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ABSTRACT

Previous studies have paid much attention on marketing mix strategy and
customer satisfaction, but none has explored in pharmaceutical industry. This
study fills this research gap. The main purpose of this study is to investigate the
impact of marketing mix strategies employed by local pharmaceutical
companies on physicians’ satisfaction with locally manufactured drugs in
Yemen. Therefore, this study proposes the rare and novel constructs respectively
marketing mix and physician satisfaction and provides a research framework to
explore the relationships among product, price, promotion and place of local
drug and physician satisfaction. The data for this study was collected by of self-
administrated questionnaire from sample of 300 specialist physicians in Sana’a
city. Out of 300 questionnaires, 192 were returned by the end of September,
2013. Data were analyzed by using software SPSS-19 version by adopting the
statistical techniques regression. The results of the study showed that four
marketing mix strategies were significant and have positive impact on
physicians’ satisfaction. The results of this study can be used as guideline for
marketing management in Yemeni pharmaceutical industry to be more
successful in planning their marketing strategies and programs.

Keywords: pharmaceutical industry, marketing mix strategy, physicians’
satisfaction.

1. INTRODUCTION

In the last few years, marketing has become the backbone of all industries even
in the medicinal and pharmaceutical industries. Although the pharmaceutical
industry produces life-saving drugs, marketing is also a crucial aspect to look
into (Anamul, 2011). In addition, the pharmaceutical industry has become an
example of business to consumer marketing and has attracted the attention of
marketing academics (Joseph et al., 2004). In the practical side, the basic R&D
together with the sales and marketing activities are two of the most important
operative and even more strategic priorities of the world pharmaceutical industry
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(Kesic, 2009). The practice also shows that the main goal for pharmaceutical
firms is to achieve customer satisfaction (Anita, 2009; Charles et al., 2012;
Prashant et al., 2012). Furthermore, every matured and highly competitive
“pharmaceutical industry” requires the satisfaction of customers as a sign of
customers’ retention (Oliver, 1999; Pizam & Ellis, 1999; Cronin & Taylor 1992).
Physicians' satisfaction is one of the most important factor that effect on their
loyalty towards the firm (Hani et al., 2012) that leads towards the an increase in
market share (Morgan et al. 2005) also leads to increase in word of mouth (Guo
et al. 2009). Therefore, satisfaction is an issue that cannot be overlooked in
marketing strategy, since it provides foundation for a pharmaceutical firm to
build their marketing strategy and value creation program (Yang and Peterson,
2004).

Nowadays, physicians are the imdividual that make a decision of the drug to be
prescribed to their consumers and recommend the drug to be chosen for their
consumers (Hani et al., 2012; Prashant et al., 2012). Thus, physicians are seen as
powerful controlling the access to the final consumers. In a competitive situation,
pharmaceutical manufacturers should focus all marketing strategy to meet the
needs of their customers and to achieve maximum satisfaction (Anita Mishra,
2009; Charles et al., 2012). In addition, empirical studies showed that if the aim
of the marketing mix strategies is to satisfy the physicians, the marketing mix
strategy need to pay more attention to the satisfaction of physicians (Prashant et
al., 2012). Therefore, understanding the relationship between marketing mix and
achieving a high level of physician satisfaction is the most important issues for
many pharmaceutical manufacturers. Addressing these issues represents the
primary focus of this study.

The pharmaceutical industry in Yemen is considered one of the most important
strategic industries in the manufacturing sector and it plays an important role in
economy and labor market. It can be regarded as one of the most important
industries in the manufacturing sector. The number of local pharmaceutical
manufacturers increase from one to nine (increase = 800%). Local
pharmaceutical companies cover a small percentage of the total market need
(6.85% in 2006, 10.8% in 2010), whereas imported medicines via private sector
agents cover most of the needs of the country (around 85%) (Adnan et al., 2012).

