THE IMPACT OF PROMOTION ON CONSUMER PATRONAGE OF PHARMACEUTICAL COMPANIES (A CASE STUDY OF GABBEY PHARMACY LIMITED ENUGU)

ABSTRACT 


This research project is aimed at determining the impact of promotional strategies of pharmaceutical firms on consumer patronage. The study was expected to reveal at the end of the day the degree of these promotional messages on consumer patronage, and it will equally help the producers of pharmaceutical to understand the consumers’ attitude towards the use of their products. 


The objective of the study were to find out the following:- 

To determine the extent, to which Gabbey pharmacy is aware of promo – tools. 

To determine the impact of direct marketing on consumer patronage at Gabbey pharmacy in Enugu Metropolis. 

To appraise the promotional strategies adopted by Gabbey Pharmacy product in increase profitability. 

Secondly, information was collected through the use of structured question are administered to consumers. Oral interview were conducted among the producers of pharmaceuticals, consumers and patent medicine dealers. 

Secondary data were collected from journals, publications and other related works.  

Chi- square (X2)  statistical tool was used in the analysis of primary data at 95% confidence level. It was found out that almost all the consumer respondent have at time or the other bought a brand of pharmaceutical products. 

Also substantial number of the consumer respondents got to know of  Gabbey brands through the company representatives.

On the basis of the above findings it was concluded that consumers seek constantly pharmaceutical product with desired attributes to solve their health problems. 

However, the population of the study was made up of the resident of Enugu metropolis. The researcher used a census survey for the staff strength of the company of (10) persons, and the sample size  was 246. 

Finally, it was recommended that thee is need for NAFDAC and other regulatory bodies to shed off their current conservative and restrictive approach in promotion of pharmaceutical. Manufactures should be encouraged to interact to exchange information directly with their customer using interactive media like internet, e-mal etc. 

Current Global trends where drugs are promoted as fact moving consumers goods like putting a lot of pressure on marketing/promotion approaches of pharmaceutical firm. These firms should therefore invest more regularly on researches that track the dynamic consumer behaviour in order to articulate promotional programmes base on current anticipated needs of the consumers. 

The researcher believe that if these recommendations are religiously carried out, pharmaceutical firms will laugh loudly well as they will witness a stupendous and astronomical increase in their sales turnover and even on return on investment.
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CHAPTER ONE 

INTRODUCTION 


Consumers have diverse motivation, taste and preference. They constantly seek solutions to the various state of deprivation (needs) through product offerings and bombardment of promotional messages. 


Consumer’s perception of his needs and desired solutions sharpened by his socio – economic and cultural background of the study will determine how he reacts to an element or a mix of the promotional variables. 


The challenge of marketing/promotion rests on predicting current and future consumer’s needs and preferring suitable solution to them. accurate prediction of consumer’s variables will ensure consumer’s preference/patronage of one’s brands over competitors. 


This research therefore attempts to determine the impact of promotion on consumer patronage using Gabbey pharmacy limited, a pharmaceutical marketing company as a case study. 

BRIEF HISTORY OF THE COMPANY 

Gabbey pharmacy limited is a pharmaceutical marketing company with head office located at 8 Awkunanaw street Achara layout Enugu. The firm came into existence in 1972. The company was blessed with supportive customers and committed staff and that helped it handle effectively, its internal and external problems. It was not long before the industry noticed a strong competitor has come on stream. 

It was not surprising that five year later January 3, 2000, the co-marketing arrangement broke down and Gabbey pharma ltd was faced with the option of quickly introducing and entrenching new brands. It was therefore a nervous moment when on January 4, 2001, the company took the bull by the horn and introduced a portfolio full of new products. 

Critics thought that the company has taken a suicide pill and eagerly waited for the expected to happen. It never did. The staff and management and the company customers rallied round and took a simple commitment. THE COMPANY MUST SUCCEED. The lot fell on the vibrant and lean sales and marketing department to provide the necessary marketing formular that will ensure quick entrenchment of the new products. The department after series of meeting with its ever supportive customers pioneered the motorcycles sales Reps scheme in Nigeria. the essence is to effectively cover the grassroot, reach the area not covered by the competitors and generate the necessary demand – pull. Communication between company and customer was made more effective and company’s reaction to changing market situation was very swift. This ensured grassroot implementation of consumers oriented marketing programmes. By middle of the year, it was obvious that the company has survived the “suicide pill” gaining a very big respect from other key players in the industry. 

Today, the company is one of the leading pharmaceutical marketing firm in Nigeria. 

Some of the product it sells are:- 

1) 
Septirn 



12) Brinderin 

2) 
Actified 



13) Tramal 

3)
Banocide 



14) Imodium 

4)
Dara prim 



15) Normoritc 

5)
Linctified P



16) Halfar 100mg 

6)
Linctifed P                 

17) Cenocide 

7)
Repler 



18) Smifed 

8)
Fevokine 



19) Primpex 

9)
Calpol 



20) Novalor 

10)
Antepar 



21) Tussirex P

11)
Zinate 



22) Metaprim 


other lines includes tacorage (flavoured vitamin C) chotrimax cream, deep head, woodward Gripe water.  
SALES AND MARKETING STRUCTURE 

(GABBEY PHARMACY LIMITED)

GM (Sales and Marketing  

1) National Sales Manager 
(Technology promotion manager) 

2) Area sales manager 

(Medical Reps) 

Sales Reps (6)


The lean and flexible structure helps the department to react swiftly to change in the marketing environment. 

STATEMENT OF THE PROBLEM 

Consumers have diverse motivations, tastes and preferences. They constantly seek solutions to these various states of deprivation (needs). And, as they do these, they are guided or influenced by certain decisions which could be internal and external. Internally, consumers and influenced by their belief system. And, externally, they are influenced by their socio-economic and cultural background coupled with promotional messages. 

Therefore, this work is systematically made towards uncovering the impact of promotional activities of product offering on a consumer as he makes his purchase decisions. 

That is to say, the impact of promotion on consumer patronage. 

OBJECTIVES OF THE STUDY 

This research aims at 

Highlight the importance of consumer patronage and the need to monitor it     

And react accordingly to changes in customer motivation, taste and preference 

To relate consumer patronage to brand preferences 

To highlight the need to articulate promotional strategies based on uncovered and anticipated needs of the consumers. 

To highlight the need to consider the socio-economic and cultural background of consumers while articulating promotional strategies to influence consumer patronage. 

Identify relative relevance of promotional mix variables in different buying process, product life cycle of pharmaceuticals.

Highlight the importance of encouragement consumers suggestions/criticisms as means of uncovering consumer want and thought and tailoring promotions  strategies accordingly.    

HYPOTHESIS RESEARCH 

The following hypotheses were postulated to guide the research. 

Ho: 
Promotional activities of Gabbey pharmacy do not lead to consumer patronage of their product. 

Hi: 
Promotional activities of Gabbey pharmacy lead to consumer patronage of their product. 

Ho:
Gabbey do not create awareness of their products. 

Hi:
Gabbey create awareness of their products. 

Ho: 
Promotional activities of Gabbey pharmacy impact negatively on the profit of the company. 

