below. 

4.3.1 Market Segment Targeted by the Organizations 

The study sought to establish the market segments that the organizations used the study 

targeted. The results are as presented in Table 4.1. 

Figure 4.1: Market Segment Targeted by the Organizations 

40.0 
35.0 
30.0 

c 25.0 
~ 

~ 20.0 
~ 15.0 

10.0 
5.0 
0.0 

37.5 

25.0 
28.1 

Low-end market Low middle-income High middle-income 
segment segment 

Targeted Market Segment 

9.4 

High income 

From the findings presented in figure 4.1, 37.5% of the respondents indicated that their 

organization targeted low-middle income segments, 28.1% indicated high-middle income 

segments, 25% indicated low end market and 9.4% indicated high income. This is an 

indication that the organization used in the study targeted various segments in the market. 

Most (37 .5%) targeted low middle-income segments of the market. 

4.3.2 Respondents Length of Service in the Organization 

The study sought to establish the length of time in which the respondents had served in their 

organizations. The results were as presented in Figure 4.2. 
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Figure 4.2: Respondents Length of Service in the Organization 
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From the findings in Figure 4.2, 41.4% of the respondents indicated that they had served in 

the organization for 2 to 5 years, 31% indicated less than 2 years, 17.2% indicated 5 to 10 

years and 10.3% indicated more than 10 years. This is an indication that the respondents had 

served in the organization long enough to provide the infonnation needed for this study. 

Most ( 41.4%) of the respondents had served in the organization for 2 to 5 years. 

4.3.3 Organization Length of Time Operating in Kenya 

The study sought to establish the length of time in which the organizations used in the study 

had been operating in Kenya. 

The respondents indicated that their organizations have been in operation in the county for 

long period of time. Some of the organizations like Bayer was founded in Kenya in the year 

1968 which means it has been operational for fifty one years while Sanofi has been in 

operations in Aftica since 1953 which translated to 66 years in the market but in 2018 is 

when it launched its regional office in Kenya which means they have been in the county for 

less than a year. This is an indication that the organizations have been in the market for long 

petiods of time and therefore have the infonnation that the study south to obtain. 

4.4 Descriptive Statistics 

In this section, the study sought to detetmine the influence of ptice, place, promotion and 

product on sales volume of OTC medicines for MNCs in Kenya. The respondents were asked 

to indicate the extent to which they think that marketing mix strategies influence the sales 
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volumes for their products using a -point Likert scale where 5= to a very great extent, 4= to a 

great extent, 3=to a moderate extent, 2=to a little extent, 1 = to no extent. The results were 

presented I the subsections below. 

4.4.1 Pricing Mix Element on Sales Volume 

Respondents were asked to indicate the extent to which p1icing mix strategies influence the 

sales volume of their products. The results were as shown in Table 4.3. 

Table 4.2: Extent to Which Pricing Mix Strategies Influence Sales Volume 

No Pricing mix Mean Std. 
Strategy Dev. 

Bl Value based pnce determination m relation to customers' 3.810 1.353 
pncmg perceived value of a product or service 

B2 Ptice charge low ptices to products or services in order to 3.810 1.246 
penetration penetrate the market 

B3 Ptice Plice discounting as a technique used by 3.879 1.495 
Discounting organizations as an incentive to customers so that 

they can acquire goods and services at a lower price 
than the prevailing market plice. 

From the findings, the respondents indicated that price discounting, as an incentive used by 

the organizations to its customers so that they can acquire goods and services at a lower ptice 

than the prevailing market ptice affects the volwne of their sales to a great extent as shown 

by a mean of3 .879. They also indicated that value based pticing whereby ptice is determined 

in relation to customers ' perceived value of a product or service affects the volume of their 

sales to a great extent as indicated by a mean of 3.810. The respondents also indicated that 

Price penetration whereby they charge low ptices on products or services in order to 

penetrate the market affects the volume of their sales to a great extent as show but a mean of 

3.810. 

This implies that Price Discounting, Value based plicing, and Price penetration affects sales 

volume of organizations' products to a great extent. These findings concur with the findings 

of Odhiambo (2013) who conducted a study on the effect of pticing strategy as a competitive 

aspect on sales perfonnance of local phmmaceutical companies and found out that the effect 

of pticing on sales volume was positive and significant. 
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4.4.2 Place Mix Element on Sales Volume 

Respondents were asked to indicate the extent to which place mix strategies influence the 

sales volume of their products. The results were as shown in Table 4.4. 

Table 4.3: Influence of Place Mix Strategies on Sales Volume 

Place mix Mean Std. 
Strategy Dev. 

B4 Distribution The choice of which distiibutor to use to avail 3.828 1.143 
channel your products to the market 

BS Geographical The choice of location of the various distributors 3.983 1.319 
location 

B6 Physical physical appearance of the retail stores 3.914 1.259 
appearance 

From the findings, the respondents indicated that Geographical location which is the choice 

of location of the various distributors affect the volume of their sales to a great extent as 

shown by a mean of 3.983, Physical appearance which is how the retail store appears 

physically also affects the volume of their sales to a great extent as shown by a mean of 

3.914 and that the distribution channel which is the choice of disttibutor to use to avail their 

products to the market affects their sales volume to a great extent as shown by a mean of 

3.828. This implies that Disti·ibution channel, Geographical location, and Physical 

appearance affect the volume of sales in the organizations to a great extent. 

These findings are in agreement with the study by Schoviah (2012) who canied out a study 

on marketing distribution channels and how they affect the sales performance of cmm11ercial 

banks in Kenya and established that marketing distribution channels have a positive and 

significant effect on sales, market share and profits. Nguyen, McCracken, Casavant, and 

Jessup (2011) studied the influence of geographical location on log truck firms in 

Washington and found out that geographical location has a significant influence on the sales 

volume and profitability of the firms. Chang, Eckman, and Y an (20 11) established that 

ambience and physical design in retail stores increased sales volume. Good ambience and 

design triggered impulse buying behavior among customers. 
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4.4.3 Promotional Mix Element on Sales Volume 

Respondents were asked to indicate the extent to which Promotional mix strategies influence 

the sales volume of their products. The results were as shown in Table 4.5. 

Table 4.4: Influence of Promotional Mix Strategies on Sales Volume 

Promotional mix 
Strategy 

B7 Adve1tising 

B8 Sales promotion 

B9 Direct marketing 

Mean Std. 

use of mass media communication 3.862 

Time bound action-focused marketing event 3.828 
which include discounts, price reduction and use 
of media 

Dev. 

1.279 

1.176 

Use of sales representatives 3.897 1.385 

From the findings presented in Table 4.5, the respondents indicated that direct marketing 

which is the use of sales representatives affects the volume of sales of their organization to a 

great extent as shown by a mean of 3.897, adve1tising which is the use of mass media 

communication affects the sales volume of their organization to a great extent as shown by a 

mean of 3.862 and that sales promotion which is time bound action-focused marketing event 

which include discounts, price reduction and use of media affects the sales volume of their 

organization to a great extent as shown by a mean of 3.828. This is an indication that; 

adve1tising, sales promotion, and direct marketing which are promotional strategies affects 

sales volumes of organization to a great extent. 

These findings are suppmted by findings of Adeyeye (2011) who conducted a study on the 

relationship between adve1tisement and sales volume of bottling companies in Nigeria and 

found that there was a positive and significant relationship between adve1tising and sales of 

the company. Syeda, Zehi·a and Sadia (2011) researched on effects of sales promotion on 

organizations' profitability and consumer's perception in Pakistan and found out that sales 

promotion influences brand loyalty and hence sales volume. The findings however disagrees 

with the findings of a study by Arnold and Tapp (2001) that direct marketing techniques have 

no effect on the perfonnance of firms measures in terms of sales volume. 
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4.4.4 Product Mix Element on Sales Volume 

Respondents were asked to indicate the extent to which Product mix strategies influence the 

sales volume of their products. The results were as shown in Table 4.6. 

