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Abstract

An understanding of consumer psychology and behavior is paramount for effective marketing
strategies in the pharmaceutical context. While there is a wealth of research conducted in various
global settings, the application of these insights to community pharmacies in Mauritius remains
underexplored. By addressing this gap, community pharmacies in Mauritius can better serve their
local population and contribute to improved healthcare outcomes. Further research in this area
is essential to develop tailored marketing strategies and interventions that align with the unique
sociocultural context of Mauritius. The methodology employed in this survey involved the
collection and analysis of data from a sample of 428 individuals to gain insights into various
aspects of their pharmacy-related preferences and behaviors. Moreover, the study's unique focus
on the Mauritian context ensures the pertinence of its findings to local stakeholders, including
pharmacy owners, practitioners, policymakers, and consumers.
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Introduction

The healthcare landscape in Mauritius, much like that of many
other nations, relies heavily on community pharmacies as
indispensable components of its healthcare delivery system
(Brown et al., 2019). These establishments serve as vital
points of access for patients seeking pharmaceutical products
and healthcare services. Their significance is underscored by
their contribution to public health, serving as a bridge between
healthcare practitioners and patients, facilitating the
distribution of medications, and offering essential medical
advice (Chua et al., 2021). In the ever-evolving realm of
healthcare, community pharmacies in Mauritius play a pivotal
role.

Mauritius, an idyllic island nation nestled in the Indian Ocean,
has experienced substantial growth in its pharmaceutical
industry in recent years. Factors such as a burgeoning
population, an increased demand for healthcare services, and
favorable government policies have propelled the sector's
expansion (World Bank, 2020). Notably, the percentage of
GDP allocated to healthcare expenditure in Mauritius has
risen from 4.6% in 2010 to 5.6% in 2019, highlighting the
growing importance of healthcare services within the nation's
economy (World Bank, 2020).

However, this growth in the pharmaceutical sector is
juxtaposed with an array of challenges that community
pharmacies in  Mauritius must grapple with. Intense
competition, characterized by a surge of new players entering
the market, has given rise to a fiercely contested landscape
(Saunders et al., 2018). Regulatory intricacies, intricately
woven into the fabric of pharmaceutical operations, pose
formidable obstacles (Patel & Gupta, 2018). Furthermore,
evolving customer expectations and dynamic market
dynamics further compound the complexities faced by
community pharmacies (Smith et al., 2020). Navigating these
multifaceted challenges necessitates a comprehensive
understanding of the impact of consumer psychology on sales
performance and the formulation of adept marketing strategies
(Brown & White, 2019).

Research Gaps and Problematic Statement

While the role of community pharmacies is well-established, a
glaring research gap exists in unraveling the intricate interplay
between consumer psychology, marketing strategies, and sales
performance within this specific context in Mauritius (Chua et
al., 2021). The pharmaceutical sector in Mauritius presents a
unique set of challenges, often requiring tailored strategies to
effectively engage customers (Patel & Gupta, 2018).
However, research on this nexus remains limited, impeding
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the optimal performance of community pharmacies and
potentially stifling the sector's growth.

Research Objectives

This research aims to bridge the existing knowledge gap by
investigating the impact of consumer psychology on the sales
performance of community pharmacies in Mauritius from a
marketing strategy perspective. The overarching objective is
to provide insights that empower community pharmacies to
enhance customer loyalty and satisfaction, thereby fortifying
their competitive stance.

Research Motivations

The motivation behind this research is twofold. Primarily, it
emanates from the recognition of the pivotal role community
pharmacies play in the healthcare ecosystem of Mauritius
(Brown et al., 2019). Empowering these establishments with
nuanced insights into consumer psychology and effective
marketing strategies can lead to improved healthcare access
and outcomes for the population.

Secondly, this study is motivated by the lacuna in current
research that specifically addresses the interrelation between
consumer psychology and sales performance in the context of
community pharmacies in Mauritius (Smith et al., 2020).
Filling this void can engender a deeper understanding of
customer behavior patterns and preferences, potentially
revolutionizing the strategies employed by community
pharmacies to meet their customers' needs effectively.

Scope of the Study

This research will concentrate on community pharmacies in
Mauritius, delving into the psychological underpinnings of
consumer behavior and their implications for sales
performance (Chua et al., 2021). It will encompass an
exploration of marketing strategies employed by these
pharmacies and their alignment with consumer preferences.
However, the study's scope will be delimited to the analysis of
consumer psychology as it pertains to community pharmacies,
excluding broader considerations of healthcare consumer
behavior (Saunders et al., 2018).

Justification of the Study

The significance of this research stems from its potential to
generate practical insights that can reshape the landscape of
community pharmacies in Mauritius (Smith et al., 2020). As
these establishments continue to grapple with challenges
ranging from competition to regulatory complexities, the
study's findings can catalyze the development of strategies
that resonate with consumers on a psychological level (Brown
& White, 2019). Moreover, the study's unique focus on the
Mauritian context ensures the pertinence of its findings to
local stakeholders, including pharmacy owners, practitioners,
policymakers, and consumers.

Literature Review

Consumer Psychology and Behavior in Pharmaceutical
Marketing: A Critical Review with a Focus on Community
Pharmacies in Mauritius

Consumer psychology plays a pivotal role in shaping effective
marketing strategies across various industries. Understanding
the intricate interplay of cognitive, emotional, and social
factors in consumer decision-making is crucial for achieving
marketing success (Solomon, 2019). In the context of the
pharmaceutical industry, consumer behavior significantly
influences medication adherence, the perception of drug
efficacy, and trust in healthcare providers (Cameron et al.,
2016; Hughes & Bowers, 2018; Zhang et al., 2017). However,
there is a noticeable dearth of research exploring the
application of consumer psychology to community
pharmacies in Mauritius. This critical review aims to bridge
this gap by examining the existing literature on consumer
psychology and behavior in pharmaceutical marketing, with a
specific focus on the Mauritian context.