Hi: 
Promotional activities of Gabbey pharmacy impact positive on the profit of the company.

SIGNIFICANCE OF THE STUDY 

In every organisation there is need to plan sales promotion and there is impact which promotion create in a way that it will bring corresponding increase in sales and profit. This can be achieved through creative and innovative marketing activities.

This research will be of paramount importance to Gabbey pharmacy limited Enugu as a cooperate body, salesmen the customers, marketing practitioner and the economy at large. 

Corporate body: The continued existence of organisation depends on its ability to provide customers with the needed good and services and on a profitable condition. Corporate body like Gabbey pharmacy limited Enugu. Cannot afford to remain in business if sales promotional strategies are not well planned. The researcher believes that this project will serve as a guide for the formulation and implementation of sales promotion strategies. 

Salesmen: On the part of salesmen, there is need to be adequately equipped in skill and spirit with good working environment and conducive management attitude will not only enhance performance but also create satisfaction. This study will be incalculable to salesmen in that it will them to improve upon their performance in the field. Moreso, the study will reveal their deficiencies and offer appropriate communication tools to arouse customer’s interest and attention. 

Customers: This research will be invaluable to customers who expect maximum satisfaction from the product of Gabbey pharmacy limited Enugu. It will inform they about sales promotion programmes such as refund offers, price off, give away and so? 

Marketing parishioners: This research will be of immense value to marketing practioners. By marketing practioners. Other pharmaceutical companies from different part of the Nigeria, more especially in Enugu. 

Economy: The economy will benefit a lot if sales promotion is practiced the way it should be. Proper implementation of sales promotion strategies will help in directing the creation of wealth by increasing the GNP, Gross National Product. 

SCOPE OF THE STUDY 

The scope of this study would be very wide if it were carried out in all pharmaceutical companies in Nigeria. 


The study is limited, based on the fact that there is no time and material resources to see to the whole nation.

This study is limited to Enugu metropolis and the finding many not reflect the situation in the whole country. 

And this finding  may not be valid for the whole pharmaceutical companies in Nigeria, but by and large, what happens in pharmaceutical companies in Enugu metropolis can be said to apply to other pharmaceutical companies.   

DEFINITION OF TERMS 

The following terms used in this study should be taken to mean the following: - 

Patronage: According to Ozor (2002 pg 314) he defined patronage as the impulses desire and consideration within the consumer or customer which induce the purchase of goods from certain outlets or company. 

Consumer behaviour: Refers to all activities or acts engaged by the consumer in the process of satisfying his need and wants. It is whatever the consumer does overtly (visibly or outside the mind) or overtly (in the mind) in the process of satisfying his need and want. (Ozor 2002: pg 21). 

Promotional strategy: It controlled integrated programme of communication method and material designed, present a company and it product to prospective customer (Ebue BC 2000 pg 49).    

Advertising: Is a group of activities aiming at an including dissemination of information in any paid non-personal from concerning an idea product or service to compare action in accordance with the import and an identifiable sponsor (Pitman 1983 pg 140). 

Direct marketing: It is an interaction marketing system that use one or more advertising media to effect a measure response (Kolter 2000: pg 107).

CHAPTER TWO 

 REVIEW OF RELATED LITERATURE 

OVERVIEW OF PROMOTION 

Harper (1985: 73) defined promotion as the co-ordination of all seller initiated effort to set up channels of information and persuasion to facilitate the sale of a good or service, or the acceptance of an idea. 

Several key terms in this definition require elaboration. Co-ordination here implies that the seller would need to employ a number of different types of communication efforts in his attempt to sell his product.

These could be combination of advertising personal selling, publicity, public relation, sale promotion and direct marketing. And within the first two, thee are also countless alternatives. The channels of information would also be referring to the media or the use of people (human beings) eg salesmen. 

To facilitate promotion in marketing, it has been discovered however, that promotion does not only in itself create the sales, rather  it makes potential buyer aware of what is available, with what properties, what price, and where. 

Also it contain ideas and information which the seller hopes will increase the prospective customer’s willingness or inclination to purchase. 

Although  it is true that promotion can influence the way in which the audience perceives certain product attributes (including price), not much can be done by this same promotion to overcome the disadvantages of inferior product attributes or an above average price. 

In any organisation, the objective of the marketing plan is to manipulate demand in a way  that would be favourable to the company, given the economic environment in which the company operates and also anticipated actions and reaction of competitors. The promoter’s attention therefore center on buyers behaviour which will favour the company’s product and then change that behaviour which favour the products of its competitors. 

According Edoga and Ani (2000: 214) promotion is defined as a set activities made up mainly of immediate or delayed incentive of purchase, expressed in cash or in kind over a short period and whose main objectives.

Promotional strategies is a game plan used by an organisation to achieve its promotional objectives, it constitutes a good blend of advertising, personal sale promotion, public relation and direct marketing. 

REVIEW OF PROMOTOOLS 

Promotions is often used interchangeably with marketing communication.             

According to Grossier (1995:655) “the task of promoting a product or service is essentially a matter of selecting, deploying and controlling a marketing communication mix within the broarder framework set by the marketing mix. 

The number of ingredients contained in promotions has always been a source of heated debate or disagreement among marketing expects. 

Some common communication/promotion tools are advertising, sales promotion, publicity, personal selling and direct marketing.  

ADVERTISING 


According to Bovee and Arens (1986:  8) refers advertising as a non=personal communication of information usually paid for and usually persuasive in nature about the products, services or ideas by an identified sponsor through the various media.  


A well articulated and culturally compatible advert is the most effectives promtool especially when a large market is targeted. An advert budget of 5 – 40% of sales is not rare in large consumer goods firms. Advertising objectives range from information (creating awareness): persuasive (increasing consumer comprehension and conviction) or reminder (for nature products). 


The media for advertising range of print (newspaper) to electronic (TV, Radio, Internet), to outdoor displays. Choice of media depends on target market, product being promoted, type of message being sent and cost effectiveness of alternatives. 


Often two or more media are consumed for better reach. Miliward Brown research as quoted by marketing week Feb. 8, 2001 show that if you deploy 10% of your TV budget on to Radio, you can increase your oveall advertising awareness by 10%. Hence a combination of Tv and Radio is more effective than Tv alone. 


The task before marketing is to determine the optimal advertising mix needed to achieved desired result. Adverts are used to increase awareness about a newly introduced product, build a long term product image or trigger quick sales. It also helps to reach consumers in disperse geographical areas. 

PERSONAL SELLING 


Adirika (1997: 50) define personal selling as one of the component of promotional mix, it can be also define as a seller’s promotional presentation conducted on a person to person basis with the buyer. 


The goal of all marketing effort is to increase profitability by offering want, personal selling one of the major promotional method use to reach this goal. 


Personal selling is commonly used in industrial markets. It involves use of highly trained technical personnel to convey information about a product offering to target consumers. 


It assumes very effective feedback on effectiveness of deployed marketing strategy. 