Table 4.5: Influence of Product Mix Strategies on Sales Volume 

Product mix 
Strategy 

BlO Perceived 
product 
quality 

Bll Attractive 
packaging 

B12 Branding 

Mean Std. 
Dev. 

Customers view about a product quality. 3.897 1.385 

visual and sensual attributes which communicate to 4.017 1.455 
the customers 

name, term, stgn, symbol or design, or a 3.845 1.501 
combination of the mentioned factors that help to 
distinguish an originator's product from its 
competitors 

From the findings, the respondents indicated that attractive packaging which is visual and 

sensual attributes which communicate to the customers affects the volume of sales in their 

organizations to a very great extent as shown by a mean of 4.017, perceived product quality 

which is the customers view about a product quality affects sales volumes in their 

organizations to a great extent as shown by a mean of 3.897 and that branding which refers to 

the name, tetm, sign, symbol or design, or a combination of the mentioned factors that help 

to distinguish an 01iginator's product from its competitors affects the volume of sales in their 

organizations to a great extent as shown by a mean of 3.845. This is an indication that 

Perceived product quality, Attractive packaging and branding affect the sales volume to a 

great extent. 

The findings agree with Mahmood and Fatimah Hajjat (2014) who conducted a study on the 

effect of product quality on business perfonnance in Arab Companies and established that 

product extrinsic values have an effect of the products perf01mance while its intrinsic value 

has an effect on extemal performance. Holmes and Paswan (2012) canied out a study on 

consumers' reaction to new packaging design and established that a blend of product quality 

and price have an effect on consumers' purchasing intention; also, packaged goods that are 
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lowly prices attract less attention than the highly priced ones. The findings also concurs with 

Yi Zhang (20 15) opinion that brand identity influences brand equity thus creating customer 

appeal and visual image about a pmiicular brand. 

4.4.5 Sales Volume 

The respondents were requested to indicate the extent to which their sales volume has grown 

as a result of marketing mix. The results were as shown in Table 4.7. 

Table 4.6: Extent of Growth of Sales Volume As A Result Of Marketing Mix 

No Marketing Mix strategies Mean Std. 
Dev. 

Pricing has influenced sales volume 
Dl 3.862 1.317 

Our product has influenced customer loyalty 
D2 3.966 1.529 

Our Place strategy has influenced quick distiibution of 
D3 our products 3.845 1.387 

Use of promotion strategy has increased our overall 
D4 perf01mance 3.948 1.314 

From the findings, the respondents indicated that their product has influenced customer 

loyalty to a great extent as shown by a mean of 3.966, use of promotion strategy has 

increased their overall perfonnance to a great extent as shown by a mean of 3.948, pricing 

has influenced sales volume to a great extent as shown by a mean of 3.862, and their place 

strategy has influenced quick distribution of their products as shown by a mean of 3.845. 

This is an indication that the marketing mix strategies used by the organization (Piicing, 

product, Place, and promotion) affected the growth of their sales volume to a great extent. 

4.5 Inferential Statistics 

Inferential statistics were used to assess the association between independent variables, and 

the dependent variable. They included con-elation analysis and multiple regression analysis. 

Statistical package for social sciences was used to help summatize and visualize the data. 

4.5.1 Correlation Analysis 

The study computed con·elation analysis to establish the way the dependent and the 

independent variables are related. Pearson Product Moment Con-elation analysis was used to 
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determine the relationship between Price, Place, Promotion, and Product mix elements with 

sales volume. The values were interpreted between 0 (no relationship) and 1.0 (perfect 

relationship). The relationship was considered small when r = ±0.1 to ±0.29, while the 

relationship will be considered medium when r = ±0.3 to ±0.49, and when r= ±0.5 and above, 

the relationship will be considered strong. The significance level selected was 0.05. The 

results were as presented in Table 4.8. 

Table 4.7: Correlations Coefficient 

Sales volume 

Price 

Place 

Promotion 

Product 

Pearson Correlation 

Sig. (2-tailed) 

N 

Pearson CotTelation 

Sig. (2-tailed) 

N 

Pearson Correlation 

Sig. (2-tailed) 

N 

Pearson Con·elation 

Sig. (2-tailed) 

N 

Pearson Correlation 

Sig. (2-tailed) 

N 

58 

.779** 

.010 

58 

1 

58 

= 0 ·-...... 0 e 
0 
:..... 
~ 

.784** .371 1 

.005 

58 

.718** 

.020 

58 

.039 

58 

.312 

.100 

58 

58 

.209 

.050 

58 

1 

58 

.721 ** .219 .223 .215 

.020 

58 

.319 .045 .050 

58 58 58 

1 

58 

From the results presented in table 4.8, pnce mix element and sales volume of OTC 

medicines for MNCs in Kenya were found to have a strong and positive con·elation as shown 

by r = 0.779, statistically significant p = 0.010<0.05; place mix element and sales volume of 

OTC medicines for MNCs in Kenya also showed correlation that was strong and positive as 

shown by r = 0.784, statistically significant p = 0.005<0.05 ; promotion mix element and sales 

volume of OTC medicines for MNCs in Kenya were found to have that was strong and 
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positive con·elation as shown by r = 0.718, statistically significant p = 0.020<0.05; product 

mix element and sales volume of OTC medicines for MNCs in Kenya were found to have 

strong positive correlation as shown by r = 0.721 , statistically significant p = 0.020<0.05. 

This was an indication that P1ice, Place, Promotion, and Product mix elements affects sales 

volume of OTC medicines for MNCs in Kenya. 

4.5.2 Regression Analysis 

The output for regression analysis was presented in 3 tables as shown below. The 

independent variable was marketing mix strategies which were operationalised along Price, 

Place, Promotion, and Product mix elements; the dependent variable was sales volume of 

OTC medicines for MNCs in Kenya. The significance level was 0.05. 

The study used model summary in analyzing the variation of dependent variables as a result 

of change in the independent vmiables. The study analyzed the va1iations of sales volume 

due to changes in Price, Place, Promotion, and Product mix elements. 

Table 4.8: Model Summary 

Model R 

1 

R Square 

.790 

Adjusted R 

Square 

.784 

a. Predictors: (Constant), Price, Place, Promotion, Product 

b. Dependent Variable: sales volume 

Std. Error of the 

Estimate 

.94766 

From the results presented in table 4.9, the value of adjusted R2 was 0.790 implying that 79% 

variation of sales volume due to changes in Price, Place, Promotion, and Product mix 

elements. The remaining 21% suggest that there exist other factors that affected sales volume 

of OTC medicines for MNCs in Kenya that were not part of the model. The R is correlation 

coefficient, it show the strength of relationship between the study vmiables . R value ranges 

between -1 to + 1. Con·elation value of 0 shows . that there is no relationship between the 

dependent and the independent variables. On the other hand, a cmrelation of ±1.0 means 

there is a perfect positive or negative relationship. The relationship was considered small 

when r = ±0.1 to ±0.29, while the relationship was considered medium when r = ±0.3 to 
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±0.49, and when t= ±0.5 and above, the relationship was considered strong. The relationship 

between the variables is shown by con·elation coefficient denoted by R. Table 4.9 show that 

the value of R is 0.889 which is an indication that the vatiables under consideraton were 

strongly and positively related. 

With the aim of establishing whether the data used in the study was significant, the study 

performed analysis of variance. The significance level of the population parameters was 

found to be 0.01. Since the p-value (0.01) was less than the selected significance level (0.05) 

the data was considered suitable for making inference of the population parameters. 

Table 4.9 : Analysis of variance 

Model Sum of Squares df Mean Square F Sig. 

Regression 37.237 4 9.309 56.182 .OlOb 

Residual 8.782 53 0.166 

Total 46.019 57 

In the analysis of variance table we want to see whether there is any significant relationship 

between the study variables, we compare the calculated F (56.182) against the Ctitical Value 

for F= 2.546, the ctitical value is obtained from the f distribution table, if the calculated value 

is greater than ctitical it means that Ptice, Place, Promotion, and Product mix elements affect 

sales volume of OTC medicines for MNCs in Kenya. 