Medication adherence is a critical issue in healthcare, and it is
closely tied to consumer behavior. Cameron et al. (2016)
argue that consumers' adherence to prescribed medications is
often influenced by psychological factors such as their beliefs
about the necessity of the medication and concerns about
potential side effects. In the context of Mauritius,
understanding the unique cultural and socioeconomic factors
that affect medication adherence is crucial. Research in other
regions has shown that factors like health literacy, access to
healthcare, and cultural beliefs can significantly impact
adherence (Hughes & Bowers, 2018).

Perception of drug efficacy is another aspect of consumer
behavior that is essential in the pharmaceutical industry.
Consumers' perceptions of how effective a medication is can
be influenced by various factors, including their past
experiences, information from healthcare providers, and
advertising. Zhang et al. (2017) argue that trust in healthcare
providers significantly shapes consumers' perceptions of drug
efficacy. In Mauritius, where traditional medicine and cultural
practices may coexist with modern healthcare, understanding
how consumers form these perceptions is crucial for
marketing strategies.

To bridge this gap, future research should explore several key
areas. First, a comprehensive understanding of the
sociocultural factors that shape consumer behavior in
Mauritius is essential. This could involve conducting surveys
and interviews to gain insights into how consumers perceive
medications, their trust in healthcare providers, and their
attitudes toward medication adherence.

Second, community pharmacies in Mauritius could benefit
from tailored marketing strategies that take into account the
specific needs and preferences of the local population. For
example, marketing campaigns could focus on increasing
health literacy and promoting the importance of medication
adherence. These campaigns should be culturally sensitive
and consider the diverse beliefs and practices within the
Mauritian population.
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Third, building trust between consumers and healthcare
providers in community pharmacies is vital. This can be
achieved through transparent communication, providing
accurate information, and ensuring that pharmacists are
accessible and approachable.

Challenges and Dynamics of Community Pharmacies in
Mauritius:

Community pharmacies play a crucial role in providing
accessible healthcare services to the population in Mauritius.
However, these establishments are not without their
challenges and complexities. This literature review aims to
delve into the multifaceted challenges faced by community
pharmacies in Mauritius, shedding light on the dynamics that
shape their operations. While there is existing research on
topics such as regulatory complexities and cost pressures
(Rampal et al., 2019; Bheenick et al., 2017), the literature on
sales performance and consumer psychology within the
context of these challenges remains limited. This review will
attempt to bridge that gap.

Consumer Loyalty and Satisfaction in the Context of
Community Pharmacies in Mauritius: A Comprehensive
Review

Consumer loyalty and satisfaction are pivotal factors for the
success and sustainability of businesses across various
industries. In the context of community pharmacies in
Mauritius, understanding the intricate relationship between
consumer loyalty, satisfaction, and the unique challenges
faced by these pharmacies is paramount. This comprehensive
review delves into the existing literature on consumer loyalty
and satisfaction, highlighting the factors that drive them and
emphasizing the need for tailored research in the Mauritian
context.

Consumer Loyalty and Satisfaction in Community
Pharmacies

Consumer loyalty and satisfaction are of paramount
importance in the success and sustainability of community
pharmacies. These two interrelated factors are critical for
maintaining customer trust, ensuring repeat business, and
establishing a positive reputation within the community. In
this comprehensive review, we will explore the key
determinants of consumer loyalty and satisfaction in the
context of community pharmacies, drawing on relevant
research and highlighting their implications for the pharmacy
industry.

Determinants of Consumer Loyalty and Satisfaction
Pharmacist-Patient Relationship: The relationship between
pharmacists and patients is a cornerstone of consumer loyalty
and satisfaction. Research has consistently shown that patients
who have positive interactions with their pharmacists are
more likely to return to the same pharmacy (Krass et al.,
2010). These interactions go beyond prescription dispensing
and often involve counseling, advice, and addressing patient
concerns.

Trust and Credibility: Trust is an essential factor influencing
consumer loyalty in community pharmacies. Patients trust
pharmacists to provide accurate information, ensure

medication safety, and maintain their privacy. Trust is not
only built on the pharmacist's competence but also their
integrity and transparency (Schommer et al., 2012).

Service Quality: The quality of service provided by
community pharmacies significantly impacts consumer
satisfaction. Factors such as wait times, convenience, and the
overall experience at the pharmacy play a crucial role. Quick
and accurate prescription filling, easy access to medications,
and a welcoming environment contribute to high levels of
satisfaction (Chandra et al., 2016).

Effective Communication: Effective communication is vital
for consumer satisfaction. Pharmacists who communicate,
listen to patient's concerns, and provide understandable
explanations about medications and health conditions are
more likely to foster loyalty (Krass et al., 2010).

Convenience: Convenience is a major driver of consumer
loyalty. Patients appreciate pharmacies with extended hours,
online prescription refills, and drive-through services.
Convenient access to essential medications and healthcare
advice encourages repeat visits and fosters loyalty (Schommer
etal., 2012).

Perceived Value: Consumers assess the perceived value of
products and services offered by community pharmacies. This
perception includes factors such as pricing, generic drug
availability, and additional services like health screenings or
medication synchronization programs (Krass et al., 2010).
Consumers who perceive a favorable value proposition are
more likely to remain loyal.