Recently, there are many problems faced by the pharmaceutical industry in
Yemen that need to be addressed within local drugs companies to meet
customers’ expectations. The competition is the one major problem faced by the
national pharmaceutical manufacturers (Mahmud et al., 2012). The report of the
Ministry of health (2011) showed that the Yemeni market is become more open
to foreign pharmaceutical companies, where many global pharmaceutical
companies have entered to market with strong brands and focused on building the
relationship with physicians. The customer satisfaction is crucial in such
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business. That is an additional problem to develop a model of satisfaction. Thus,
this is an opportunity to develop a study in a competitive market as the Yemeni
market.

In addition, there are the belief inherited in Yemen on appreciation and
admiration of foreign made products and a negative view toward locally made
products including drugs (Khalid, 2010). These issues may lead to the failure of
local pharmaceutical manufacturers, in playing an important role in economy and
labor market (Hani et al., 2012).

In the pharmaceutical industry, empirical research showed that the aim of
marketing mix strategy related to (4P's) is to satisfy the consumers needs, the
marketing mix strategy need to pay more attention of pharmaceutical companies
to achieve physician’s satisfaction (Prashant et al., 2012). The framework of
marketing mix (4P's) (product, price, promotion and place) has become
acceptable marketing model in the all industries including pharmaceutical
industry, because of the extraordinary effect on marketing practices (Gronroos,
1997: Kotler, 2005). In this research, the strategies of market mix include
product, price, promotion and place. The selection of these strategies was based
on the previous studies. However, to our knowledge; there are no previous
studies on the effect of MM strategies on physician satisfaction in the
pharmaceutical companies.

This study intends to contribute to the development of a conceptual framework
that integrates marketing mix strategies, product, price, promotion and place and
satisfaction in pharmaceutical industry. Specifically, the study investigates the
relation between differences in marketing mix strategy perceptions offered by
pharmaceutical companies and physician satisfaction. It reviews the literature on
these two constructs and outlines the expected relationships. Appropriate
measures are identified and research is carried out among drug consumers.
Implications for theory development and marketing are discussed, limitations of
the research are noted and possible areas for further research are indicated.

2. LITERATURE REVIEW

Marketing exists because of unfulfilled needs and wants of customer (Kotler,
2005). In pharmaceutical industry; marketing is the backbone of pharmaceutical
companies. Although the pharmaceutical industry produces life-saving drugs,
they also need marketing (Anamul, 2011). According to Kotler (2005), marketing
as "the science and art of exploring, creating and delivering value to satisfy the
needs of a target market at a profit”. In competition situation, companies should
forward their activities to meet customer needs and achieve customer satisfaction
(Jain, 2000; Cant et al., 2006; John, Joby, 2003). Therefore, customer satisfaction
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is the focus rather than customer acquisition (Kotler, 2005). Kotler (1994)
importantly stated that “the key to customer retention is customer satisfaction”.

According to (Kotler & Armstrong, 2006) the marketing mix is defined as 4P’s
namely the product, price, place and promotion. They are designed to influence
physician decision-making and lead to profitable exchanges. In the
pharmaceutical industry, empirical research showed that the aim of marketing
mix strategy related to (4P's) product, price, promotion and place are to satisfy
the consumers needs, the marketing mix strategy need to pay more attention to
pharmaceutical companies in achieving physician’s satisfaction (Prashant et al.,
2012). Therefore, given the importance and complexity of the relationship
between customers (physicians) and pharmaceutical manufacturers/suppliers,
marketing mix strategy can be considered powerful tools in this context
especially to develop and improve the physician’s satisfaction. In this paper, the
4P’s considered as pharmaceutical marketing mix strategies which are discussed
below:

2.1 Product Strategy

According to Kotler and Armstrong (2006), a product is "anything that can be
offered to a market for attention, acquisition, use or consumption that might
satisfy a want or need". Drug product is any substance produces a physical or
psychological change in the body’ (Campbell, 2005, p. 18) that can be offered by
pharmaceutical companies for use or consumption that might satisfy needs and
wants of customer.

Many attributes of a company’s drug products, including brand name, quality,
effectiveness and complexity can affect physician behavior. The physical
appearance of the drug product and labelling information and packaging could
influence the consumers to notice a product in- realties stores, examine and
purchase it. One of the key tasks of the drug marketers is to differentiate their
drug products from those of their competitors and create physician perceptions
that the product is worth purchasing (Peter and Donnally, 2007).