The F ctitical was found to be less than F calculated (2.546 < 56.182). Therefore, Price, 

Place, Promotion, and Product mix elements significantly influence sales volume of OTC 

medicines for MNCs in Kenya. 
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Table 4.10: Coefficients 

Model Unstandardized Standardized T Sig. 
Coefficients Coefficients 

B Std. Error Beta 

(Constant) 1.132 0.106 10.679 .000 

Price 0.636 0.087 0.271 4.057 .000 

Place 0.353 0.073 0.541 8.712 .020 

Promotion 0.512 0.084 0.492 6.095 .005 

Product 0.398 0.096 0.321 4.146 .010 

a. Dependent Variable: sales volume 

From the findings in table 4.11, the equation model fonned was; 

Y = 1.132+ 0.636 X1+ 0.353 X2 + 0.512 X3 + 0.398 X4+ c: 

From the above equation, holding Price, Place, Promotion, and Product m1x elements 

constant, they will significantly influence sales volume of OTC medicines for MNCs m 

Kenya as shown by constant= 1.132 as shown in Table 4.11. 

Pricing mix element is statistically significant to sales volume of OTC medicines for MNCs 

in Kenya as shown by CP = 0.636, P = 0.000). This shows that pricing mix element 

significantly and positively relate with sales volume of OTC medicines for MNCs in Kenya. 

Therefore, modifying p1icing mix element by a single unit would lead to an increase in sales 

volume of OTC medicines for MNCs in Kenya by 0.636 units. 

Place mix element is statistically significant to sales volume of OTC medicines for MNCs in 

Kenya as shown by CP = 0.353, P = 0.020). This shows that place mix element significantly 

and positively related with sales volume of OTC medicines for MNCs in Kenya. Therefore, 

modifying place mix element by a single unit would lead to an increase in sales volume of 

OTC medicines for MNCs in Kenya by 0.353 units. 

Promotion mix element is statistically significant to sales volume of OTC medicines for 

MNCs in Kenya as shown by CP = 0.512, P = 0.005). This shows that promotion mix element 

significantly and positively relate with sales volume of over the counter medicine for MNCs 
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in Kenya. Therefore, modifying promotion mix element by a single unit would lead to an 

increase in sales volume ofOTC medicines for MNCs in Kenya by 0.512 units. 

Product mix element is statistically significant to sales volume of OTC medicines for 

multinational pharmaceutical companies in Kenya as shown by CP = 0.398, P = 0.010). This 

shows that product mix element significantly and positively relate with sales volume of OTC 

medicines for MNCs in Kenya. Therefore, modifying product mix element by a single unit 

would lead to an increase in sales volume of OTC medicines for multinational 

phannaceutical companies in Kenya by 0.398 units . 
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CHAPTER FIVE: DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter presents the smmnary of key findings, conclusions drawn from the findings 

highlighted and recommendations made there-to. The conclusions and recommendations 

drawn were focused on addressing the objective of the study. 

5.2 Discussion of Findings 

5.2.1 Pricing Mix Element on Sales Volume 

The study found that price discounting, as an incentive used by the organizations to its 

customers so that they can acquire goods and services at a lower price than the prevailing 

market price affects the volume of their sales to a great extent. The study also found that 

value-based pricing whereby price is detetmined in relation to customers ' perceived value of 

a product or service affects the volume of their sales to a great extent. In addition, it was 

established that price penetration whereby they charge low prices on products or services in 

order to penetrate the market affects the volume of their sales to a great extent. This implies 

that Price Discounting, Value based pticing, and Price penetration affects sales volume of 

organizations' products to a great extent. These findings concur with the findings of 

Odhiambo (2013) who conducted a study on the effect of pricing strategy as a competitive 

aspect on sales performance of local pharmaceutical companies and found out that the effect 

of pticing on sales volume was positive and significant. The findings are also related to the 

marketing mix theory. 

5.2.2 Place Mix Element on Sales Volume 

The study established that geographical location which is the choice of location of the 

various distiibutors affect the volume of their sales to a great extent, physical appearance 

which is how the retail store appears physically also affects the volume of their sales to a 

great extent and that the distribution channel which is the choice distributor use to avail their 

products to the market affects their sales volume to a great extent. Tllis implies that 

distribution channel, geographical location, and physical appearance affect the volume of 

sales in the organizations to a great extent. 
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These findings are in agreement with the findings of Schoviah (2012) who cani.ed out a study 

on marketing distribution channels and how they affect the sales perfonnance of commercial 

banks in Kenya and established that marketing distribution channels have a positive and 

significant effect on sales, market share and profits. Nguyen, McCracken, Casavant, and 

Jessup (2011) studied the influence of geographical location on log truck firms in 

Washington and found out that geographical location has a significant influence on the sales 

volume and profitability of the fi1ms. Chang, Eckman, and Yan (2011) established that 

ambience and physical design in retail stores increased sales volume. Good ambience and 

design hi.ggered impulse buying behavior among customers. The findings are also related to 

the marketing mix theory. 

5.2.3 Promotional Mix Element on Sales Volume 

The study established that direct marketing which is the use of sales representatives affects 

the volume of sales of their organization to a great extent, advertising refeni.ng to the use of 

mass media communication affects the sales volume of their organization to a great extent 

and that sales promotion which is time bound action-focused marketing event which include 

discounts, pri.ce reduction and use of media affects the sales volume of their organization to a 

great extent. This implied that; advet1ising, sales promotion, and direct marketing which are 

promotional strategies affects sales volumes of organization to a great extent. These findings 

are supported by findings of Adeyeye (2011) who conducted a study on the relationship 

between advet1isement and sales volume of bottling companies in Nigeria and found that 

there was a positive and significant relationship between advet1ising and sales of the 

company. Syeda, Zehra and Sadia (2011) researched on effects of sales promotion on 

organizations' profitability and consumer's perception in Pakistan and found out that sales 

promotion influences brand loyalty and hence sales volume. The findings however disagrees 

with the findings of a study by Arnold and Tapp (2001) that direct marketing techniques have 

no effect on the petfonnance of fmns measures in tenns of sales volume. The findings are 

also related to the marketing mix theory. 

5.2.4 Product Mix Element on Sales Volume 

The study established that attractive packaging which is visual and sensual attributes which 

communicate to the customers affects the volume of sales in their organizations to a very 
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great extent, perceived product quality which is the customers view about a product quality 

affects sales volumes in their organizations to a great extent and that branding which refers to 

the name, tenn, sign, symbol or design, or a combination of the mentioned factors that help 

to distinguish an originator's product from its competitors affects the volume of sales in their 

organizations to a great extent. 

The findings agree with Malm1ood and Fatimah Hajjat (2014) who conducted a study on the 

effect of product quality on business performance in Arab Companies and established that 

product extrinsic values have an effect of the products perfmmance while its intrinsic value 

has an effect on extemal performance. Holmes and Paswan (2012) cmTied out a study on 

consumers' reaction to new packaging design and established that a blend of product quality 

and price have an effect on consumers' purchasing intention; also, packaged goods that are 

lowly prices attract less attention than the highly priced ones. The findings also concurs with 

Yi Zhang (20 15) opinion that brand identity influences brand equity thus creating customer 

appeal and visual image about a pmiicular brand. The findings are also related to the 

marketing mix theory. 

5.3 Conclusion 

The study sought to detennine the influence of price on sales volume of OTC medicines for 

MNCs in Kenya. The study found that price Discounting, Value based pricing, and Price 

penetration which are elements of pricing mix affect to a great extent sales volume of OTC 

medicines for multinational pharmaceutical companies in Kenya. The study also found that 

pricing mix element is statistically significant to sales volume of OTC medicines for MNCs 

in Kenya. It was further established that pricing significantly and positively relate with sales 

volume of OTC medicines for multinational phannaceutical companies in Kenya. Therefore, 

the study concludes that increasing pricing mix element by a single unit would lead to an 

increase in sales volume of OTC medicines for MNCs in Kenya by 0.353 units. 