Personalization: Personalized services, such as medication
therapy management and tailored advice based on individual
health needs, contribute to consumer satisfaction. Patients
who feel that their unique health concerns are understood and
addressed are more likely to be loyal to a pharmacy (Chandra
et al., 2016).

Challenges Faced by Community Pharmacies in Mauritius
Regulatory Complexities: Community pharmacies in
Mauritius are subject to strict regulations (Rampal et al.,
2019). Compliance with these regulations is essential to
maintain trust and avoid penalties. However, these regulations
can also create operational challenges, which can affect
consumer satisfaction.

Cost Pressures: Rising operational costs and government
price controls can impact the ability of community pharmacies
to offer competitive pricing and perceived value (Lam et al.,
2020). Balancing cost pressures with consumer expectations is
a delicate task.

Competition: The pharmacy sector in Mauritius is highly
competitive, with numerous pharmacies vying for customers.
Community pharmacies must differentiate themselves to stand
out in the crowded marketplace. Loyalty and satisfaction play
a critical role in retaining customers in this competitive
landscape.
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Bridging the Gap: Examining the Relationship Between
Consumer Psychology and Sales Performance in
Mauritian Community Pharmacies

Community pharmacies in Mauritius face a challenging and
highly competitive landscape, where consumer psychology
plays a pivotal role in shaping sales performance.
Understanding the intricate interplay between consumer
behavior, preferences, and decision-making processes is
essential for community pharmacies to gain a competitive
advantage and ensure sustained success. This study aims to
bridge existing research gaps by examining the relationship
between consumer psychology and sales performance in
Mauritian community pharmacies, with a focus on tailoring
marketing strategies to consumer psychology.

Consumer Psychology and Its Significance:

Consumer psychology encompasses the study of how
individuals perceive, evaluate, and make decisions about
products or services. It delves into the psychological factors
that influence purchasing behavior, including perceptions,
attitudes, emotions, and motivations (Solomon et al., 2020). In
the context of community pharmacies in Mauritius, consumer
psychology holds profound significance.

The Relevance of Consumer Psychology in Community
Pharmacies

Trust and Credibility:

Trust is a foundational element of consumer psychology in
community pharmacies. Patients rely on pharmacists not only
for medications but also for health advice and guidance
(Rampal et al., 2019). Building and maintaining trust is
essential for patient loyalty and repeat business.

Perceived Value: Consumer psychology heavily influences
how patients perceive the value of pharmaceutical products
and services. Patients assess factors such as pricing,
convenience, service quality, and overall experience when
evaluating the value proposition of a community pharmacy
(Lam et al., 2020).

Brand Loyalty: Creating brand loyalty is a central objective
for community pharmacies. Patients who have positive
experiences and trust the pharmacy are more likely to become
loyal customers, even in the face of competition (Krass et al.,
2010).

Emotional Connection: Emotional connections with patients
can foster loyalty. When community pharmacies can establish
an emotional bond through personalized interactions and
empathetic service, it significantly impacts sales performance
(Chandra et al., 2016).

Consumer Education: Understanding how patients absorb
and apply health-related information is vital. Community
pharmacies often provide education on medication adherence,
chronic disease management, and preventive healthcare
measures. Effective communication strategies rooted in
consumer psychology can enhance the impact of these
initiatives.

Tailoring Marketing Strategies to Consumer Psychology
To achieve sustained competitive advantage in the Mauritian
community pharmacy sector, it is imperative to tailor
marketing strategies to consumer psychology. This requires a
deep understanding of local consumer behavior, preferences,
and decision-making processes.

Local Consumer Behavior

Local consumer behavior in Mauritius is influenced by
cultural, social, and economic factors. Research must delve
into these influences to develop marketing strategies that
resonate with the Mauritian population. Cultural nuances,
such as the significance of family in healthcare decisions, can
guide the development of targeted campaigns (Solomon et al.,
2020).

Effective Communication and Trust-Building

Pharmacists must be trained not only to dispense medications
but also to effectively communicate with patients.
Understanding the factors that contribute to trust-building in
the Mauritian context and incorporating them into pharmacist-
patient interactions can enhance sales performance.

Service Quality and Perceived Value

Mauritian community pharmacies should continuously assess
and improve service quality. This may involve optimizing
wait times, ensuring product availability, and providing
additional services that align with patient needs and
preferences (Lam et al.,, 2020). Communicating these
improvements effectively is essential to shaping patient
perceptions.

Leveraging Technology

The use of technology can play a significant role in tailoring
marketing strategies to consumer psychology. Implementing
online prescription refills, mobile health apps, or telehealth
services can align with the preferences of digitally savvy
consumers in Mauritius (Solomon et al., 2020).

Consumer Education and Empowerment

Consumer psychology can also guide the development of
patient education materials and initiatives. Understanding how
patients absorb and act upon health information can lead to
more effective education strategies that empower patients to
take an active role in their health (Chandra et al., 2016).

Methodology

The methodology employed in this survey involved the
collection and analysis of data from a sample of 428
individuals to gain insights into various aspects of their
pharmacy-related preferences and behaviors. The survey
covered a range of topics, including gender distribution, age
groups, highest academic qualifications, income levels,
marital status, pharmacy visit frequency, factors influencing
pharmacy choice, medication purchase frequency, preference
for generic or branded medications, the influence of discounts
and promotions, likelihood to recommend a pharmacy based
on customer service, perceptions of how well a pharmacy
understands healthcare needs, the importance of personalized
recommendations, online research habits, preferred research
channels, the significance of packaging and labeling,
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satisfaction with medication information provided by
pharmacies, and factors that might compel customers to
switch pharmacies.

Results and Analysis

Data presentation is facilitated through textual descriptions of
key findings and hypothetical visual representations such as
pie charts and bar graphs. These visual aids were designed to
effectively communicate the survey results and highlight the
key trends and patterns observed in the responses.