According to Kotler (2002), a product manufacturer needs to think about the
product in three levels namely core product, actual and augmented product. Thus,
that drug marketers must first identify the core needs of consumers to be satisfied
by a drug product and second they must design the actual drug product in terms
of the brand names, quality, features and packaging and finally find ways to
increase it as a bundle that best satisfies the customer needs.
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2.2 Price Strategy

Price is one of the 4 P’s elements in the marketing mix strategy of a firm. The
price of drug products often influences consumers. Thus, the customer is ready to
pay a higher price to get a better medicine (Shaker, 2012). David (1981) defined
the price as the amount of money charged for a product or service or the sum of
the values that consumers exchange for the benefits of having or using the
product or service. Thomas et al (1995), stated that marketing mix- strategy is
one of the factors affecting price decisions. The price structure must be in
synergism with the other strategies of the marketing mix, i.e. promotion and
place and people. If a company is to conduct an intensive promotional campaign,
price structure must be structures to achieve a reasonable return on investment.

2.3 Place (Distribution) Strategy

A distribution channel is “sets of independent organizations involved in the
process of making a product or service available for use or consumption”
(Armstrong & Kotler, 2006). The purpose of a distribution channels is to make
the right quantities of the right (drug) product available at the right place, at the
right time. Distribution strategy unique via other marketing mix decisions is that
it depends almost entirely on physical location. In addition, companies can adopt
several channels to get consumers to their products; these channels can be direct
and indirect to customers (Kotler, et al., 2002). Choice of channel distribution has
strong affect on sales and satisfaction of customer (Keller, K.L 1998).

There are a number of aspects of distribution strategy in pharmaceutical industry
which is important apart from competitive products pricing, including the
frequency, reliability of deliveries especially to remote areas, the convenience of
delivery times and stock availability. The relative importance of these
competitive factors is likely to vary between pharmaceutical manufacturers
and/or wholesalers as distributors (Ang Hoo, 2011). Therefore, pharmaceutical
firms should pay more attention to the decisions of the distribution, because of
the importance of the product and consumption occurring at the same time and at
the same place. In addition, it should pay attention to how it can deliver the
product at the right time and at the right place and which channel will be used to
deliver the product to customers (Copley, 2004).

2.4 Promotion Strategy

The modern promotion strategy consists of a mix of promotion tools widely
known as the promotion mix. Promotion mix strategies which are the
advertisement, sales promotion, public relationship development and sales force,
are one of the most important components of the drug product marketing mix
programs. According to Kotler and Keller (2009), pharmaceutical companies
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must allocate the marketing promotion budget over the eight major modes of
communication-advertising, public relations and publicity, sales promotion, sales
force, events and experiences, interactive marketing, direct marketing and word-
of-mouth marketing. These tools the companies use to pursue its promotion and
marketing objectives (Kotler, 2002). Therefore, in the pharmaceutical industry, a
successful promotion mix strategy can make use of all the elements of the
promotion mix.

Personal selling is the promotional tool heavily used by the pharmaceutical
companies; each pharmaceutical company has sales and medical representatives’
teams. Their tasks are to promote the products of the company to physicians and
pharmacists, to make sales and to build customer relations. Sales promotion is
also used by the pharmaceutical companies in terms of structural bonus schemes
on sales or discounts. These incentives are widely used to encourage the
pharmacies and drug stores to purchase their products and give them the priority
in selling to customers. Public relations used by pharmaceutical companies
usually strengthen their relations with their physicians through workshops,
symposiums and table meetings (Massaod, 2007).

2.5 Physician Satisfaction

As concluded by the literature review, customer satisfaction is a summary
emotional or cognitive response of varying intensity (Oliver, 1997; Kotler, 2006)
with a time-specific point of determinate and limited duration, directed (Oliver,
1997; Wilson, et al., 1995; Anderson, 1993) toward focal aspects of product use
and/or consumption.