Effective and successful use of personal selling involves recriutiemtn of candidates with desired qualtiees, office and field training, good territorial allocation and motivation of field force to achieve desired results (awareness creation; order collection/serving, post purchase counseling) to minimize discontent and encourage repurchase, management of information flow between the firm and the consumer/s customers. 

SALES PROMOTION   


Blastbery and Neslin (1990: 97) noted that sales promotion consists of diverse collections of incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by the customers or the trade. It also encourages volume purchase product awareness and trail giving consumers opportunity for testing the product, assessing its effectiveness before eventual phrase. 

2.3
OVERVIEW OF CONSUMER BEHAVIOUR 


According to Imanage lecture notes MBA (2000) cosnuemr are motivated by diverse and dynamic needs and they react in such a way as to satisfy these needs. 


Some of these needs are latent to be aroused to a critical level to trigger off search for solution. Solution that will normalize the consumer’s state of deprivation (needs) organisation/firms offer (product offerings) targeted at soling problems. 


To arrive at an effective solution, a firm need to constantly predict current and future consumer’s needs, taste and preferences. 


It is therefore imperative that all firms must knows who and where their customers are, how they behave how they buy, when, who else they buy from and why, and equally why consumers do prefer a particular brand or store despite being bombarded by barrage of marketing mix. 


What determines motivation and behaviour in the market place? What make the consumer tick and what marketing strategy to adopt at a particular time in order to attract and retain those consumers. 


Kotler (2000:160) a few were selected for the purpose of this study: 

It is the study of how individual, group and organisation select, buy use and dispose of goods and services ideas and experiences to satisfy their need and desired. 

Black well and Kollat (1998: 33) Those acts of individual directly involves in obtaining and using economic good and services including the decision processes that preceded and determined these acts. 

Bush and Houston (1985: 140) It is a set endeavours in which individual engage to further their physical, social and economic status in life in line with their individual value. 

The study of consumer behaviour is the study of how individual make decisions of spend their available resources (times, money, effort) one consumption related items. It includes the study what they buy, how often they use.    

Mc Neal (1980: 210): Consumer behaviour is the process whereby individual decides whether, what, when, where, how and form whom to purchase goods and services. From the above definition, it is obvious that studying (determining and anticipating) consumer behaviour for various reason, which includes: Mc Neal (1980: 218). 

To appreciate the way the consumer behave when coming to a specific purchase decision. 

To understand how this behaviour varies between different groups of consumers in order to as certain the ways in which market can be segmented and exploited profitably.       

To determine competitive advantages 

To predict how consumers are likely to react to various informational and environmental cues and are to shape their marketing strategies accordingly.  

To develop more efficient use of marketing resources in order to produce acceptable consumer solutions.  

To understood the internal and external factors that influence consumer’s buying and consumption behaviour for effective application of marketing strategies. 

To stimulate development of innovate product tailored to identified/discovered/uncovered customer needs. 

2.4
OVERVIEW OF CONSUMER PATRONAGE 


According to Ozor (2002: 314) patronage is defined as the impulses, desires and constitution within the consumer which the purchase of goods from certain outlet or company.  


Sometimes, a customer can be more influenced by the company selling a product than by the product itself. In that case, the customer is motivated by patronage motives, which cause a customer’s to prefer one company to other. The reason for the customer’s patronage preference may be that the sales organisation has built an image of dependability and helpfulness, created in part by its friendly and capable in sales people. 


It may be that a company has a large assortment of merchandize to choose from, an attractive layout. 


In any case, the salesperson dealing with a patronage motivated customer will be able to suggest a wider variety of product than the sales person dealing with a product oriented customer.          


Once the customer is patronized by the company and has become familiar with its merchandize and services, habit may keep him coming back or one of his friend may tell him that a certain company is a good place to buy. This statement may lead to the customer to visit that company without much thought as to the ground for his friend’s opinion. 


It is probably true that most people buy from a company only after some conscious reasoning as to which one they should patronize. They discover that some company offer wider selection or have a better mix of merchandize than other company or value in relation to quality, the best fashioned goods, the most satisfactory services, or the most convenient locations. 


Again cretin companies are selected because their over all convenience and cost to the consumer is low.        

FACTOR INFLUENCING CONSUMER PATRONAGE 

According to Ozor (2002: 314) stated that the company should do the following to win customer’s patronage and ensure their satisfaction.   

Giving quick service 

Rendering apologies 

Making amends or compensating them. 

i)
Giving quick service: Quick service always be given to customers. This is because time is very important to the consumers. 

The consumers want to be attended to rather quickly and satisfactorily. The company must ensure that the customer does not spend a long time or whole day wanting to be served.    

ii)
Rendering apologies: Anytime something is badly or poorly served, the company should apologies; or anything something that should be done is not done, apologies should also be rendered or anytime sometime unethical is committed, the customer should be given apology. This will help to reduce the customer’s hurt feeling, annoyance and dissatisfaction and thus ensure that he returns to patronize the firm.   

iii)
Making amends or compensating the customers: The company must make quick amends or compensate the customer for any shoddy or unsatisfactory product. Whenever the customer suffers or as a result of the company’s behaviour or actions, he should be compensated. 


The company must be ready to take back a damaged or faulty product even if he has to lose some money, since it is not good for him to lose even a single customer.     


The company must not say that he does not care about losing customer. Every customer is important, and the company must do everything possible to retain the customer’s patronage. 


Ozor lecture note (2003) in his lecture noted that since customers do not continue to patronize a specific company for a single motive; it is important for the company to understand the various influences which induce customers to purchase from a particular company.  


To illustrate; some customers do so because they get high quality merchandise and adequate services in a conveniently located stores; for their store image center on these elements. Other like the wide selection of products that a retailer offers. 


In attracting patronage, however, the company should be sure that he is not appealing to motive which seriously conflict. For instance an attempt to attract purchase by low prices and at the same time, by the appeal that ‘best people’ buy, will cause great difficulties. 


Since the ‘best people’ often demand expensive service in compatible with low price.    


The company should also realize that the customer’s decision to patronize a particular company among conflicting of a compromise among confucting patronage motives.  


An attractive window display may create a strong desire on the part of customer to make a purchase in a particular company. 

2.6
IMPACT OF PROMOTION ON CONSUMER PATRONAGE 


Organisation or companies engages in promotions in order to create attention, interest, desire and action. 


The promotional strategies involved is blending of promotional components like: 

Apart from mounting of sign boards service companies uses different media to advertise their product. The media use are radio, television, newspaper etc Each of these media has its own peculiar characteristic advantages and disadvantages. 

The copy layout and the language will designed so as to achieve the company’s promotional objectives 

The sales persons (workers) should be continues or polite enough to the customers, this will build goodwill to the service companies. Sales promotion consists of short term incentives designed to stimulate buyer action. The economics situation in Nigeria today calls for the use of sales promotion Nigerians like free things and they get easily attracted to a product where there is promise of such service industries should use sales promotion to attract new customers introduce new services (product) and stimulate sales. 

Service companies should take a cue from product companies y seeing the need for the use of sales promotion to better their product. it is imperative that service companies should have a good report with its public. This will entrance the attitude and behaviour of the public towards their companies and their services. Companies including service companies should talk about their good deeds. If you don’t say I am nobody say you are. Edeogah (2003: 20). 