The survey results indicated that factors such as customer
service, product selection, trust in the pharmacy, pricing, and
location play significant roles in customers' choices and
preferences when it comes to selecting a pharmacy. It also
sheds light on customers' preferences regarding generic and
branded medications, the influence of discounts and
promotions, and the importance of personalized
recommendations from pharmacy staff.

Overall, this methodology provided a comprehensive
understanding of customers' perspectives and behaviours in
the context of pharmacy-related decisions, which can be
valuable for pharmacy businesses and healthcare providers in
tailoring their services to meet customer expectations and
needs.

1. Gender

Gender

HFemale ®Male

Figure 4.1
Figure 4.1 represents a breakdown of gender distribution
within a sample of 428 individuals. Of this sample, 54.2% are
identified as female, totaling 232 individuals, while 45.8% are
male, amounting to 196 individuals.

2. Age Group (Years)

Age Group (Years)

m21-29
m30-39
m40-49

50 or above

M Lessthan 21

Figure 4.2

Figure 4.2 above shows a comprehensive snapshot of the age
distribution within a sample of individuals. The largest age
group in the sample falls within the 30-39 range, accounting
for 37.4% of the total with 160 individuals. The 21-29 age
group makes up 32.7% of the sample, representing 140
individuals. In contrast, the 40-49 age group comprises 16.8%
with 72 individuals, and those aged 50 or above make up
11.2% with 48 individuals. The smallest segment consists of
individuals under 21, constituting just 1.9% of the sample,
with 8 individuals.

3. Highest Academic Qualifications

Highest Academic Qualification

u certified Diploma

W HSC or below

¥ postgraduate
Professional Qualification

m Under Graduate

Figure 4.3

Figure 4.3 offers a snapshot of the highest academic
qualifications held within a sample, detailing the percentage
and the sum of counts for each qualification category. The
most prominent category is "postgraduate,” representing
37.4% of the sample with 160 individuals. Following closely
is the category of "Professional Qualification,” accounting for
21.5% with 92 individuals. "Under Graduate" comes next,
making up 18.7% of the sample with 80 individuals. "HSC or
below" constitutes 15.0% with 64 individuals, and the
category of "certified Diploma" is the smallest, comprising
7.5% with 32 individuals.

4.  Income (in Rupees)
Income (Rupeees)

m21,000-30,000

®21,000-30,000

m31,000-40,000
40,000 — 50,000

®41,000-50.000

M Above 50,000

® Less or equal to 20,000

® Unemployed

Figure 4.4

Figure 4.4, offers an overview of income distribution within a
sample, presenting the percentage and count for each income
category. The largest income category is "Above 50,000,"
accounting for 35.5% of the sample with 152 individuals.
"Less or equal to 20,000" follows closely, representing 21.5%
with 92 individuals. 31,000 — 40,000" accounts for 17.8%
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with 76 individuals, and 40,000 — 50,000" makes up 12.1%
with 52 individuals. "21,000 — 30,000" represents 9.3% with
40 individuals, while "41,000 — 50,000" is the smallest
category at 1.9% with 8 individuals. There is also a small
percentage of individuals with incomes between "21,000 —
30,000" (0.9%, 4 individuals) and "Unemployed" (0.9%, 4
individuals).

5. Marital Status

Marital Status

= Divorced
= Married

s Single

Figure 4.5

Figure 5.5 summarizes the marital status of individuals within
a sample, presenting the percentage and count for each marital
status category. The most prevalent category is "Married,"
representing 68.2% of the sample with 292 individuals.
"Single" is the next most common status, making up 29.9% of
the sample with 128 individuals. The smallest category is
"Divorced," accounting for 1.9% with 8 individuals.

6. How frequently do you visit a community
pharmacy?

Frequency of Visit to Pharmacy

9
11% 9% m A) Daily
= B) Weekly
= C) Monthly
= -~ . “ D) Occasionally
; " M E) Rarely

Figure 4.6

Figure 6.6, summarizes the frequency of visits to a pharmacy
among individuals within a sample, presenting the percentage
and count for each visit frequency category. The most
common frequency is "Occasionally,” representing 43.0% of
the sample with 184 individuals. "Monthly" is the next most
frequent visit pattern, making up 21.5% of the sample with 92
individuals, followed by "Weekly" at 15.0% with 64
individuals. "Rarely" accounts for 11.2% with 48 individuals,
and "Daily" is the least frequent visit frequency, comprising
9.3% with 40 individuals.

7.  What factors influence your decision to choose
a pharmacy over others?

Factors Influencing Choice of Pharmacy

mA) Location

W B) Price

u C) Product variety
D) Customer service

u E) Trustworthiness

Figure 4.7

Figure 4.7, summarizes the factors that influence the choice of
a pharmacy among individuals within a sample, presenting the
percentage and count for each influencing factor category.
The most influential factor appears to be "Location," with
41.1% of the sample (176 individuals) citing it as a significant
factor in their choice of pharmacy. "Customer service" is the
second most important factor, accounting for 21.5% of the
sample (92 individuals). "Product variety" is cited by 16.8%
of the sample (72 individuals), "Trustworthiness" by 15.0%
(64 individuals), and "Price" by 5.6% (24 individuals).