Empirically, customer satisfaction has been defined in two ways; namely
transaction specific satisfaction and cumulative/overall satisfaction (Boulding,
1993). However, the concept that appears to have achieved the widest acceptance
among researchers especially after 1990’s, is that satisfaction is an overall
evaluative judgment of a product after purchase or consumption. Johnson (2002)
suggested that there a need to adopt the cumulative overall definition of
satisfaction as an important indicator of the markets or firm's past, present and
future performance and motivates firm’s investment in customer satisfaction.

For the antecedents of the customer satisfaction is marketing mix strategies
(Wang et al., 2012; Hani et al., 2012; ALMuala et al., 2012). They had found that
marketing mix (product, price place and promotion) is best specified as a
function of customer satisfaction. More important, Prashant et al. (2012) found
that marketing mix strategy related to (4P's) product, price, promotion and place
provided pharmaceutical companies has a greater impact on satisfaction and
behavior physician towards the drugs. Marketing mix strategy needs to pay more
attention of pharmaceutical companies to achieve physician’s satisfaction.
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Today, pharmaceutical marketers seek to understand the prescribers and
influencers (physicians) of their products through better understanding of their
needs and the factors that influence their satisfaction (Prasanta et al., 2008).
Customer satisfaction with a drug product can create long term benefits for
pharmaceutical companies including positive word-of-mouth, cross-publicity and
customer loyalty (Anderson et al., 1994; Fornell, 1992; Palmatier et al., 2006).
To lower customer defection rates and increase customer loyalty, both
academicians and practitioners have acknowledged that customer satisfaction is a
key element in any customer retention strategy (Kotler, 2000; Cronin et al., 2000;
Cronin & Taylor, 1992; Oliver, 1999). Moreover, increased customer satisfaction
may also reduce the overall costs of a company while increasing the base profit
of the business (Reichheld et al., 1990). According to Clottey et al. (2008), the
benefits of customer satisfaction to a firm include lower acquisition costs of
attracting new customers (Kotler, 2000).

2.6 Relations between the Marketing Mix Strategies and Physician
Satisfaction

The relationship between marketing mix strategy and satisfaction has been
observed in several studies. AlMuala et al. (2012) have found strong correlations
between elements of marketing mix and satisfaction Curative Tourism. The
relationship between marketing mix and satisfaction is expected to be dependent
on the product, price, promotion and place of the local product drug. The
research examining the effects of marketing mix on customer satisfaction
responses has received very limited attention in the marketing industrial (Me —
line et al., 2011). Mohammed et al. (2012) found strong and positive causal paths
between overall marketing mix and satisfaction. A considerable number of
researches have argued that marketing mix strategy is an important determinant
of satisfaction (Cengiz & Yayla, 2007; Hani et al., 2012; Wang et al., 2012 and
Semeer, 2009), but its exact relationship has remained unclear in pharmaceutical
industry. One gap that is not sufficiently explored is the relationship between
strategies of marketing mix and satisfaction of customers’ in particular
pharmaceutical industry (Cengiz et al., 2007). It has remained unclear whether or
not, there is a direct relationship between marketing mix strategy and satisfaction
in pharmaceutical industry. Therefore, this study wanted to fill this research gap.
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3. CONCEPTUAL FRAMEWORK

This study is focusing on how marketing mix strategy offered by the local
pharmaceutical companies can achieve and improve physician satisfaction. This
research also focused on the relationships between marketing mix strategies with
physician satisfaction and how much each strategy affects on the physician. The
independent variables are; product, price, promotion and place, while the
depended variable is physician satisfaction.

Marketing mix strategies

Product

Price é Physician satisfaction

Place

Promotion

Figure 1: Conceptual Model of Research

4. RESEARCH HYPOTHESES

Based on the preceding literature review and previous studies, the conceptual
framework of the present research can be shown in Figure 1. It includes one main
hypothesis, has four sub-main hypotheses which are tested.