Adirika, (2003) in his lecture noted that companies including service companies should blow their trumpet –talk about their good deeds. Most often service companies should blend these promotional mix in order to achieve its promotional objectives. These mix should be integrated well with other marketing mix to achieve a synergiste result. 

All in all there is the need for pharmaceutical companies to set up their promotional activities in order to increase the customers patronage.

2.7
THE IMPACT OF PROMOTION ON CONSUMER PATRONAGE OF PHARMACEUTICAL COMPANIES 
             

A. 
ADVERTISING

Advertising is defined as “any paid form of non-personal presentation and promotion of idea, goods and services by an identified sponsor.  

Adirika et al 91996: 106) pointed out that it is important to note this definition which is certainly a very sufficient statement and merit some elaborations and it is this which distinguish it from publicity. It is non-personal in the sense that advertising messages, usual spoken or written are directed at a mass audience, and not directly at the individual as the case of personal selling. 

OBJECTIVES OF ADVERTISING 


Baker (1996: 67) noted that the ultimate purpose underlying all advertising is increased awareness. However, examination of the specific objectives as listed by Mattew Buzzell Levith and Frank (1994: 90) in market. 


An introductory analysis include 

i)
To build primary demand 

ii)
To introduce a price deal   

iii)
To inform about product availability 

iv)
To build brand recognition or brand preference or brand existence. 

v)
To inform about a new product availability or features or price. 

TYPES OF ADVERTISING 


Ebue (1995: 89), identified eleven forms of advertising which include: 

Product advertising 

Material advertising

Local advertising 

Co-operative advertising 

Business advertising 

Institutional advertising 

Trade advertising 

Industrial advertising 

Farm advertising 

Professional advertising   

B) PUBLIC RELATION AND PUBLICITY 


Publicity is a newsworthy item or event about a company and its products. Houston (1995: 628) saw publicity as the management function of an organisation designed to elicit from one or more publics in general positive feeling towards the organisation and its products. In the view of stone (1999: 9) public relations is about managing the strategy and tactics of communication as integral part of a business policy making, and is also about managing the reputation of a business. 


Onah (1979: 120) maintained that public relations concerned with people at every level and at every place where engage upon the total commercial undertaking. 


He pointed out that the much of it deals with giving credit for achievement breaking down barriers of prejudice and establishing an image which, is a clear and correct impression of an organisation, its policy and product. 


Nwokoye (1984: 212) defined public relations as the activities of a cooperation union, government or other organisation in building and marketing sound and productive relations with special public such as customers, employers or stock holders and with the public t large so as to adopt itself to its environments and interpret itself to society from above definitions, one can understand that public relations is concerned with the welfare of the organisation as well as that of its publics.

C)
DIRECT MARKETING  


Kotler (1997: 234) it is important to note at this part that most of the promotional tools examined above were developed in the context of men’s marketing. Kotler explained that these promotools consisted of monologue directed at not dialogue with customers. 


Grammene (1997: 105) noted that more and more brand manufactured are placing great emphasis on the life of direct marketing and Armstrong (1993: 202) describe such technique as marketing through various advertising media, that interact directly with customers, generally call for the customer to make a direct response.     

D) 
SALES PROMOTION 


Udeagha (1999: 226) sales promotion is a very important element of marketing promotion. It comprises a variety of activities, material or incentive intended to generate immediate purchase action the buyer or consumer. According to American, marketing association sales promotion involves, those marketing activities other than personal selling, advertising and publicity that stimulates convenience. 


It is a promotional tool that is intended to have a temporary effect on the buyer. It channel, include coupon trade stamp, premium, trad fair and exhibition. 


Ebue (1995) and Udeagha (1999) sales promotion of goods and services, are applied at ever level in the distribution chain that transfer products from their producer to the buyer. 

E) 
PERSONAL SELLING


Udeagha (1999: 227) personal selling is a process of canvassing for the sale of a company’s product or service by salesman or woman, it is a dynamic process involving direct contract between the seller of a product or service and the prospective buyers through oral or face to face or telephone discussion or written mail exchange of idea, through opinion. 


Discussing the importance of selling in his book Adirika (1999:3) define selling as the process of including and assisting a prospective buyer to buy or act favourably on an offering which, has problem solving advantages to the buyer and commercial significance to the seller. Udeagha (1999: 228) noted that an issue that often confuses marketing students and even practioner is the question as to when selling actually takes place? He believed that thus question rare, it’s had when selling is viewed as an exchange process and is interpreted to man that no selling takes place unless there is an exchange of something for something. 


Adirika (1990: 6) identified six (6) selling positions which includes: 

Delivering salesperson 

Inside order taker 
Missionary sales persons 
Outside order taker 
Sales engineer 
Order getting goods salesman            

2.8
THE IMPACT OF PROMOTION ON CONSUMER  PATRONAGE OF GABBEY PHARMACY


Gabbey pharmacy Enugu, engaged in promotions in order to create attention, interest, desire and action. 


The promotional strategies involves is blending of promotional components like:      

Mounting of sign bound: The layout and the language will designed so as to achieve the company’s promotional objectives. 

The sales persons (workers) of Gabbey pharmacy are polite enough to their customer because it will build good will to the service company. Gabbey pharmacy workers or salesmen do this to create a reputation for service, reliability or research strength.     

Gabbey pharmacy, Enugu take a cue from product, by seeing the need for the use of sales promotion to better their product, they also have a good rapport with its public. 

Because of the attitude of their salesperson, public take about their good deeds. And it build the overall company imagine.    

Finally, there is the need for every pharmaceutical companies to set up their promotional activities in order top increase the customers patronage.  

The impact of promotion on customer patronage of Gabbey pharmacy, Enugu are: 

It increase frequency use of their product 

To reach new areas or new segments of populations with existing areas. 

To increase market share. 

To crate a reputation for service, reliability or research strength.

To build the overall company imagine 

To help sales men by building an awareness of their product.     

CHAPTER THREE 

RESEARCH METHODOLOGY 


Promotion of pharmaceuticals requires a specialized approach as this is influenced by nature of the product being promoted. Prescribes (doctors) pharmaceutics, Nurses etc pharmacies, patient, medicine store media and they play active role in successful implementation of promotional programme. 


These elements were targeted as contact points for administration of questionnaires. 


Pharmacies and some patient medicine store in Enugu metropolis were selected for the study because of high member of presumption center in these town. 


Also, some of the consumers (patient) who patronize these shops were either interviewed a orally or given questionnaires to fill. 

SOURCES OF DATA COLLECTION 

Two sources of data were employed for the research. These are secondary sources (journals, newspaper, and unpublished lecturers notes) and primary sources are consumers, pharmacy and patients, medicine stops owners, sales attendants. 

POPULATION OF THE STUDY 

The population of the study was made up of the resident of Enugu metropolis. For the study, Gabbey pharmacies staff and patient dealers made up of the population from the companies aspect. While people living within  Enugu constituted the consumers that were surveyed. 