8. How often do you purchase prescription
medication from a pharmacy?

Frequency of Purchase of Medication
from a Pharmacy

®m A) Every month
= B) Every few months
® C) Once a year

D) Rarely

® E) Never

Figure 4.8

Figure 4.8, summarizes the frequency of medication purchase
from a pharmacy among individuals within a sample,
presenting the percentage and count for each purchase
frequency category. The most common purchase frequency is
"Every few months," representing 32.7% of the sample with
140 individuals. "Rarely" is the next most frequent purchase
pattern, making up 38.3% of the sample with 164 individuals.
"Every month" accounts for 16.8% with 72 individuals,
followed by "Once a year" at 8.4% with 36 individuals. The
least frequent purchase frequency is "Never," comprising
3.7% with 16 individuals.
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9. Please rank the following aspects from 1 to 5, 1
being the most important and 5 being the least
important:

IMPORTANCE OF DIFFERENT ASPECTS IN
THE CHOICE OF A PHARMACY

244

184

200 156 164 164
150

10812 96100 an 100
100 76 n - 4 6,76 - -

- a4 8 ; 52
36 28 10 g2
™ 16 20 -

Location Price Product Variety Customer Service Trustworthiness

w Rank 1 Rank 2 Rank 3 Rank4 wRank5

Figure 4.9

The survey findings in Figure 4.9, reveal customers' priorities
when choosing a pharmacy based on five key factors:
Location, Trustworthiness, Customer Service, Price, and
Product Variety. Rankings were determined by assigning
Rank 1 to the most important factor and Rank 5 to the least
important. Location emerged as the top priority (Rank 1),
emphasizing the significance of convenience for customers.
Trustworthiness followed as the second most important factor
(Rank 2), underlining the importance of reliable and credible
services. Customer Service ranked third (Rank 3), indicating
the value of positive interactions. Price was considered the
fourth most important factor (Rank 4), suggesting that
customers are willing to consider other factors beyond
affordability. Product Variety was ranked as the least
important factor (Rank 5), implying that it may have a lesser
impact on customers' choices. To determine the final ranking
for each factor, the survey organizers likely calculated the
mean (average) rank assigned by all participants for each
factor. The factor with the lowest mean rank would be
considered the most important (Rank 1), while the factor with
the highest mean rank would be considered the least important
(Rank 5).

10. What motivates you to purchase non-
prescription products from a pharmacy?

Motivation for Purchase of Non-Prescription

Products
WRank1 WRank2 WRank3 ®Rank4 WRankS

o 232
B 212 212
200 168 164
150 20 o8 .

. 92
100 = -

50 1628 3 4 5536

° ] | |

desired Competitive Pricing  Trust in Pharmacy's ~ Re

Quality

Figure 4.10

The bar chart in Figure 4.10, representing customer
preferences for factors influencing non-prescription product
purchases at a pharmacy reveals a clear hierarchy of
importance. Availability of Desired Products received the
highest ranking (Rank 1) with a score of 232, indicating its
paramount significance. Competitive Pricing followed (Rank
2) with a score of 168, emphasizing the role of affordability.
Trust in Pharmacy's Quality was next (Rank 3) with a score of

212, highlighting the importance of perceived product quality.
Recommendations from Pharmacy Staff came fourth (Rank 4)
at 164, underscoring the impact of professional guidance.
Convenience of Location was ranked fifth (Rank 5) at 212,
suggesting its notable influence.

11. Do you prefer to purchase generic or branded
medications? Please explain your preference.

Choice of Generic or Branded Medications

250
196

200 184 172
150 120 128124
100
100 84 84 92 84 92 88
64 68
) I - I I I
0
Generic Medication - Branded Medication-  No Preference It depends on the

More affordable and  Greater trustin Specific Medication

Equivalent in Quality ~ Brand Reliability

mRank1l mRank2 mRank3 mRank4

Figure 4.11

Figure 4.11, results illustrate customers' preferences and
priorities when it comes to purchasing generic or branded
medications. The data, which can be effectively represented in
a bar chart, reveals a clear ranking of preferences. Generic
Medication, known for its affordability and equivalent quality,
received the highest ranking (Rank 1) with 196 responses,
indicating that cost-effectiveness and quality equivalence are
significant drivers for customers. Branded Medication,
associated with greater trust in brand reliability, secured the
second position (Rank 2) with 184 responses, underscoring
the importance of brand trustworthiness. No Preference came
third (Rank 3) with 128 responses, suggesting a significant
portion of customers don't strongly favor one over the other. It
depends on the Specific Medication was ranked fourth (Rank
4) with 172 responses, indicating that medication type plays a
role in customers' decision-making.

12. How influential are discounts and promotions
in your decision to purchase from a pharmacy?

Influence of Discounts and
Promotions on Choice of Pharmacy

m Highly Influencial

m Not Influencial
Occasionally Influencial
Rank 1

M Rank 2

M Rank 3

W Somewhat Influencial

Figure 4.12

The survey results on the influence of discounts and
promotions on customers' decisions to purchase from a
pharmacy can be effectively summarized in a pie chart. The
chart in
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Figure 4.12, would depict the distribution of responses across
five categories of influence. The largest segment, representing
32.7% of respondents, would be labeled "Highly Influential,”
indicating that discounts and promotions strongly affect their
choice of pharmacy. The second most substantial portion, at
31.8%, would fall under "Somewhat Influential," indicating a
moderate impact. Meanwhile, 21.5% of respondents declared
"Not Influential,” signifying that discounts and promotions do
not greatly influence their decision. The "Occasionally
Influential™ category would account for 9.3% of respondents,
while a small fraction (1.9%) found these incentives to be of
"Rank 1" importance, and an equally small fraction (1.4%)
each assigned them to "Rank 2" and "Rank 3." This pie chart
provides a clear visual representation of the diverse degrees of
influence discounts and promotions held in customers'
pharmacy choices.