H1 : There is a significant relationship between marketing mix and physician
satisfaction

Hla : There is a significant relationship between Product and Physicians’
satisfaction

Hlb : There is a significant relationship between Price and Physician’
satisfaction

Hlc : There is a significant relationship between Place and Physicians’
satisfaction

Hld : There is a significant relationship between Promotion and Physicians’
satisfaction
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5. METHODOLOGY

The interviews were made with two of marketing managers and physicians. They
function as a particular view contributor of the marketing mix strategies provided
by local pharmaceutical companies. Measures of the variables were pretested
with 30 physicians before inclusion in the final data collection forms.

Based on the nature of research objectives and research questions, this study was
of a survey design. A sample of 300 specialists’ physicians was surveyed from
the list of 492 specialists physicians listed by the ministry of health and
population in Yemen. Out of 300 questionnaires, 192 were returned by the end of
September, 2013. The criterion is to choose the physicians as class A and B
physicians in terms of potentiality, experience. They were from different
specialties and genders.

There are many excuses and obstacles faced by the researcher during data
collection. For example, most respondents (physicians) were busy with treatment
or patients in clinics and do not have time to answer the questionnaire and it was
difficult to reach them by clinics. However, only 170 questionnaires were usable
for the final analysis with 56.67% usable response rate. The questionnaire was
developed with eight sections in order to make instructions understandable and
clear. The cover letter begun with the goal of this study, questionnaire sections
and estimated time it would take to answer the questions and the five likert scales
that used in this questionnaire.

The brief demographics of respondents were showed below. In the gender aspect,
82.9 % of the respondents were male. In the age aspect, 41.8% were between 35
and 45 years old. In the majors’ aspect, 47% were surgery. In the qualification
aspect, 47.6% were master level. In the work experience aspect, 35.3% were
between 5 and 10 years.

To test the validity of the instruments, this study used reliability analysis and the
factor analysis (FA). The level significance at 0.05 used in this study used in
order to for deciding the acceptance or rejection of the hypothesis.

6. DATA ANALYSIS AND RESULTS

6.1 Reliability

To ensure the quality of the results and conclusions of this study, both validity

and reliability are assessed. Table 1 showed the values of Cronbach's alpha which
represent the reliability result of this study.
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Table 1: The Reliability Analysis Results for All Variables

Variable Number of Items Cronbach’s

Alpha
Product 6 0.850
Price 3 0.798
Place 5 0.816
Promotion 5 0.809
Overall Marketing Mix Strategy 19 0.867
Physician satisfaction 5 0.935

According to (Nunnally, 1978; Hair et al., 1998), the minimum requirement of
Cronbach’s alpha should be greater than 0.7. In this research, Cronbach’s alpha
coefficient of each constructs was greater than 0.70 (Table I). Therefore, it is
clear that the questionnaire utilized in this study had strong internal reliability
and it could be used for the application of next statistical analysis.

6.2 Normality Test

According to Hair et al. (1998), the assessment normality of the data is checked
as a basic step before analysis of the regression. The researcher has conducted the
assessment normality using the statistic values of kurtosis and skewness

techniques for all variables as shown in table 2.

Table 2: Statistic Values of Skewness and Kurtosis (Descriptive Statistics)

(n=107)
Skewness Kurtosis
Variables Statistic Std. Statistic Std.
Error Error
Product (P) 102 .186 -.283 .370
Price (PRI) -.170 .186 -.113 .370
Place (PL) -.360 .186 -.299 .370
Promotion (PROM) .068 .186 -.189 .370
Physician Satisfaction (PHS) -.108 .186 -.309 .370

As presented in table 2, the values of the kurtosis and skewness statistics for all
the variables’ were between the normal distribution +/- 2 standard deviations
(Hair et al., 1998). In addition, the distributions of all variables were normal
because of the absolute values statistics of the skewness and kurtosis were less
than one (Morgan et al., 2011). Thus, the normality assessment test was met and
the collected data was valid for regression analysis.
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7. REGRESSION ANALYSIS

To test the research hypotheses, the linear regression analysis test were used.
Regression analysis examines the impact of each independent variables on
dependent variable at a significant level P<0.05.

7.1 Hypothesis 1
The hypothesis assumes that there is a significant relationship between marketing
mix strategy offered by the local pharmaceutical companies and physicians’

satisfaction.