The researcher used a censes survey for the staff of the company, that is all those working in the pharmaceutical company which have a staff strength of 10 persons. But a sample was used to survey the customer. A sample of five (5) patient dug dealers situated in the most busied part of Enugu were also surveyed.             

3.3
SAMPLE SIZE FOR CONSUMERS 


For consumer sample, it is estimated that 80% of these living around do patronize the store while 20% bought else where. 


This is so because 8 out of every 10 persons interviewed agree that they do their shopping from these stores. 

n
=
Z2 pq


   e2

where 

Z
=
1.96 

P
=
0.8 

q
=
0.2 

e
=
0.05 

n
=
(1.96)2 x 0.8 x 0.2





    0.05

n
=
0.614 



0.0025


=
245.88 

n
=
246

SAMPLE SIZE FOR DEALERS 


A census survey was taken on the part of the dealer who were ten (10) in number. 

3.4
SAMPLING TECHNIQUE 



Non probability (judgmental sampling) method was adopted. The element (pharmacist) patent medicine dealers) of the population were selected base on the researcher presumption to their suitability for the study. Closers to hospital and prescription centers was also considered in selecting pharmacies for the study. 


Patients that goes to some of these stores were interviewed orally or administered questionnaires. Also the prescriber were interviewed on the influence of promotion on their prescription habit.       

RESEARCH INSTRUMENT 

In carrying out a research this research, the researcher made use of questionnaire, interview and field survey and well typed out questionnaire and were also pre-tested before they are administered. 

3.6
DATA TREATMENT AND ANALYSIS 


Both descriptive and inferential statistics tools were used in analyzing the data obtained from the study. For the presentation and analysis of data, tables, percentages will be used to summarize the response of the respondent on question asked in the questionnaire. 


Chi- square (X2)  was used for the analysis of data 

X2 
=
((fo – fe)2
   

        Fe     

Where 


X2 
=
calculated chi- square (X2)  


Fo
=
observed frequency 


Fe 
=
expected frequency 

3.7
QUESTIONNAIRE ALLOCATION 


Questionnaire are prepared to the customer and dealers. A total of 229 questionnaires were administered to them. 219 were for customers, 10 were for dealers. 

CHAPTER FOUR 

PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA 


This chapter focused o data presentation, analysis and interpretation. The researcher distributed a total of 256 questionnaire to the distribution and consumers. 


However, out of the 256 questionnaires, 229 were completely filled and returned while 20 were not correctly filled and 7 were not returned. The table shows the number distributed and returned. 

Table 4.1

	Questionnaire 

Distribution 
	Number

Distributed 
	Number 

Returned 
	Percentage 

Returned 

	Consumer 
	246
	219
	95.6

	Distributors 
	10
	10
	4.4

	Total 
	256
	229
	100


ANALYSIS OF DATA FROM CUSTOMER 

QUESTION ONE 

Have you ever bought a pharmaceutical product? 

	Alterative response  
	Frequency
	Percentage

	Yes 
	219
	100

	No 
	-
	-

	Total 
	219
	100



From the table shown above, it was recorded that out of 219 respondents all said that they have bought a pharmaceutical product while none was recorded on the other.  

Table two 

If yes, how did you come to know about the product 

	Alterative response  
	Frequency
	Percentage

	Advertising 
	93
	42.5

	Company sales reps. 
	29
	13.2

	Sales promotion 
	10
	4.6

	Friend and relatives 
	47
	21.5

	Prescribers 
	40
	18.2

	Total 
	219
	100


Source of data 2004


The table above shows that out of 219 respondents, 93 or 42.5% of those indicate that they come to know of pharmaceutical brands through advertising, 29 or 13.2% through the company sales reps. 10 or 4.6% respondents said it is through sales promotion, 47 or 21.5% said friends and relatives while 40 or 18.2% of respondents said through proescribes. 

Table 

Did the promotion programme of the company make you to buy the product.

	Alterative response  
	Frequency
	Percentage

	Yes 
	200
	91.3

	No 
	19
	8.7

	Total 
	219
	100



From the above data, 200 or 91.3% of respondents said that the promotion programme of the company make them to buy the product while 19 or 8.7% respondents said it did not make them to buy. 

Table 

Which of these advertising media influence you most into buying a product 

	Alterative response  
	Frequency
	Percentage

	Advertising 
	85
	38.8

	Sales promotion 
	66
	30.1

	Personal selling 
	57
	26.0

	PR/ publicity 
	11
	5.1

	Total 
	219
	100


 Source of data 2004 


The table show above indicates that 85 or 38.8% of advertising media influence consumers most. Followed by sales promotion which is 30.1%, personal selling 26.0% and PR/publicity 5.1%

TABLE FIVE 

Have you ever come in contact with the sales force of the company making the product before. 

	Alterative response  
	Frequency
	Percentage

	Yes 
	219
	100

	No 
	-
	-

	Total 
	219
	100


SOURCES OF DATA 2004 


From the table shown above, it was recorded that 219 representing 100% of respondents have come in contact with the company sales force while none was recorded on the alternative.  

TABLE SIX 

What is the relative influence of advertising mix variable on consumer patronage of Gabbey’s product   

	Alterative response  
	Frequency
	Percentage

	T.V 
	49
	22.3

	Radio 
	60
	27.4

	Magazines 
	8
	3.6

	Newspaper 
	7
	3.4

	Bill boards 
	26
	11.8

	1 and 11 
	69
	31.5

	Total 
	219
	100


Source of data 2004


The above table reveals that 31.5% of the respondents are influence more with the combination of 1 and II, 60 or 27.4% are influenced more with radio advert, followed by T.V adert which is 49 or 2.3%, bill board 26 or 11.8% and magazine and news 3.6% and 3.4% respectively. 

TABLE SEVEN 

What are other factors influencing consumer brad patronage 

	Alterative response  
	Frequency
	Percentage

	Product quality 
	101
	46.1

	Packaging 
	36
	16.4

	Price 
	39
	17.8

	Availability 
	43
	19.7

	Total 
	219
	100


Source of data 2004


The table show that product quality is considered most important in product patronage due to urgent need to solve medical problem. Also 36 or 16.4$ of the respondents said that they are influenced due to the packaging, 32 or 17.8% respondents said price while 43 or 19.7% of the respondents said that they are influenced to brand patronage due to the availability. 

TABLE EIGHT    

How would you rate services produced by Gabbey’s pharmaceutical. As regards to quality.   

	Alterative response  
	Frequency
	Percentage

	Effective 
	200
	91.3

	Not effective 
	19
	8.7

	Total 
	219
	100


Source of data 2004 


From the above data, out of 219 respondents, 200 or 91.3% of respondents said that the services produced by Gabbey’s pharmaceutical is effective, while 19 or 8.7% respondents said that the service is not effective. 

QUESTIONNAIRE ANALYSIS FOR DEALER  

Table one 

Which among these impact could you identify is the result of your promotional activity. 

	Alterative response  
	Frequency
	Percentage

	Decrease profit 
	1
	10

	Decrease sales turnover 
	2
	20

	Increase sales revenue & profit  
	3
	30

	Increase product awareness 
	5
	50

	Total 
	10
	100


Source of data 2004. 