The second objective of the study was to determine the influence of place on sales volume of 

OTC medicines for MNCs in Kenya. The study established that distribution channel, 

geographical location, and physical appearance affect the volume of sales in the 

organizations to a great extent. The study also established that Place mix element is 

statistically significant to sales volume of OTC medicines for MNCs in Kenya. The study 
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further found that place mix element significantly and positively related with sales volume of 

OTC medicines for MNCs in Kenya. Therefore, the study concludes that increasing place 

mix element by a single unit would lead to an increase in sales volume of OTC medicines for 

MNCs in Kenya by 0.636 units. 

The third objective of the study was to determine the influence of promotion on sales volume 

of OTC medicines for MNCs in Kenya. The study established that advertising, sales 

promotion, and direct marketing which are promotional strategies affects sales volumes of 

organization to a great extent. The study also established that Promotion mix element is 

statistically significant to sales volume of OTC medicines for MNCs in Kenya. The study 

fmiher established that promotion mix element significantly and positively relate with sales 

volume of OTC medicines for MNCs in Kenya. Therefore, the study concludes that 

increasing promotion mix element by a single unit would lead to an increase in sales volume 

ofOTC medicines for MNCs in Kenya by 0.512 units. 

The final objective of the study was to determine the influence of product on sales volume of 

OTC medicines for MNCs in Kenya. The study revealed that Perceived product quality, 

Ath·active packaging and branding affects the sales volume to a great extent. The study also 

established that product mix element is statistically significant to sales volume of OTC 

medicines for MNCs in Kenya. The study also established that product mix element 

significantly and positively relate with sales volume of OTC medicines for MNCs in Kenya. 

Therefore, the study concludes that increasing product mix element by a single unit would 

lead to an increase in sales volume ofOTC medicines for MNCs in Kenya by 0.512 units. 

5.4 Recommendations 

The study concluded that increasing pricing mix elements results to increase in the sales 

volume of the organization. The study therefore recommends that the organizations should 

develop effective pricing mix by detennining their prices based on the customers perception 

regarding the quality of the product; this will increase the volume of sales thus increasing 

organizational perfonnance. 

Organizations should also use price penetration strategy by charging low prices on their 

products; this will entice the customers to the products of the company and therefore increase 
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their share in the market. The study also recommends organizations to adopt pnce 

discounting as a strategy of increasing the volume of their sales. 

The study concluded that increase in place mix elements results to increase in sales volume 

of the organization. The study recommends that the management of the organization should 

consider distribution channel, geographical location, and physical appearance when deciding 

on place/location of their distlibution points. This will ensure convenience to the customers 

since they can get the product at the tight place and time which will have positive effect on 

sales. 

Promotional mix was found to have positive effect on sales volume. The study therefore 

recommends that the management pharmaceutical companies in Kenya should adopt 

promotional mix elements such as advetiising, direct marketing and sales promotions as 

ways of attracting more customers to purchase their products and therefore increasing sales 

volume which in retum increases organizational perfo1mance. 

Product mix has positive association with sales volume. Therefore, the study recommends 

that pharmaceutical companies in Kenya should ensure that their brands, packaging of their 

products and perceived quality of their products offer their customers a symbol and 

charactetistic that differentiate them from their 1ivals and therefore increase customer loyalty 

which in retum increases customer base translating to increased sales. 

5.5 Suggestions for Further Studies 

This study sought to assess the effectiveness of marketing mix strategies on sales volume of 

OTC medicines for MNCs in Kenya. The study focused on 13 out of 35 pharmaceutical 

companies in Kenya. The study therefore recommends replication of the research study on 

the remaining 22 companies to facilitate generalization of the research findings. The study 

further recommends a study to be conducted on effectiveness of marketing mix strategy on 

profitability of OTC medicines for pharmaceutical companies in Kenya. 

46 



REFERENCES 

Abiodium, A, & Paul, M Adeyeye, T. (2011). Sales relationship between advetiising for 

selected companies operating in Nigeria. Journal of administration, university of 

Nigeria, Nsukka, 4 (3), 44-56 

Adeleye, A. S. (2003). Principles and Marketing Practices, Revised Ed. Concepts 

publication, Lagos. 

Adeniran, A., James, Egwuonwu, K. Thomas & Egwuonwu, Clara 0. K. (2016). The Impact 

of Sales Promotions on Sales Turnover in Airlines Industry in Nigeria. International 

Journal ofMarketing Studies, 8(3), 99-110 

Aderemi S. A (2003). Marketing Principles and Practice. Mushin: concept Publication 

Limited. 

Adewale, G., Adesola, M. A., & Oyewale, I. 0. (2013). Impact of marketing strategy on 

business performance: A study of selected small and medium enterprises (SME's) in 

Oluyle local government Idadan, Nigeria. J. Bus. Manager, 11 ( 4), 59-66 

Afande, F., 0. (2015). Effect of Promotional Mix Elements on Sales Volume of Financial 

Institutions in Kenya: Case Study of Kenya Post Office Savings Bank. Journal of 

Marketing and Consumer Research. 11, 3 ( 66-7 5) 

African Development Bank (2017). Industlialize Africa: Strategies, Policies, Institutions, and 

Financing. 

Aliata, V., L., Odondo, A., J., Aila, F., 0., Ojera, P., B., Abongo, B. , E., & Odera, 0. (2012). 

Influence of Promotional Strategies on Banks Perfmmance. International Journal of 

Business, Humanities and Technology, 2 (5), 169- 178. 

American Marketing Association (2010). Brand. Retrieved on 23th February 2019 from 

http ://www.marketingpower.com/ layout/dictiomary.aspx?dlema 

47 



Ampuero, 0, & Vila, N. (2006) . "Consumer Perceptions of Product Packaging" . Journal of 

Consumer Marketing, 23 (2), 100-112. 

Ashkan, Y., (2016). The Role of Advertisement in Sales Increase and Promotion: A Case 

Study of Hamadan Province Insurance Companies. International Journal of 

Innovative Research in Science, Engineering and Technology, 5, ( 4), 6319- 6326. 

Ballantine, P., W., Jack, R., & Parsons, A., G. (2010). Atmospherics cues and their effect on 

the hedonic retail expe1ience. International Journal of Retail & Distribution 

Management, 38, (8), 641-653 . 

Barnard, S., Klitzinger, B., & Kluger, J. (2011). Location decision strategies for improving 

SMME business perfonnance. ActaCommercii. 

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of 

Management. https ://doi.org/10.1177/0149206391 01700108 

Basak, S.C., & Durga, S.C. (2005). OTC Medicines. The Indan Pharmacist, 4(41), 20-22. 

Berkowitz, E. , N., Kerin, R., A., Hartley, S., W., & Rudelius, W. (2000). Marketing. 6th Ed. 

Boston, USA: Irwin. 

Bennan, B. R., & Evans, J. R. (1995). Retail Management: A Strategic Approach. Book. 

Berry, T. & Wilson, D. (2004). US SBA and Palo Alto Software. On Target: The Book on 

Marketing Plans. 2nd Ed. USA, USA: Palo Alto Software Inc 

Bingqun, C. , Kejia, Y. , & Tingjui, C. (2016). Analyzing the impact of ptice promotion 

strategies on manufacturer sales peifonnance. Journal of Service Science and 

Management, 9, 182-187. 

Bitner. , M., J. (1992). Sercivescapes: The impact of physical surroundings on customers and 

employees. Journal ofmarketing, 56, 57-71. 