H1: There is a significant relationship between all strategies of marketing mix
and physicians’ satisfaction

To test the hypothesis, a regression analysis was conducted. Table 3 shows the
results of multiple regression analysis of marketing mix with physician

satisfaction.

Table 3: Regression Result of Marketing Mix with Physician Satisfaction

R’ = 0.557 Adjusted R? = 0.554 Standard Error =0.5815 F = 208.547
Sig.(p)=.000

Variable B SE B t Sig.(P)
(Constant) -.882 0.275 -3.203 .002
Marketing Mix 1.275 .0888 0.746 14.441 .000

As shown in Table 3, 55.4% variance in physicians’ satisfaction is explained by
marketing mix strategy is a composite of the product, price, promotion and place,
which is evident by the value of R = 0.554, F = 208.547 at P = 0.000 explains the
models goodness of fit. The value of p = 0.746, t = 14.441, at the significance of
p<0.05 is the evident of significant positive relationship between marketing mix
strategy and physicians’ satisfaction. Thus, based on these results, it can be
inferred that hypothesis 1 was accepted.

7.2 Hypothesis 2

Hypothesis postulates that drugs products offered by the local pharmaceutical
companies contribute to physicians’ satisfaction.

Hla: There is a significant relationship between product strategy and physician’
satisfaction
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Table 4 shows the results of regression analysis of product with physician
satisfaction

Table 4: Regression Result of Product Strategy of Marketing Mix with Physician

Satisfaction
R? =0.291 Adjusted RZ =0.287  Standard Error =.7355 F = 68.123
Sig.(p)=.000
Variable B SE B t Sig.(P)
(Constant) 1.037 250 4.154 .000
Product 0.669 .081 0.539 8.254 .000

As presented in Table 4, the product strategy of marketing mix significantly (F =
68.123, p<.005) predicted physician satisfaction and explained 28.7% of the
variance which indicates that 28.7% of physician satisfaction explained by
product variable. Based on the coefficient value, the results shows that the
product strategy with B = 0.539, t = 8.254, p<.005 tested has a strong and unique
significant relationship with physician satisfaction. Thus, the Hla was accepted

7.3 Hypothesis 3

Hypothesis assumes that the price of local drug contribute to physicians’
satisfaction

H1b: There is a significant relationship between price strategy and physician’
satisfaction

Table 5 shows the results of regression analysis for price strategy and physician
satisfaction.

Table 5: Regression Result of Price Strategy of Marketing Mix with Physician
Satisfaction

R? = 0364 Adjusted R? = 0.360 Standard Error =.6964 F = 95.126
Sig.(p)=.000

Variable B SE p t Sig.(P)
(Constant) 0.781 0.238 3.282 .001
Price 0.683 0.070 0.604 9.753 .000
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As represented in Table 5, the results shows that the price strategy of marketing
mix significantly (F = 95.126, p<.005) predicted physician satisfaction with the
locally manufactured drug and explained 36% of the variance. The result also
shown that there was a strong, positive and significant relationship between price
strategy and physician satisfaction with B = 0.604, t = 9.753 at the significance
level of p<.05. Thus, H1b was accepted

7.4 Hypothesis 4

Hypothesis postulates that distribution strategy (place) of the local drug
contributes physicians’ satisfaction

Hlc: There is a significant relationship between distribution strategy and
physician’ satisfaction

Table 6 shows the results of regression analysis of distribution strategy and
physician satisfaction.

Table 6: Regression Result of Distribution Strategy of Marketing Mix with Physician
Satisfaction

R = 0 .324 Adjusted R? = 0.320 Standard Error =.7184 F = 79.428
Sig.(p)=.000

Variable B SE p t Sig.(P)
(Constant) 0.753 0.263 2.863 .005
Place 0.716 0.080 0.569 8.912 .000

Based on the Table 6, the results indicates the place strategy of marketing mix
significantly (F = 79.428, p<.005) predicted physician satisfaction and explained
32% of the variance. This means, the variable of place was responsible with 32%
of the variance in physician satisfaction. The result also shown that there is a
strong, significant and positive relationship between place strategy of marketing
mix and physician satisfaction with f = 0.569, t = 8.912 at the significance level
of p<.05. Therefore, the Hlc was accepted.