From the above table, out of 10 respondents, 1 or 10% of the respondent said decrease profit 2 or 20% of respondents said decreases in sales turnover, 3 or 30% of respondents said increase sales revenue and profit which 5 or 50% of respondents said increase product awareness.

Table two 

Do you agree that promotional activity of Gabbey pharmacy impact positively on its profit. 

	Alterative response  
	Frequency
	Percentage

	Strongly agree 
	6
	60

	Agree 
	3
	30

	Do not agree 
	1
	10

	Strongly disagree 
	0
	0

	Total 
	10
	100


Source of data 2004 


From the above table, 6 or 60% of respondents said that they strongly agree that promotional activity of Gabbey pharmacy impact positively on its profit, 2 or 20% of the respondents said that they agree, 1 or 10% of respondent to not agree that promotional activity of Gabbey pharmacy impact positively on its profit which 1 or 105 strong disagrees. 

TABLE THREE 

How do you rate the awareness of Gabbey’s product in the market 

	Alterative response  
	Frequency
	Percentage

	Very high 
	4
	40

	High 
	3
	30

	Low 
	2
	20

	Very low 
	1
	10

	Total 
	10
	100


     SOURCES OF DATA 2004 


From the table above, out of 10 respondents, 4 or 40% of respondents said that the awareness of Gabbey’s product in the market is very high, 3 or 30% of respondents said that awareness is high, 2 or 20% of respondents said it is low while 1 or 10% of respondent said that the awareness of Gabbey’s product in the market is very low. 

Table four 


How long do customers spend before they are allow to see the doctor. 

	Alterative response  
	Frequency
	Percentage

	Less than 30 mins 
	3
	30

	30 min – 1 hrs 
	2
	20

	1hr – 1hr. 30min 
	2
	20

	1hr.30min and above 
	3
	30

	Total 
	10
	100


SOURCES OF DATA 2004 


From the above, it was observed that 3 or 30% of respondent said that patient waited less than 30 mins before they could see the doctor 2 or 20% said 30min –1hr while 3 or 30% also said 1hr.30 min and above. 

Table five 

What do you think is the reason for this time wasted. 

	Alterative response  
	Frequency
	Percentage

	Lack of unskilled of staff  
	3
	30

	Two many customer 
	6
	60

	No enough branches 
	1
	10

	Total 
	10
	100


SOURCES OF DATA 2004 


Form the above data out of 10 respondents, 3 or 30% of respondents said that the delay is as a result of lack of unskilled staff, 6 or 60% of the respondents said that the reason for this time wastage while 1 or 105 of respondent said there were not enough branches.

Table six 

What are you doing to solve this problem 

	Alterative response  
	Frequency
	Percentage

	Employing efficient staff  
	1
	10

	Employing customer services 
	2
	20

	Opening branches around 
	1
	10

	All of the above 
	6
	60

	Total 
	10
	100


   SOURCES OF DATA 2004 


From the above data 1 or 10% of the respondent said that employing efficient staff will help solve the situation, 2 or 20% of the respondent said that to solve this problem that the organisation should employ customers services, 1 or 10% of the respondents also said branches should be opened all over the place while 6 or 60% respondents said all of the above. 

Table seven. 

Does your pharmacy advertise 

	Alterative response  
	Frequency
	Percentage

	Yes 
	8
	80

	No 
	2
	20

	Total 
	10
	100


SOURCES OF DATA 200 


From the table above out of 10 respondents, 8 or 80% of the respondents said that they advertise while 2 or 20% of the respondents said they did not. 

Table eight 

If yes which media do you use. 

	Alterative response  
	Frequency
	Percentage

	Magazines 
	-
	-

	Newspaper 
	-
	-

	Bill boards 
	-
	-

	Radio 
	2
	20

	Television 
	3
	30

	All of the above 
	5
	50

	Total 
	10
	100


   SOURCES OF DATA 2004 


From the above data 2 or 20% of the respondents said they adviser though radio, 3 or 30% of the respondents said through television while 5 or 50% of the respondents said all of the above. 

Table nine 

How often do customers come for advisory services 

	Alterative response  
	Frequency
	Percentage

	Frequently 
	3
	30

	Seldomly 
	7
	70

	Never 
	-
	-

	Total 
	10
	100


 SOURCES OF DATA 2004 


From the above data, 3 or 30% of respondents frequently come from advisory services while 7 or 70% of the respondents soldomly come. 

TABLE TEN 

How would you summarize customers/staff relationship in your company. 

	Alterative response  
	Frequency
	Percentage

	Excellent 
	5
	50

	Very good 
	2
	20

	Good 
	2
	20

	Fair 
	1
	10

	Poor 
	-
	-

	Total 
	10
	100


   SOURCES OF DATA 2004 


From the table above, out of 10 respondents, 5 or 50% of the respondents said that the relationship between staff/customers is excellent 2 or 20% of the respondents said the relationship was very good also 2 or 20% of respondents said it was good while 1 or 10% of the respondent said fair. 

RESEARCH HYPOTHESIS 


The following hypothesis were postulated to guide the researcher. 

Ho1: 
Promotional activities of Gabbey pharmacy do not lead to consumer patronage of their product. 

Hi: 
Promotional activities of Gabbey pharmacy lead to consumer patronage of their product. 

Ho2:
Promotional activities of Gabbey pharmacy do not lead to consumer patronage of their goods.   


Hi2:
Promotional activities of Gabbey pharmacy many lead to consumer patronage of their goods.   


Ho3: 
Promotional activities of Gabbey pharmacy impact negatively on the profitability of the company.

Hi3: 
Promotional activities of Gabbey pharmacy impact positive on the profitability of the company.

TESTING OF HYPOTHESIS 

Step I

Ho1: 
Promotional activities of Gabbey pharmacy do not lead to consumer patronage of their product. 

Hi1: 
Promotional activities of Gabbey pharmacy lead to consumer patronage of their product. 

Step II:


The statistical test is X2 = ((oi – ei)2



  

       ei

where 


oi
=
observed frequency 


ei
=
expected frequency 

Step III: 


The level of significance used is 5% ie = 0.05

Step IV: 


The degree of freedom is given by 


d.f 
= 
(K – 1) 



=
4 – 1 = 3 

Step V: 


The critical value is given as 


X2 
=
7.3775 

Step VI: 


Computation of the test statistics using the table. 

WHICH OF THESE ADVERTISING MEDIA INFLUENCE YOU MOST INTO BUYING A PRODUCT 

	Alternative Response 
	Observed 
	Expected 

	Advertising 
	85
	54.75

	Sales promotion 
	66
	54.75

	Personal selling 
	57
	54.75

	PR/ publicity 
	11
	54.75

	Total 
	219
	219



To determine the expected frequency 

219

 4
=
54.75 

X2 = ((oi – ei)2
               ei

(85 – 54.75)2 + (66- 54.75)2 + (57 - 54.75)2 + (11 - 54.75)2  

     54.75 

54.75
  
  54.75 
     54.75

(30.25)2 + (11.25)2 + (3.75)2 + (43.75)2  

 54.75        54.75
    54.75 
54.75

16.71 + 2.31 + 14.06 + 3.80 
=
36.88 

Step VII 


Comparing the test statistics with the critical value 


36.88 > 7.3778 

Step VIII 


Decision: Since the calculated value of X2 is greater than the critical value we reject the null hypothesis and accept the alternative hypothesis, we therefore, conclude that promotional activities of Gabbey pharmacy create awareness of their product. 