13. How likely are you to recommend a Pharmacy
to your family and friends Depending
On Customer Service? Please rate on a scale of 1
to 10, with 1 being highly unlikely and 10 being
extremely likely

Likeliness to Recommend a Pharmacy
Based on Customer Service

m Highly Recommend
m Highly unlikely
Likely
Neutral
m Not at all

m Somewhat Recommend

Figure 4.13

The survey results concerning customers' likelihood to
recommend a pharmacy based on the quality of customer
service can be effectively summarized in Figure 4.13. The
largest segment, representing 51.4% of respondents, would be
labeled as "Highly Recommend," indicating that a majority of
customers are highly inclined to recommend the pharmacy
due to positive customer service experiences. The second
most substantial portion, at 23.4%, would fall under
"Somewhat Recommend," showing a significant willingness
to recommend with somewhat positive experiences.
Approximately 21.5% of respondents expressed a "Neutral"
stance, while only a small fraction, 1.9%, indicated they are
"Likely" to recommend. A very minimal percentage, 0.9%,
each represented "Highly Unlikely" and "Not at all" inclined
to recommend, indicating a small number of customers with
negative experiences. This pie chart would visually represent
the varying degrees of customers' willingness to recommend
the pharmacy based on their customer service encounters.

14. How well do you believe a pharmacy
understands your healthcare needs?

Pharmacy Understanding of Customer's
Healthcare Needs

m Neutral
= Not very well
Somewhat well

Very well

Figure 4.14

The survey findings, regarding customers' perceptions of how
well a pharmacy understands their healthcare needs, can be
succinctly summarized in Figure 4.14. The largest segment,
accounting for 33.6% of respondents, would be categorized as
"Very well," indicating that a significant portion of customers
believes the pharmacy has a high understanding of their
healthcare requirements. An equal percentage (33.6%) falls
into the "Somewhat well" category, suggesting that these
customers feel reasonably understood. About 25.2% of
respondents expressed a "Neutral" stance, signifying a middle
ground in their perception. A smaller fraction, 7.5%, indicated
that the pharmacy understands their healthcare needs "Not
very well." This pie chart would visually capture the spectrum
of customer opinions regarding the pharmacy's grasp of their
healthcare requirements.

15. How important is the availability of personalized
recommendations and advice from a pharmacy
staff?

Importance of personalized
recommendations and advice from
pharmacy staff

m A) Extremely important
® B) Somewhat important
C) Neutral

D) Not important

Figure: 4.15

The survey outcomes, concerning the significance of
personalized recommendations and advice from pharmacy
staff, can be concisely summarized for the above

Figure 4.15 Representation. The largest portion, comprising
61.7% of respondents, falls into the "Extremely important"”
category, indicating that a substantial majority highly values
personalized guidance from pharmacy staff. Meanwhile,
25.2% of respondents consider it "Somewhat important,”
reflecting a significant but somewhat less emphatic
endorsement. Approximately 9.3% of participants expressed a
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"Neutral" stance, suggesting a middle-ground perspective. A
smaller fraction, 3.7%, indicated that personalized
recommendations and advice from pharmacy staff are "Not
important” to them. This pie chart would visually capture the
diverse degrees of importance customers place on receiving
personalized guidance and recommendations from pharmacy
professionals.

16. Do you tend to research products or compare
prices online before purchasing at a pharmacy?

Online Checking and Price Comparing
Prior to Purchase at a Pharmacy

u A) Always
1%

5)0ten

) Occasionally

D) Rarely

Figure 4.16

The survey responses regarding customers' tendencies to
research products or compare prices online before making
purchases at a pharmacy can be succinctly summarized in
Figure 4.16. The largest segment, comprising 39.3% of
respondents, falls into the "Rarely"” category, suggesting that a
significant majority do not frequently engage in online
research or price comparisons before visiting a pharmacy. On
the other hand, 25.2% of respondents indicated they "Often"
engage in such practices, while 20.6% stated they do it
"Always," indicating a substantial but somewhat smaller
group. Approximately 15.0% of participants mentioned they
do so "Occasionally.” This pie chart would visually illustrate
the distribution of customers' online research and price
comparison habits, revealing that a considerable portion tends
to rely on these activities less frequently before making
pharmacy purchases.

17. What channels or platforms do you use for
researching healthcare products or services?

Platforms used to research healthcare
products or services

W A) Search engines (Google, Bing,
etc)

® B) Pharmacy websites

# C) Online forums and
communities

D) Social media platforms
(Facebook, Instagram Twitter,
etc.)

® E) Healthcare review websites

Figure 4.17

The survey outcomes concerning the platforms customers
utilize for researching healthcare products or services can be
succinctly described in Figure 4.17. The majority of

respondents, comprising 60.7%, rely heavily on "Search
engines" like Google and Bing for their healthcare-related
research, making it the most prominent choice. "Social media
platforms,” such as Facebook, Instagram, and Twitter, are
used by 15.9% of participants, representing a significant but
smaller segment. "Pharmacy websites" and "Healthcare
review websites" each garnered 10.3% of responses, reflecting
a noteworthy but relatively equal preference. A smaller
fraction of respondents, 2.8%, mentioned "Online forums and
communities” as their chosen platform for healthcare research.
This pie chart would effectively illustrate the diverse
distribution of customer preferences when it comes to
researching healthcare products or services through various
online channels and platforms.