7.5 Hypothesis 5

Hypothesis postulates that promotion program practiced by the local
pharmaceutical companies contributes physicians’ satisfaction.

H4: There is a significant relationship between promotion strategy and
physician’ satisfaction
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Table 7: Regression Result of Promotion Strategy of Marketing Mix with Physician
Satisfaction

RZ=0.19 Adjusted R? = 0.186 Standard Error =0.7859 F = 30.042
Sig.(p)=.000

Variable B SE p t Sig.(P)
(Constant) 1.527 0.250 6.104 .001
Promotion 0.515 0.082 0.436 6.248 .000

As depicted in Table 7, the promotion strategy of marketing mix significantly (F
= 30.042, p<.005) predicted physician satisfaction with locally manufactured
drug and explained 18.6% of the variance which indicates that 18.6% of
physician satisfaction will be explained by this variable. The results revealed that
there was a significant and positive relation between promotion strategy of
marketing mix and physician satisfaction with f = 0.436, t = 6.248 at the
significance level of p<.05. Thus, the H1d was accepted.

8. DISCUSSION

The main objective of the study was to investigate the impact of marketing mix
strategy namely product, price, place and promotion, physicians’ overall
satisfaction. This investigation confirmed previous findings on the important role
of marketing mix strategy on consumer behavior in pharmaceutical industry and
lead to the identification of the effects that different strategies of marketing mix
have on physician overall satisfaction.

The results showed that the marketing mix (product, price, place and promotion)
has a significant effect on physicians’ satisfaction. This finding was supported by
many previous findings (Wang et al., 2012; Frederick, 2012; Hani et al., 2012; Al
Muala et al., 2012; Smear et al., 2009; Cengiz et al., 2007; Huddleston et al.,
2009). Also this finding supported the proposition of kotler (2003) and McCarthy
(1971), that all the elements of marketing mix 4Ps (product, price, place and
promotion) are integrated, interrelated and equally important should be
considered at the same time to achieve successful strategies and objectives
marketing. In pharmaceutical industry, the findings was supported by a empirical
recent study by Prashant et al. (2012), that found the marketing mix strategy
related product, place, price and promotion had significant influence on the
physicians' behavior with strong suggestions to further research explore related
MM strategies that would assist in achieving the physicians satisfaction.

The first strategy of the marketing mix which we study is the product has a
significant and positive relationship with physician' satisfaction. The finding of
this study was also consistent with Al Muala et al. (2012) research. Al Muala et
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al. (2012) proved that product has a significant relationship with tourist
satisfaction in Jordan curative tourism. Furthermore, researchers including
Churchill (1982), Oliver (1993), Zeithaml et al. (1994), found that product
positively impacts customer satisfaction. Another possible explanation for this
positive result could be that drug products of Yemen are technically sounds as
they use continuous development and the latest technology in manufacturing and
physician satisfaction.

Price is the second most significant strategy positive impact on physician
satisfaction. That means that the physicians show their satisfaction with the
prices of Yemeni drugs manufactured. The results are supported by other
research such as Nguyen (2011), Dodaz et al. (1991), Cingiz et al. (2007), who
found that price had a significant impact on satisfaction. Another possible
explanation for this result is that drug products of Yemen are affordable and
comfortable. National pharmaceutical strategy investigates the appropriate
pricing conditions, so that it can increase the drug market share.

The third most influencing element is location, which has significant relationship
with physicians’ satisfaction. This result was consistent with of many
researchers’ findings who had examined the impact of location variable on
customer satisfaction (Wang et al., 2012; Yelkur, 2000; Frederick, 2012; Hani et
al., 2012; Al Muala et al., 2012). The fourth most influencing variable is
promotion, which has significant relationship with physician’s satisfaction. In
pharmaceutical industry, the finding was supported by pervious findings
(Prashant et al., 2012; Allan et al., 2003). An empirical study by Shahu and Amol
(2010) investigated the influence of promotion tools on physician’s drug
prescribing. The findings indicated that the promotion tools (gifts and sales
representatives) influenced on physician’s drug prescribing. The results of this
study enhanced the understanding and knowledge of the antecedents of physician
satisfaction.