Birkinshaw, J. , MmTison, A. , & Hulland, J. (1995) . Stmctural and competitive detern1inants 

of a global integration strategy. Strategic Management Journal, 3 (5), 76-93 

48 



Blattberg, R., C., & Briesch, R., A. (2010). Sales Promotions. Journal of Management. 

https://doi: 1 0.1093/oxfordhb/9780199543175.013.0024 

Blattberg, R., C., & Neslin, S. (1990). Sales Promotion: Concepts, Methods, and Strategies, 

PrenticeD Hall, Englewood Cliffs, NJ. 

Borges-Tiago, T. (2008) Internet-driven Customer Centric: An Exploratory Analysis. The 

Business Review Journal, 11 (2) 82-90. 

Borza, S., I., & Borza, C., I. (2010). A Broad Analysis of Marketing Strategies for their 

Incorporation as Activities in a User Centred Process. Procedia Economics and 

Finance, 16 (14) 239-250 

Bulmer, M (2004). Questionnaires, 1st edition, Sage Publications, London. 

Brassington, F., & Pettitt, S. (2000), Principles of Marketing, 2nd Edition, Harlow Pearson 

Education Limited. 

Chang, H., J., Eckman, M., & Yan, R- N. (2011). Application of the Stimulus Organism 

Response model to the retail environment: the role of hedonic motivation in impulse 

buying behavior. The International Review ofRetia, 21 (3), 233-249 

Calvin, R (2000), Sales Management, Executive MBA Series. McGraw Hill. 

Chege, S., K., Muathe S., M., A, & Thuo. J., K. (2014). The effect ofmarketing capabilities 

and distribution strategy on perfonnance of MSP intermediary organizations' in 

Nairobi County, Kenya. 

Chemiyot, R. , J., & Peter P., W. (2016). Integrated Marketing Communication and 

Performance of Kenya Post and Savings Bank. Social Sciences; 5(3): 37-49 

Cooper, D. R., & Schindler, P. S. (2011). Business Research Methods.10th Ed.New York, 

NY: McGraw-Hill education 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods.12th Ed. New York, 

NY: McGraw-Hill education. 

49 



Czinkota, M.R., & Ronkainen, LA (2004), International Marketing, 7th Edition, Ohio: 

Harcomi. Inc. 

Dawes, J., & Brown, R.B. (2000), Postmodern Marketing: Research Issues for Retail 

Financial Services. Qualitative Market Research an International Journal3, 90-98. 

Deonir D., Gabriel. S., M., Evandro, B., S., & Fabia, L., (2017). P1icing strategies and levels 

and their impact on corporate profitability. Revisit deAdministrar;ao, 52, (3)120-133. 

Engel, A. , F. (2000). Promotional strategy. Homewood, McGraw Hill. 

Evaluate Phanna. (2013). World Preview 2013, Outlook to 2018 : Returning to Growth. 

EvaluatePharma. 

Fen·ell. 0 ., C. (2005) . Marketing strategy. 3rd Ed. Mason, Ohio: South-Western Thomson. 

Ferri, K., Mohd, R., Radiah, A., & Hamidreza, G., (2012). Impact of distribution channel 

innovation on the perfonnance of Small and Medium Enterprises. International 

Business and Management, 5 (1), pp. 52-61. 

Festus, W. , (2016) . The impact of sales promotion on organizational performance case study 

of Guinness Ghana Breweries Limited. Unpublished Thesis Submitted To Kwame 

Nkmmah University of Science 

Gamau, E. (20 16) . Challenges facing Marketing of pharmaceutical products in Kenya. 

Gbolagade, A., Adesol, M., A., & Oyewale, 1., 0 . (2013) . Impact of Marketing Strategy on 

Business Performance. A Study of Selected Small and Medium Enterp1ises (SME's) 

In OluyoleLocal Government, Ibadan, Nigeria. Journal of Business and Management, 

11 (9), pp.59-66. 

Gilson, L. (2012). Health Policy and Systems Research. Health Policy, 1 04(3), 18-40. 

https: //doi.org/1 0.10 16/j .healthpo1.2012.02.006 

Goi, C. L. (2009). A Review of Marketing Mix: 4Ps or More? International Journal of 

Marketing Studies, 1(1), 2-15. https://doi.org/10.5539/ijms.v1nlp2 

50 



Gorchels, L., Marien, E., & West, C. (2004). The Manager's Guide to Distribution Channels. 

USA, USA: McGraw-Hill. 

Hamed, M., & Farideddin, A., H. (2016) . Effects of Promotion on Perceived Quality and 

Repurchase Intention. International Journal of Scientific Management and 

Development, 4 (12), 457-461. 

Hansen, T, & Solgaard, H., S. (2004). New perspectives on retailing and store patronage 

behavior: A study of the interface between retailers and consumers. Boston: Kluwer 

Academic Publishers. 

Harmon, R. & Raffo, D. (2007). Value-Based pricing for new software products: strategy 

insights for developers. 

Heck, R., K. , Owen. A., I., & Rowe., B. (1995) . Home based employment and family life. 

1 sted. USA, USA: Greenwood Publishing group. 

Hinterhuber, A. (2008). "Customer value-based pricing strategies: why companies resist". 

Journal of Business Strategy, 29 ( 4), pp. 41-50. 

Hiraki, U., & Ashok, K., M. (2011). Use of Direct Marketing Strategies by Fam1ers and 

Their Impact on Farm Business Income. Agricultural and Resource Economics 

Review 4011 , pp.l-19. 

Hitt, M ., A., & Hoskisson., R., E. (1997). Intemational Diversification: Effects of Innovation 

and Firm Perfonnance in Product-Diversified Finns. Academy of Management 

Journal, 767-798. 

Holmes, G., R., & Paswan, A. (2012). "Consumer reaction to new package design", Journal 

of Product & Brand Management, 41 (10), pp . 1-22. 

Horsky, S. & Honea, H., (2012) . "The power of plain: intensifying product experience with 

neutral aesthetic context", Marketing Letters, 23 (1), pp. 223-235. 

51 



Hiinerberg, R., & Hiittmann, A. (2003) . "Performance as a Basis for Price-setting in the 

Capital Goods Industry: Concepts and Empirical Evidence". European Management 

Journal, 21 (6), pp.717-730. 

Ibojo., B., 0 ., & Ogunsiji, A., (2011). Effect of Sales Promotion as a Tool on Organizational 

Performance: A case Study of Sunshine Plastic Company. Journal of Emerging 

Trends in Economics and Management Sciences, 2(1), pp.9-13. 

Immonen, L., (2010) . Package Cues and Their Influence on the Perception of Premium 

Quality of Premium Ptivate Label Products. Unpublished Thesis Submitted to Aalto 

University. 

Ingenbleek, P. , Debruyne, M., Frambach, R. & Verhallen, T. (2003). "Successful new 

product p1icing practices: a contingency approach", Marketing Letters, 14 (4), pp. 

289 0 305. 

Inman, J. J. , Winer, R. S., & Fen·aro, R. (2009) . 'The interplay among category 

charactetistics, customer charactetistics, and customer activities on in-store decision 

making' , Journal of Marketing, 73, pp.19- 29. 

Jang, Y. J. , & Jung, E. C. (2013). Studies on the Design Marketing Strategies in the 

Experiential Economy through the Case Study of 'the Starbucks Company', Springer­

Verlag Berlin, Heidelberg, pp. 30-36. 

Jeroen Kraaijenb1ink, Spender, J., & Groen, A. (2010). The resource-based view: A review 

and assessment of its critiques, (21442). 

Kamba. A. , K. (201 0). Effectiveness of promotion m1x methods on sales in local 

phannaceutical manufacturing companies in Kenya. Unpublished Thesis Submitted to 

University ofNairobi . 

Kamotho, J., W. (2011). Influence of packaging and labeling on consumer perception of hair 

care products quality. Unpublished Thesis Submitted to University of Nairobi . 

52 



Kariuki, B., K. (2012). The influence of interior design on business perfonnance: The case of 

selected restaurants in Nairobi Central Business District, Kenya. Unpublished Thesis 

Submitted to University ofNairobi. 