Hypothesis II 

Step I:

Ho2:
Promotional activities of Gabbey pharmacy do not lead to consumer patronage of their goods.   


Hi2:
Promotional activities of Gabbey pharmacy many lead to consumer patronage of their goods.   


Step II:


The statistical test is X2 = ((oi – ei)2



  

       ei

where 


oi
=
observed frequency 


ei
=
expected frequency 

Step III: 


The level of significance used is 5% ie = 0.05

Step IV: 


The degree of freedom is given by 


d.f 
= 
(K – 1) 



=
5 – 1 = 4 

Step V: 


The critical value is given as 


X2 
=
9.4877

Step VI: 


Computation of the test statistics using the table. 

How did you come to know about the product  

	Alternative Response 
	Observed 
	Expected 

	Advertising 
	93
	43.8

	Company sales Rep.
	29
	43.8

	Sales promotion 
	10
	43.8

	Friends & relatives 
	47
	43.8

	Prescribers 
	40
	43.8

	Total 
	219
	219



To determine the expected frequency 

219

 5
=
43.8 

X2 = ((oi – ei)2
               ei

(93. - 43.8)2 + (29 - 43.8)2 + (10 – 43.8)2 + (47 - 43.8)2 + (40 - 43.8)2
     43.8
        43.8

43.8

    43.8
    43.8

(49.2)2 + (14.8)2 + (33.8)2 + (4.8)2 + (3.8)2

  43.8
     43.8          43.8      43.8        43.8


=
55.26 + 5.00 + 26.08 + 0.53 + 0.33 


=
87.2 

Step VII 


Comparing the test statistics with the critical value 


87.2 > 9.4877


Step VIII 


Decision: Since the calculated value of X2 is greater than the critical value we reject the null hypothesis and accept the alternative hypothesis, we therefore, conclude that promotional activities of Gabbey pharmacy lead to consumer patronage of their goods. 

Hypothesis III 

Step I 

Ho3: 
Promotional activities of Gabbey pharmacy impact negatively on the profitability of the company.

Hi3: 
Promotional activities of Gabbey pharmacy impact positive on the profitability of the company.

Step II:


The statistical test is X2 = ((oi – ei)2



  

       ei

where 


oi
=
observed frequency 


ei
=
expected frequency 

Step III: 


The level of significance used is 5% ie = 0.05

Step IV: 


The degree of freedom is given by 


d.f 
= 
(K – 1) 



=
4 – 1 = 3 

Step V: 


The critical value is given as 


X2 
=
7.3775 

Step VI: 


Computation of the test statistics using the table. 

Do you agree that promotional activities of Gabbey pharmacy impact positively on its profit.  

	Alternative Response 
	Observed 
	Expected 

	Strongly agree 
	6
	2.5

	Agree 
	3
	2.5

	Do not agree 
	1
	2.5

	Strongly disagree 
	0
	2.5

	Total 
	10
	10



To determine the expected frequency 

10

 4
=
2.4

X2 = ((oi – ei)2
               ei

(6 – 2.5)2 + (3- 2.5)2 + (1 - 2.5)2 + (0 - 2.5)2  

   2.5               2.5             2.5
       2.5 

(3.5)2 + (0.5)2 + (1.5)2 + (1.5)2  

2.5         2.5        2.5
2.5

12.25 +  0.25 + 2.24 +  0.25 

2.5         2.5       2.5       2.5

=
4.9 + 0.1 + 0.9 + 2.5

=
8.4

Step VII 


Comparing the test statistics with the critical value 


8.4 > 7.3778 

Step VIII 


Decision: Since the calculated value of X2 is greater than the critical value we reject the null hypothesis and accept the alternative hypothesis, we therefore, conclude that promotional activates of Gabbey pharmacy impact positively on the profitability of the company. 

CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATION  

SUMMARY OF FINDINGS 

Some of the consumer respondent have at one time or the other bought a brand of a Gabbey’s products. 

This ranged from simple brands viz panadol, Enzor, paracetaonol, king tonic, Novadet etc. 

The consumer respondent therefore may have been exposed to one or various promotional activities of Gabbey’s pharmacy. This firm promotional programme aimed at increasing awareness, sales turnover and realizing other promotional objectives. 


Substantial number of the consumer respondents got to know of Gabbey’s product through the company representation, adverts, publicity and others through friend and relatives. 


This indicates that Gabbey pharmacy relies substantially on personal selling to a lesser extent advertisement to promote their products. 


Advertising content from and media influence retention/remembrance of advertising message and choice of media depends a lot on the states of product. 


Radio was the preferred medium, followed by TV and bill board, choice of Radio might be due to affordable and variability of radio sets, especially their usage in area where there is no electricity, it is therefore nor popular with the low class. 


An amazing of the consumer respond opted for a combination of two or more media for an effective result. So Gabbey promotion should therefore consider optimal use of the various advertising mix in his disposal to achieve his advertising goals objectives. 


70% of the consumer respondents said that they react positively and favourably to the company’s Reps because they are polite and courteous. 


The Reps were able to influence the respondent into buying the company’s product. 


While other respondent could not say anything about the company’s reps because there are nosiy and disturbing, and of course not be influenced by them. 


About 54% of the consumer respondent could not recal any of the company’s publicity programme. While some remembered that the company embarked on sales promotion of its products last year. 


The company uses sales promotion mainly to sell off expiring product that are difficult to sell. 


It was found out that most firms (Gabbey pharmacy inclusive) sees promotion as an expense rather than an investment provision made  for the promotools and this usually short termed based on percentage of sales. 


Low promotional budget has therefore forced many firm to stay away from broadcast media, and below the time advert have become the norm of the day, branded T-shirts, exercise, books, ruler other, biro are common features of most respondents promotional plans. 

CONCLUSION 


Based on the findings of the study the following conclusion could be made or drawn. 

Consumers constantly seek pharmaceutical products with desired attributed to solve their health problem.            

Consumer need information in product attributes in order to make an information choice. Information of quality, price availability and incentive is needed to help him reach a purchase decision. 

Consumers are filled with information on different product offerings can a clutter. Most of the information is more on what the companies want the consumer to buy and not what the consumer actually what to buy. 

So firms that research into consumer needs and wants effectively meet these needs, stand to gain from high consumer patronage.    

Pharmaceutical firms uses ales promotion to improve their sales over a given period, it can be used to reduce product stockpile or sell of near expiry – products. 

Trade promotion, consumer promotion and field force promotion can be employed to complement other promo mix to achieve promotional objectives. 

The biggest marketing asset of a firm is its sales forces, they should be managed, motivated to enable them achieve the firm’s desired goal. John Frazer- Robinson (1999: 38) noted that the delivery of quality to customer starts with quality people achieve by good recruitment scheme and proper training. 