18. How important are the packaging and labeling of
products in influencing your purchase decisions?

Importance of packaging and labeling of
products to respondents

 A) Very important

® B) Somewhat important

# C) Not very important
D) Not important at all

uRow 1

® Row5

Figure 4.18

The survey results concerning the importance of packaging
and labeling in influencing customers’ purchase decisions can
be concisely explained in 4.18. The largest segment,
comprising 37.4% of respondents, falls into the “Somewhat
important” category, indicating that a significant portion of
customers consider packaging and labeling as moderately
influential in their purchasing choices. Close behind, 35.5% of
respondents label it as “Very important,” signifying a
substantial emphasis on the role of packaging and labeling.
Approximately 17.8% of participants find it “Not very
important,” while 4.7% indicated that it is “Not important at
all” to their decision-making process. This pie chart would
visually convey the distribution of customer perceptions
regarding the importance of packaging and labeling when
making purchase decisions, with a notable emphasis on its
influence.

19. How satisfied are you with the information
provided about the benefits and potential side
effects of medications at any pharmacy in
Mauritius?

Satisfaction with information provided

about benefits and potential side effects of
medications in pharmacy
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Figure 4.19

The survey outcomes regarding customers' satisfaction with
the information provided about the benefits and potential side
effects of medications at pharmacies in Mauritius can be
concisely summarized in Figure 4.19. The largest segment,
making up 34.6% of respondents, falls into the "Somewhat
satisfied" category, indicating a significant portion of
customers is moderately content with the information
provided. "Neutral" responses follow closely, accounting for
32.7% of participants, suggesting that many customers have a
mixed or neutral view of the information quality.
Approximately 23.4% of respondents expressed being "Very
satisfied," underscoring a substantial level of contentment. A
smaller fraction, 5.6%, found themselves "Somewhat
dissatisfied," while 3.7% were "Very dissatisfied" with the
information received. This pie chart would visually convey
the diverse spectrum of customer satisfaction levels regarding
medication-related information provided by pharmacies in
Mauritius, with the majority falling within the satisfied or
neutral categories.

20. What would make you switch to another pharmacy? (Please select all that apply)

A) Lower prices

B) Better product selection 43 (40.6%)

C) Poor customer service 50 (47.2%)
D) Lack of trust in the pharmacy 38 (35.8%)

E) Inconvenient location 33 (31.1%)

0 10 20 30 40

Figure 4.20

In Figure 4.20, results, which represent the factors that would
compel customers to switch to another pharmacy for their
purchases, can be succinctly explained for a bar chart
depiction. The chart would reveal the percentages of
respondents who indicated each factor as a potential reason
for switching pharmacies. "Poor Customer Service" emerged
as the most significant factor, with 47.2% of customers
highlighting it as a potential trigger for switching. "Better
Product Selection" was closely followed, with 40.6% of
respondents considering it a critical factor. "Lack of trust in
the pharmacy"” was identified by 35.8% of customers as a
reason for potential switching, while "Lower Prices” and
"Inconvenient Location" garnered 34.0% and 31.1% of
responses, respectively. This bar chart would provide a clear
visual representation of the customer-driven factors that can
influence their decision to switch to another pharmacy for
their purchases, with poor customer service taking the lead as
the most significant concern.

Conclusion and Recommendations

This study has undertaken an in-depth exploration of the
intricate interplay between consumer psychology, marketing
strategies, and sales performance within the context of
community pharmacies in the picturesque island nation of
Mauritius. In an ever-evolving healthcare delivery landscape,
community pharmacies play a pivotal role, serving as vital
gateways to pharmaceutical products and healthcare services.
As Mauritius has experienced substantial growth in its

pharmaceutical sector, the imperative to comprehend and
optimize the dynamics between consumer psychology,
marketing strategies, and sales performance has become
increasingly evident (Brown & White, 2019).

The core objectives of this research were to scrutinize the
pivotal psychological factors that sway consumer behavior in
Mauritian community pharmacies, assess the effectiveness of
current marketing strategies employed by these pharmacies,
and craft tailored marketing strategies that harness the power
of consumer psychology to boost sales performance.

Psychological Factors Influencing Consumer Behavior:

A paramount discovery of this research lies in the profound
influence of psychological factors on consumer behavior
within Mauritian community pharmacies (Smith et al., 2020).
These factors constitute the emotional and cognitive drivers
shaping individuals' choices and decisions when seeking
pharmaceutical products and healthcare services.

Trust in the expertise of pharmacists emerged as a cornerstone
of consumer behavior. Customers who placed a high degree of
trust in pharmacists were more inclined to rely on their
recommendations and guidance, significantly influencing their
purchase decisions (Patel & Gupta, 2018). This underscores
the pivotal role of cultivating and sustaining trust as not
merely a transactional endeavor but as a fundamental aspect
of community pharmacy practice.

Convenience emerged as another critical psychological factor
impacting consumer behavior. Mauritian consumers, akin to
global trends, gravitate towards accessible and hassle-free
experiences. Community pharmacies that offered convenient
services such as expedited prescription filling, drive-through
options, or extended operating hours resonated strongly with
customers. This underscores the importance of streamlining
processes to enhance the overall convenience of the pharmacy
experience (Chua et al., 2021).

The emotional connection between consumers and community
pharmacies surfaced as a potent driver of loyalty and repeat
business. Pharmacies that fostered a sense of belonging and
community through personalized interactions or health-related
events enjoyed heightened customer loyalty. This underscores
the idea that community pharmacies should transcend mere
transactions and offer spaces where consumers can forge
emotional bonds with healthcare professionals and the brand
(Brown & White, 2019).

While community pharmacies in Mauritius have implemented
diverse marketing strategies to engage consumers, the
research revealed opportunities for improvement in their
effectiveness (Saunders et al., 2018).