Keller, K. L., Heckler, S. E., & Houston, M. J. (1998). The Effects of Brand Name 

Suggestiveness on Advertising Recall. Journal of Marketing. 

https: //doi.org/1 0.230711251802 

Khedkar, P., Kalyan, N., & Scott, E. (2016). Sales Force Effectiveness in Phatma Is No 

Placebo Sales Force Effectiveness in Pharma Is No Placebo. 

KIPPRA. (2013). Kenya Economic Report. 

Kotler, P, & Annstrong, G. (2004). Principles of marketing. lOth Ed. Upper Saddle River, 

New Jersey, New Jersey: Pearson Education. 

Kotler, P. (2003). Marketing Management. Principles of Marketing. 11th Ed. Chicago, USA 

Pearson/Prentice Hall. 

Kotler, P. (2015). Marketing Management. 15th ed. NJ, PH: Pearson Education 

Kotler, P., & Annstrong, G (1999). Principles of Marketing. 8th Ed. Chicago, USA 

Pearson/Prentice Hall. 

Kotler, P., & Armstrong, G (2010). Principle of Marketing. 13th Ed. Pennsylvania, USA: 

Prentice Hall. 

Kotler, P., (2000). Marketing Management. Millennium Edition .. New Jersey, New Jersey: 

Prentice Hall. 

Kotler. P., & Atmstrong., G (2012). Principles of Marketing.14thEd.USA., USA: Pearson 

Hall. 

Kotler. P., & Atmstrong. , G (2008). Principles of Marketing. International Edition. New 

York, USA: Pearson Hall. 

53 



Kotler. P & Lee N., (2007) . Marketing in the Public Sector: A Roadmap for Improved 

Pe1jormance. Upper saddle; New Jersey: Pearson/Prentice Hall. 

Kotler. P., & Almstrong., G (2013) . Principles of Marketing.15thEd.USA, USA: Pearson 

Hall. 

Kotler. P. , Annstrong., G., Wong, V., & Saunders J. (2008) . Principles of Marketing. 5th Ed. 

Prentice Hall. 

Laswai, M., E. (2013). Assessment of the effectiveness of channels of distribution models in 

the sales perfmmance of an organization: The Case of Coca-Cola Morogoro Region. 

Unpublished Thesis Submitted to Mzumbe University. 

Lamb, C. , W., Hair, J. , F., & Mcdaniel, C. (2004). Marketing; 7th Ed, Mason, OH: Cengage. 

Laws of Kenya. (2012). PHARMACY AND POISONS ACT Cap 244, (1), 37. Retrieved 

from http://extwprlegs l .fao.org/docs/pdf/ken64184.pdf 

Liozu, S. , M., & Hinterhuber, A. (2013). "Pricing orientation, pricing capabilities, and finn 

performance". Management Decision, .51 (3) . pp. 594-614. 

Louter, P., J., Ouwerkerk, C., & Bakker, B., A. (1991). "An mquuy into successful 

exporting". European Journal of Marketing, .25 (6), pp. 70 23. 

Luvayo, F. M. (2017) . Multi-channel marketing strategies on the perfotmance of 

Phannaceutical Companies in Kenya: a case of Nairobi County. 

Lynch, R. L. (2009). Strategic Management. International Encyclopedia of Social & 

Behavioral Sciences. https://doi.org/1 0.10 16/B978-0-08-097086-8.73046-7 

Rugman, A., & Collinson, S. (2006). International Culture. International Business 3, 129-

158. 

Margarita, I. (2009). Theoretical Aspects of Marketing Strategy. Ekonomika Ir Vadyba: 

Aktualijos Ir Perspektyvos, 1(14), 114-125 . 

54 



McCarthy, E. J. (1975). Basic Marketing: A Managerial Approach. Richard D. !twin, Inc. 

Magunga. A., K. (20 1 0). Effects of marketing strategies on the perfonnance of insurance 

companies in Kenya. Unpublished Thesis Submitted to University ofNairobi. 

Mahmood, M., H., & Fatimah, H., (2014). The Effect of Product Quality on Business 

Perfmmance in Some Arab Companies. Journal of Emerging Trends in Economics 

and Management Sciences 5(5):498-508 . 

Mathiu, J., M. (20 16). The effect of services cape on sales in the hotel industry: A case study 

of Nairobi Serena Hotel. International Journal of Entrepreneurship and Project 

Management. 1, (2), 160-177. 

Mei, T ., G. (2013). Brand Identity, Brand Equity and Performance. World Review of 

Business Research, 3 (4), 53 -60. 

Moller, K. (2006) . The Marketing Mix Revisited: Towards the 21 st Century Marketing by E. 

Constantinides. Journal of Marketing Management. 4(3), 24-38 

Muchiti, M., N. (2016). The Effectiveness of Marketing Mix Strategies on performance of 

Kenol Kobil Limited. Unpublished Thesis Submitted to University ofNairobi . 

Mullin, R., & Cummins, J. (2008). Sales Promotion: How to Create, Implement & Integrate 

Campaigns That Really Work, 4th Edition. London: Kogan Page Ltd. 

Munyoki. J.M (2011), Marketing Management, Downtown Ptinting works Ltd. 

Nagel, S & Singlton., J., Kenneth (2011). Estimation and Evaluation of Conditional Asset 

Pticing Models. Journal of Finance, 66 (3), 873-909. 

Nguyen, D., McCracken, V., Casavant, K. & Jessup, E. (2011). Geographic location, 

ownership and profitability of Washington log trucking companies. Regional Science 

Policy & Practice, 3 (2) 115-125. 

55 



Njawa, J. (2015) . The effects of advertising on organizational perfmmance: A case Study of 

TIGO Telecmmnunication Network Junior. Unpublished Thesis Submitted to 

Mzumbe University. 

Njomo G. , W., & Margaret 0 . (2016). Market Penetration Strategies and Organizational 

Growth: A Case of Soft Drink. International Journal of Management and Commerce 

Innovations 3 (2), 219-227. 

Obonyo, G. , 0 . (2013) . Evaluating Marketing Strategies Adopted By Supe1markets for 

Competitive Edge: A Case of Kisii Town Supe1markets. Interdisciplinary journal of 

contemporary research in business, 4(12), 15-40. 

Odhiambo, M. (2013). Effect of p1icing as a Competitive Strategy on Sales Perfom1ance of 

Selected Phmmaceutical Companies. Unpublished Thesis Submitted to University of 

Nairobi. 

Ogutu, M., & Samuel, C. M. (2012) . Strategies Adopted By Multinational Corporations to 

Cope With Competition in Kenya. DBA Africa Management Review, 2(3), 69- 82. 

Oladun, M. , M. (2012). Innovative distribution strategies and perfmmance of selected 

multinational corporations (MNCs) and domestic manufacturing firms In Nigeria. 

Unpublished Thesis Submitted to Covenant University, Ota, and Ogun State, Nige1ia. 

Oori, M., (20 1 0), Strategies employed by cmmnercial banks in Kenya to build competitive 

advantage. Unpublished MBA project, University of Nairobi. 

Omwansa, R. N (2012) . Strategies applied by multinational phmmaceutical corporations in 

Kenya to attain competitive advantage Unpublished MBA project, University of 

Nairobi. 

Palmer, A. (2010). Introduction to Marketing. 3rd Ed. UK, UK: Oxford University Press. 

Palmer, A. (2011). Principles of Services Marketing (3rd Ed.). UK: McGraw-Hill Publishing 

Company. 

56 



Peteraf, M. A., & Barney, J. B. (2003). Unraveling the resource-based tangle. Managerial 

and Decision Economics. https:l ldoi.org/1 0.1 0021mde.1126 

Poh, L., S., Ghazali, M., & Mohayidin, B. (2011). Dimension of P1ice Satisfaction: A Study 

in the Low Cost Airlines Industry. Second International Conference on Business and 

Economic Research. Pp 1806-1812. 