A combination of a optimal proportions of advertising mix variable, produces, enhanced effect especially when a wide audience is targeted.    

Most pharmaceutical firms are shy of broadcast media because of capital outlay involved, beside management sees the programmes as waste of time and money. 

PR/publicity programmes rarely attract management attention, things are changing gradually, and firm now associated with health awareness programmes to improve consumer perception of the company and its products.      

RECOMMENDATIONS 


There is need for NAFDAC and other regulatory bodies to shed – off their current conservative and restrictive approach to promotion of pharmaceutical. 


Manufactures should be encouraged to interact (to exchange information) directly with their customers using interactive media like interact, e-mail etc. 


Firms should liase with regulatory bodies, health providers to create health awareness programmes that will provide information to the current solutions. 


An informed consumers self medicate safety. A patient that knows that cholognqine can treat malaria does not see a doctor before making decision to buy a brand of chlorogquine and taking the does as stated on the leaflet. Even the diagnosis for malaria could be possible with do – it yourself  test kits being introduced into the market. 


Current Global trends where drugs are promoted as fast moving consumer goods will put a lot of pressure on marketing/promotion approaches of pharmaceutical firms.            


These firms should therefore invest more regularly on researches that track the dynamic consumer behaviour in order to articulate promotional programme based on current anticipated needs of the consumer. 


As results of research on consumer patronage unfold, development of new product offering (solution) become imperative. Speed of innovation and rate of diffusion to target market will them become critical in achieving strategies edge. It is then recommended that the firm sales and marketing department should be learn, swift and should constantly liase with research and development unit to develop new customer oriented solutions.      


Low capitalization has forced most firms to see promotion as an expense and not as an investment. Thus low promotional budget has forced pharmaceutical firm to shy away from broadcast media is currently the most effective media when large population is targeted. Even when an interesting innovation was made. 


It is therefore recommended that firm’s management should see promotion as a long term investment a firm reaps for life and proceeds from a well promoted brand. 


Whatever promotional approach a firm adopts, it should be in context of who where the target customers are: desired rate of diffusion of innovation or product information, desired quality and rate of feedback etc. Also, since field force is very crucial in promotional/marketing of products, firms should be very professional in recruitment of field staff, training and re-training them as situation demand.  


Motivation of field force and provision of functional working material remain theory issue but it is very crucial for good  sales management. Firms should show more interest on the design and outlay of their distributors shops. Big time firms (FMCG) for example cocaolcol, Nigeria breweries are fast becoming involved (at some cost to the firm) in how their channel members market/promote their brands. 


Storage image attracts different class of customers and such stores could be contact point to reach out to desired customer segments. 


In addition to having an active customer care unit, pharmaceutical firms should have their full address on point of sales materials and other below the line advert materials, product pack etc. to enable their consumer reach across to them for comments, suggestion or complaints on the products, employed promotional/marketing strategies. It is important to note that staff working in customer care, unit should be appropriately trained to know how to handles; customers, their comments or complaints.      


Sales promotion programme should be backed with advert, personal selling and some elements of PR/ publicity (to impress on the consumers on what to gain from participating in such programme). Pharmaceutical firms should conduct more of consumer promotion as it will give them opportunity to interact directly with the current and potential customers.


Lastly, it is recommended that a more detailed research on the impact of individual promotional element on consumer patronage of pharmaceuticals be carried out. 


Finally Gabbey pharmacy should also ensure that all their products are registered with drug regulatory agene ices like NAFDAC.     

Department of Marketing 

Institute of Management 

and Technology (IMT), 

Enugu 

June 25, 2004.

Dear Respondent, 


I am a final year student  year Higher National Diploma (HND) student of the above institution. I am conducting raw material research as part of requirement for the award for Higher National Diploma (HND) on the impact of promotion on consumer patronage. 


Based on this, questionnaires is designed to enable me to collect necessary information that will help me to arrive at the sound conclusion. 


I wish to appeal for your assistance in completing this questionnaire. 


I undertake that this research is purely an academic exercise and any information given will be treated confidentially. 


Thanks for your co-operation. 

Your sincerely 

Amlo Martha O. 

QUESTIONNAIRE FOR DEALERS 

Which among these impact could you identify is the result of your promotional activity. 

Decrease profit 

Decrease sales turnover 

Increase sales revenue & profit 

Increase product awareness 

Do you agree that promotion activity of Gabbey pharmacy impact positively on its profit 

Strongly agree 

Agree 

Do not agree 

Strongly disagree 


How do you rate the awareness of Gabbey product in the market? 

Very high 

High 

Low 

Very low 

How long do customers spend before they are allow to see the doctor? 

Less than 30 min  

30min – 1hr. 

1hr.30min and above 

What do you think is the reasons for this time wasted. 

Lack of unskilled and staff 

 Two many customer 

No enough branches 

What are you doing to solve this problem. 

Employing efficient staff 

Employing customer services 

Opening branches around 

All of the above. 

Does your pharmacy advertise? 

Yes 
[
]


No 
[
] 

If yes which media do you use. 

Magazines 

Newspaper 

Bill board 

Radio 

Television 

How often do customers come for advisory services.   

Frequently 

Seldomly 

Never 

How would you summarize customer/staff relationship in your company 

Excellent 

Very good 

Good 

Fair 

Poor 

 Department of Marketing 

Institute of Management 

and Technology (IMT), 

Enugu 

June 25, 2004.

Dear Respondent, 


I am a final year student  year Higher National Diploma (HND) student of the above institution. I am conducting raw material research as part of requirement for the award for Higher National Diploma (HND) on the impact of promotion on consumer patronage. 


Based on this, questionnaires is designed to enable me to collect necessary information that will help me to arrive at the sound conclusion. 


I wish to appeal for your assistance in completing this questionnaire. 


I undertake that this research is purely an academic exercise and any information given will be treated confidentially. 


Thanks for your co-operation. 

Your sincerely 

Amlo Martha O. 

QUESTIONNAIRES (CONSUMER) 

Section A 

Name 

Sex: 


Age 

Educational status 

Section B 

1) 
Have you ever bought a pharmaceutical product? 


a. 
Yes 
[
]
b. 
No 
[
]  

2)
If Yes, how did you come to know about the product? 

Narough advertising

Through company sales Reps 

Through sales promotion 

Through friends & Relative 

Through prescribers 

3)
Did the promotion programmes of the company make you to buy the product. 


a. 
Yes 
[
]
b. 
No 
[
]  

4)
Which of these advertising media influence you most into buying a product. 


Advertising 

Sales promotion 

Personal selling 

PR/ publicity 

5)
Have you ever come in contact with the sales force of the company. 


a. 
Yes 
[
]
b. 
No 
[
]  

6)
What is the relative influence of advertising mix variable on consumer patronage of Gabbey’s product. 

Tv 

Radio 

Magazine 

Newspaper 

Bill boards 

A and B 

7)
What are other factors influencing a consumer brand patronage 

Product quality 

Packaging

Price 

Availability 

8)
How would you rate services provided by Gabbey’s pharmaceutical as regards to Quality.   

Effective 

Not effective 
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