9. CONCLUSION

The uniqueness of pharmaceutical industry provides ample opportunity to study a
number of important and interesting marketing phenomena. The present study
revealed a number of important insights as to the role of various strategies of
marketing mix on physician satisfaction in pharmaceutical industry.

This study has brought together many areas such as marketing, relationship
marketing, medicinal marketing and industrial marketing. Marketing mix strategy
namely product, price, promotion and place, were all empirically examined and
found to be the antecedents of physician satisfaction.
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In a competitive pharmaceutical world, pharmaceutical firms expect to increase
the quality of drug and customer satisfaction and improve marketing strategies.
These are keys to lead the market. The understanding of what drives the
physician to be more satisfaction is the crucial element of all companies. The
objective of this study is to clarify relationships between marketing mix
strategies and customer satisfaction. The customer decision-making process for
drug products and especially with drugs that are linked to health is modeled as a
complex system that incorporates direct and/or indirect effects on satisfaction.
The presented results, supports this position. Moreover, this is a quasi-beginning
study in the pharmaceuticals that is not explored in the analysis of marketing mix
strategy and satisfaction. Therefore, this appears to be a worthy area to pursuit.

In this research, we provide evidence that elements of marketing mix direct affect
satisfaction (H1, Hla, Hlb, Hlc and H1d). Based on the research findings,
marketing mix strategies (product, price, promotion and place), have strong
impact on physician satisfaction. The order of strength relationship on physician
satisfaction was price construct and the place construct of marketing mix
strategy. It means that physicians became satisfied by experiencing the quality of
drug, price, promotion and delivery of drug products of Yemen and it increased
their satisfaction.

10. THEORETICAL CONTRIBUTIONS AND MANAGERIAL
IMPLICATIONS

There are many theoretical and managerial implications. First, the main
theoretical contribution of this study was to propose the rare and novel constructs
respectively marketing mix strategy offered by pharmaceutical companies and
physician satisfaction and extend the research about these constructs into the
pharmaceutical industry context. Secondly, another theoretical contribution of
this study was to develop a research framework to explore the relationships
among marketing mix of drug namely, product, price, promotion and place and
physician satisfaction and then further undertake an empirical test to verify these
relationships. Therefore, this study successfully filled the research gap of
relationship between marketing mix and customer satisfaction in the
pharmaceutical industry.

For Marketing Implementations. The main goal of implementation the
marketing mix strategies is knows how to keep customer satisfaction of
physicians toward the Yemeni drugs. Keeping customers satisfied is cost
effective since attracting new customer’s costs the marketing more than
maintaining existing ones since (Kotler, 2000). It was found that a small increase
in satisfaction customers results in great increases in profitability. The marketing
management in pharmaceutical companies and practitioners take into
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consideration the important role of these strategies in improving the physician’s
satisfaction with locally manufactured drugs. Moreover, the study concluded that
some of the marketing strategies did not meet physician’s expectation such
product and promotion. Thus, the marketing managers can improve satisfaction
by improving of the quality drugs and it technically sound and as they get to use
the latest technology in manufactures of drug, affordable price and improve and
extend promotion might enhance physicians’ satisfaction.

11. LIMITATIONS

This current study has focused to test the hypothesized model that can explain the
effect of MM strategies on physician’s satisfaction and the related variables. The
model of satisfaction is not complete. There are factors that are not captured for
this model. However, given the continuous developing strategies of marketing
mix, the present identified variables and measurement scales such as product,
price, promotion, place and customer satisfaction could change over time and
also vary across different companies as well as different countries. Thus, this
study cannot generalize its results in all the constructs of hypothesized model of
physician satisfaction and across countries. Despite the importance of the
contribution of this study to know the impact of marketing mix strategies on
physicians’ satisfaction, it has sample limitations. The sample size could be
higher to make it more representative.
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