Porter, M. E. (1986). Changing Patterns of International Competition. California 

Management Review. https :I I doi .org/ 1 0.23 07 I 41165182 

Priem, R. L., & Butler, J. E. (2001). Is the Resource-Based "View" a Useful Perspective for 

Strategic Management Research? The Academy of Management Review, 26(1), 22. 

https:l ldoi.org/1 0.23071259392 

Rizwan, R., A., Vishnu. P., & Muhammad, A., A. (2014). Impact of Product Packaging on 

Consumer's Buying Behavior. European Journal of Scientific Research 120 (2): 145-

157. 

Roblek, V. (2015). Impact of internet and social media on organisational change of OTC 

medicines marketing management. International Journal of Electronic Marketing and 

Retailing, 6(3), 239. https: lldoi .m~g/ 1 0.15041IJEMR.20 15.070806 

Sarantakos, S. (2005). A toolldt for quantitative data analysis, Palgrave MacMillan, 

Hampshire. 

Saunders, M., Lewis, P., & Thornhill, A. (2015). Research Methods for Business Students. 

Research methods for business students. 

Schiele, H. (2008). Location, location: The geography of industry clusters. Journal of 

Business Strategy 29: 29-36. 

Schiffman, L., G., & Kanuk, L., L (2004). Consumer Behavior. 8th Ed. New Delhi, India: 

Pearson Education. 

Schoviah, A. (2012). The effect of marketing dist1ibution channel strategies on a firm's 

57 



performance among Commercial Banks in Kenya. Unpublished Thesis Submitted to 

University ofNairobi. 

Sehrawet, M. & Kundu, S.C. (2007). "Buying behavior of rural and urban consumers in 

India: the impact of packaging", International Journal of Consumer Studies, 31 (6), 

630- 638. 

Sije, A., & Oloko. M., (2013). penetration pricing strategy and perfonnance of small and 

medium enterprises in Kenya. European Journal of Business and Social Sciences, 2, (9), 

114-123. 

Subramanian, R., Toney, J. H., & Jayachandran, C. (2011). The evolution of research and 

development in the pharmaceutical industry: toward the open innovation model - can 

phanna reinvent itself? International Journal of Business Innovation and Research. 

5(1) 232-246 

Syeda, N., Zehra, R., & Sadia, M. (2011). Impact of Sales Promotion on Organizations' 

Profitability and Consumer's Perception in Pakistan. Interdisciplinary Jomnal of 

Contemporary Research in Business 3, (5), 296-310. 

Taylor, David (2015). The Pharmaceutical Industly and the Future of Drug Development. 

Issues in Environmental Science and Technology. 4 (2) 1-33. 

Tharnujan. R and Seneviratne L.P. (2009) the Role of Knowledge Management in Post 

disaster Housing Reconstruction. Disaster Prevention and Management 18 (1), 66-

77. 

Tsai, H, Cheung, C & Lo, A (20 1 0) . 'An exploratory study of the relationship between 

customer-based casino brand equity and finn perfonnance'. International Journal of 

Hospitality Management, 29, 754-757. 

Tseng, Y. M. (2006). International Strategies and Knowledge Transfer Experiences of 

MNCs' Taiwanese Subsidiaries. Journal of American Academy of Business, 

Cambtidge. 

58 



United Nations Industrial Development Organisation (20 1 0). Strengthening the local 

production of essential generic drugs in the least developed and developing countlies: 

Phannaceutical Profile in Kenya. 

Wren, B. M (2007) . Channel Stmcture and Strategic Choice m Distribution Channels, 

Journal ofManagement Research, 7 (2), 78-86. 

Yousefi, N., Mehralian, G. , Rasekh, H. R., & Yousefi, M. (2017). New Product Development 

in the Pharmaceutical Industry: Evidence from a genelic market. Iranian Journal of 

Pharmaceutical Research : IJP R, 16(2), 834-846. 

Yi, Z . (20 15). "The Impact of Brand Image on Consumer Behavior: A Literature Review" 

Open Journal of Business and Management, Jinan University, China. 

Zhang, L. , & TangS. , (2010). An Empilical Study on Impact of Sales Promotion on Brand 

Loyalty of Service Enterplise. Management and Service Science (MASS), 

International Conference on 24-26 Aug 

Zeithaml, V. A. (1988) . Consumer perceptions of price, quality and value: A means- end 

model and synthesis of evidence. Journal of Marketing, 52(3), 2-22. 

Zeithaml, V., A. , Bitner, M. , J., & Gremler, D., D. (2009). Services Marketing: Integrating 

Customer Focus across the Firm. 6th Ed. Boston, MA: McGrawHill/Itwin, 

Zekiri, J., & Nedelea, A. (2011) . Strategies for achieving competitive advantage. Th e USV 

Annals of Economics and Public Administration, 11 (2), 63-73. 

Zou, S. , & Cavusgil, S. T. (2002) . The GMS: A Broad Conceptualization of Global 

Marketing Strategy and Its Effect on Finn Perf01mance. Journal of Marketing. 13(2), 

64-83 

59 



APPENDICES 

Appendix I: Questionnaire 

SECTION A: Demographic Information 

You can fill out more than one category. 

Al. Which market segment are you targeting 

Low-end market 

Low middle-income segment 

High middle-income segment 

High income 

A2. How many years have you worked in this organization? 

Less than 2 years 

years to 5 years 

5 years to 1 0 years 

More than ten years 

A3. For how many years has the organization been m operation m Kenya? 
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SECTION B: To determine the influence of price, place, promotion and product on sales volume of over the counter 

medicines for multinational pharmaceutical companies in Kenya 

In general, to what extent do the following marketing mix strategies influence the sales volumes for your product. 

On a scale of 1-5 where (5= to a very great extent, 4= To a great extent, 3=To a moderate extent, 2=To a little extent, 1= 

To no extent) 

No Marketing mix 1 2 3 4 

Strategy 

Bl Value based price detennination in relation to customers' 

pncmg perceived value of a product or service 

B2 Price penetration charge low prices to products or services in 

order to penetrate the market 

B3 Price Discounting Price discounting as a technique used by 

organizations as an incentive to customers so 

that they can acquire goods and services at a 

lower price than the prevailing market price. 

B4 Distribution The choice of which distributor to use to avail 

channel your products to the market 
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BS Geographical The choice of location of the vanous 

location disttibutors 

B6 Physical physical appearance of the retail stores 

appearance 

B7 Advertising use of mass media cmrununication 

B8 Sales promotion Time bound action-focused marketing event ! 

which include discounts, price reduction and I 

use of media I 

B9 Direct marketing Use of sales representatives 

BlO Perceived product Customers view about a product quality. 

quality 

Bll Attractive visual and sensual attributes which 

packaging communicate to the customers 

B12 Branding name, tenn, s1gn, symbol or design, or a 

combination of the mentioned factors that help 

to distinguish an originator's product from its 

I 
competitors 
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Section D: sales Volume 

D 1. Please indicate the extent to which your sales volume has grown as a result of marketing mix where 1 =Not at all, 

2=Minimal extent, 3=Moderate extent 4=Large extent 5= Very large extent 

No Marketing Mix strategies 1 2 3 4 5 

Pricing has influenced sales volume 
Dl 

Our product has influenced customer loyalty 
D2 

Our Place strategy has influenced quick distlibution of our products 
D3 

Use of promotion strategy has increased our overall perfonnance 
D4 

---- ------- -------- -- - -
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Appendix II: Letter of Introduction 

Date .. . . . .. . .. ...... . ... . 

Dear Participant: 

My name is Selina Musalia, I am a graduate student at Strathmore University. For my final 

project, I am working on a study titled 'Effectiveness of Marketing Mix Strategies on sales 

volumes for Over the Counter Medicines for Multinational Pharmaceutical Companies in 

Kenya.' I am therefore inviting you to participate in this research study by completing the 

attached questionnaire. 

The following questionnaire will require approximately 20 minutes to complete. There is no 

compensation for responding nor is there any known risk. In order to ensure that all information 

will remain confidential, please do not include your name. Participation is strictly voluntary and 

you may refuse to participate at any time. 

Thank you for taking the time to assist me in my educational endeavors. The data collected will 

provide useful information regarding the effective marketing strategies for pharmaceutical 

companies in Kenya. If you require any additional infonnation or have questions please contact 

me on the number listed below. 

Sincerely, 

Selina Musalia 

0723003838 
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Appendix III: List of Pharmaceutical Multinational Manufacturing firms 

Number Name of Pharmaceutical Firm 

1 Adcock Ingram 

2 Astra Zeneca 

3 Bayer 

4 Roche 

5 Boehringer Ingelheim 

6 Novartis 

7 Johnson and Johnson 

8 Glaxo SmithKline 

9 Novo Nordisk 

10 Beta Healthcare 

11 MSD 

12 Reckitt Benckiser 

13 Barleys Limited 

14 Sandoz 

15 Surghiphmm Limited 

16 Highchem group 

17 Abacus 
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18 B Braun 

19 Bimeda 

20 Statim Pham1aceuticals 

21 ION Kenya 

22 Phillips healthcare services limited. 

23 Pfizer 

24 Medtronic 

25 BD 

26 Highchem group 

27 Lilly 

28 Impetial Logistics 

29 B/Braun 

30 Sisi Phatmaceuticals 

31 Takeda 

32 Laborex Kenya Limited 

33 MacNaughton Ltd 

34 Sanofi 

35 Merck 

Source: Kenya Association of Pharmaceutical Indust1y 
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Appendix IV: Population Distribution of Key Decision Makers in Multinational 

Pharmaceutical Firms Specializing on OTC 

Number Firm Population Percentage 

distribution 

(Number) 

1 Bayer 3 4.6 

2 Novartis 5 7.7 

3 Johnson and Johnson 6 9.2 

4 Glaxo SmithKline 11 16.9 

5 Beta Healthcar·e 6 9.2 

6 MSD 2 3.1 

7 Reckitt Benckiser 8 12.3 

8 Harleys Limited 7 10.8 

9 Sandoz 5 7.7 

10 Pfizer 3 4.6 

11 Sanofi 4 6.2 

12 Merck 3 4.6 

13 Takeda 2 3.1 
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Appendix V: Ethics Review Board clearance 

27tl1 March 2019 

DR. SELINA LUMADI MUSALIA 
P.O BOX 784-00100 
Nairobi. 
selinamusalia@yahoo.com 

Dear DR. Selina, 

REF Protocol ID: SU-IERC0317 I 19Student Number: 99206 

Strathmore 
UNIVERSITY 

AN ASSESSMENT OF THE EFFECTIVENESS OF MARKETING STRATEGIES USING THE 4PS 
MARKETING MIX CONCEPT FOR OVER THE COUNTER MEDICINES FOR 
MULTINATIONAL PHARMAC·EUTICAL COMPANIES IN KENYA 

\ 
We acknowledge receipt of y<jur application documents to the Strathmore University 
Institutional Ethics Revi~~~nittee (SU-IERC) which includes: 

1. Participant information sheet and consent form 15 February 2019 

2. Cover letter listing all submitted documents 12 March 2019 

3. Proposal declaration page signed by supervisors 12 March 2019 

The committee has reviewed your application, and your study "AN ASSESSMENT OF THE 
EFFECTIVENESS OF MARKETING STRATEGIES USING THE 4PS Mt\RI<ETING MIX CONCEPT 
FOR OVER THE COUNTER MEDICINES FOR MULTINATIONAL PHARMACEUTICAL 
COMPANIES IN KENYA" has been granted approval. 

This approval is valid for one year beginning 27 March 2019 until27 March 2020 

In case the study extends beyond one year, you are required to seek an extension of the 
Ethics approval prior to its expiry. You are required to su .l · an>' proposed changes to this 
proposal to SU-IERC for review and approval prio \I'm~~~ tation of any change. 

'~-s''~ '" ,,,t\. 
SU-lERC should be notified when >.:_9.J..L.~ \!cit'\\~~p~ete . 

. ~~" ~'''~,,,,t~'\.,11 ·'''1. 
Thankyou '\ .. 

;c~ 
Prof Florence Oloo 
Secretary 

. , I ,, i 
I 

Strathmore University Institutional Ethics Review Committee 
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Appendix VI: NACOSTI Certificate 

THE SCIENCE, TECHNOLOGY AND 
INNOVATION ACT, 2013 

The Grant of Research Licenses is guided by the Science, 
Technology and Innovation (ltesearch Licensing) Regulations, 2014. 

CONDITIONS 
I. The License is \'alid for the proposed research, location and 

specified period. 

2. The License and any rights thereunder are non-trnnsfcrnblc. 

3. The Licensee shaJI inform the County Governor before 

commencement of the research. 

4. Excavation, filming and collection of specimens arc subject to 

further necessary clearance from rele\·:tnt Government Agencie.~. 

5. The License does not gh·e authority to transfer research materials. 

6. NACOSTf may monitor and evaluate the licensed research project. 

7. T he Licensee s hall submit one hard copy nnd upload n soft copy 

of their final report within one year of completion of the research . 

8. NACOSTI rescn-es the right to modify the conditions of the 

License including c:mcellation without prior notice. 

National Commission for Science, Technology nnd innovation 

P.O. Bm; 30623-00100, Nairobi, Kenya 

TEL: 020 400 7000, 0713 788787, 0735 404245 

Email: dg@nacosti.go.ke, registry@nacosti.go.ke 

Website: www.nacosti.go.ke 
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NA TlON,\L COMl\USSIOi'i FOR SCIEKCE, 
TECHNOLOGY AND INNOVATION 

Tcl::;h:u: : I : H-~;:..~ ~ 1-tl., I, 

1 4 J ~·I;..:H lC~1.22 1 ~ 1 2!) 

F.n:-2$4-~).J I 1!.-.s.Jli~ HI 

l!rr:ll~~,~~ ~" 

\Ydn:l• : 'toV't'N 1"11==-" li~C ·c• 

\'•~e1 1q:t11t;;, p c.u: ~~all~ 

~,r. to> N ACOSTIIPIJ 9/55652/29468 

Dr. Selina Lumadi MusaliB 
Strathmore Bu5incs.s School 
P.O. Box 59857-00200 
NAIROBI. 

RF.: RF.SF.ARC.H AUTHORIZt\TIQN 

N ..... t: l l'ITJ.\t;p t.:~nc: 

UlfW •:y:~1i 'H~ 

P 0. Um. JtC:l -t4.l l tu 
I'.U\If:O DI .J{ENYl, 

rt~• - 9111 April, 20 I 9 

Following your application for authority to Cillf)' o ul r~t~rcll Otl "Effi"'Jll'<mr:ss of 
markeJiltg mL~ strategies ou .<>ales mlumes for OTC medic:ittl!s for mullinatioual 
pl1arttlace111ical camth111it!s in ke11ya" I am pleased to inlbm1 you that you have been 
o.mborized to under1ake r.:.se<irc.h in N;~lrobi County for the ~riod ending 8'h April, 
2020. 

Y<;> u arc adv i:;<!d to report to the County Commi!i'..'lioner and the County Dindor of 
Edu~'llou, Nlllrobi Count~· before ~mbarking oa the research project. 

Kindly note that, as un applicant who has been licensed under the Sc.ic:nce, Technology 
and ltmovation Act, 201 3 to conduct research in Kenya, you shall deposit a copy ofthc 
iinal rese,l rch report to lhc Commiss-ion withul one yell r of coroplet.iou. The soft copy 
oftl!c same should be submitted through the Online Rcsc11rch Information System. 

Copy ro: 

The County Commiss ioner 
N.1irobi County. 

The Cnunty Director o f Education 
Nairobi CoU!lty. 
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