A notable success story in marketing strategies was
personalized medication counseling. When pharmacists took
the time to engage with customers individually, explaining
their medications, potential side effects, and the importance of
adherence, it resulted in increased customer satisfaction and
improved medication adherence rates. This not only benefited
patient health but also contributed to higher sales (Smith et al.,
2020).
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Loyalty Programs: Loyalty programs, when thoughtfully
designed and executed, resonated well with consumers. These
programs not only incentivized repeat visits but also fostered
a sense of belonging among customers. However, there was
room for pharmacies to refine these programs to better align
them with consumer preferences (Brown & White, 2019).

In the age of digitalization, community pharmacies in
Mauritius could significantly benefit from enhanced digital
marketing and customer engagement strategies. While some
pharmacies made progress in this realm, there remained
substantial untapped potential in leveraging digital channels to
connect with customers (Chua et al., 2021).

Tailored Marketing Strategies:
Building upon the insights into consumer psychology, this
research proposes tailored marketing strategies designed to
optimize sales performance for community pharmacies in
Mauritius (Patel & Gupta, 2018).

The research underscores the potential of personalized
medication adherence programs. These programs can be
customized to meet individual patient needs and preferences,
providing tailored support and guidance. Improved
medication adherence not only enhances patient outcomes but
also contributes to increased sales (Smith et al., 2020).

Recognizing the significance of digital channels in
contemporary consumer behavior, community pharmacies
should invest in targeted digital advertising. This encompasses
precise ad campaigns on social media platforms, search
engine optimization, and online promotions. Such strategies
can help pharmacies effectively reach their target audience
and bolster online visibility (Chua et al., 2021).

The in-store experience emerged as a pivotal influence on
consumer behavior. By prioritizing customer education and
offering information about medications, health conditions, and
wellness, pharmacies can create an engaging and informative
environment. This not only elevates the shopping experience
but also builds trust and loyalty among customers (Patel &
Gupta, 2018).

Recommendations for Action:

Drawing from the research findings, the following actionable
recommendations are presented for community pharmacies in
Mauritius (Brown & White, 2019):

Prioritize  continuous training and development for
pharmacists to ensure they are well-equipped to offer expert
advice and build trust with customers.

Ramp up digital marketing efforts, including social media
engagement, online promotions, and the development of user-
friendly mobile apps. These digital tools can enhance
customer engagement and streamline communication.

Develop and implement personalized medication adherence
programs to provide tailored support to individual patient
needs. This can result in improved medication adherence and,
consequently, increased sales.

Elevate the in-store experience through customer education by
providing information about medications and health
conditions. This empowers customers and enhances the
overall shopping experience.

Utilize data analytics tools to gain insights into consumer
behavior and preferences. This data-driven approach enables
pharmacies to refine marketing strategies, personalize
interactions, and optimize sales.

Embrace emerging healthcare technologies, such as
telemedicine services, to expand the range of services offered.
This can enhance convenience and attract a broader customer
base.

Strengthen collaboration with other healthcare providers, such
as physicians and clinics, to establish referral networks and
promote  comprehensive  healthcare  services.  Such
partnerships can enhance the pharmacy's role as a central hub
for healthcare.

Investigate the impact of sustainability initiatives, such as
eco-friendly packaging and green pharmacy practices, on
consumer behavior and sales performance. Aligning with
sustainability trends can resonate with environmentally
conscious consumers (Smith et al., 2020).

Scope for Future Studies:

While this research has made significant strides in unraveling
the complexities of consumer psychology, marketing
strategies, and sales performance in Mauritian community
pharmacies, numerous promising avenues for future studies
await exploration:

Conduct longitudinal studies to monitor the evolution of
consumer behavior and the effectiveness of marketing
strategies over time. This can provide valuable insights into
changing trends and preferences.

Extend the research to include cross-cultural comparisons,
comparing Mauritian findings with those from other countries.
Examining cultural differences in consumer behavior and
marketing effectiveness can offer a broader perspective.

Complement quantitative data with qualitative research
methods, such as in-depth interviews or focus groups, to delve
deeper into consumer motivations, emotions, and perceptions.
Qualitative insights can provide a richer understanding of
psychological factors (Chua et al., 2021).

Explore how changes in healthcare regulations or policies in
Mauritius may impact community pharmacies and consumer
behavior. Regulatory shifts can have profound effects on the
healthcare landscape (Patel & Gupta, 2018).

Investigate the role of emerging technologies, such as
artificial intelligence and telehealth, in reshaping community
pharmacy practices and marketing strategies. Technological
advancements are poised to revolutionize industry (Smith et
al., 2020).

Conduct research to segment consumers based on their
psychological profiles and preferences. This can lead to more
targeted and personalized marketing approaches, enhancing
engagement and loyalty (Brown & White, 2019).
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Assess the link between the strategies proposed in this
research and their impact on public health outcomes in
Mauritius. Understanding the broader healthcare implications
can be invaluable (Chua et al., 2021).

In conclusion, this study represents a significant stride toward
unraveling the intricate interplay between consumer
psychology, marketing strategies, and sales performance
within the unique context of community pharmacies in
Mauritius. The findings offer actionable recommendations for
pharmacy owners and practitioners to enhance their
competitive position, foster customer loyalty, and contribute
to improved healthcare access for the Mauritian population.
The path ahead is rich with opportunities for further research,
innovation, and continuous improvement in the realm of
community pharmacy practices (Patel & Gupta, 2018).

Appendix A: Questionnaire

"Exploring the Impact of Consumer Psychology on the Sales
Performance of Community Pharmacies in Mauritius: A
Marketing Strategy Perspective"

Dear Participant,

This survey on “Exploring the Impact of Consumer
Psychology on the Sales Performance of Community
Pharmacies in Mauritius: A Marketing Strategy Perspective
“is being carried out in partial fulfillment of my MBA at
Exceed University.

This questionnaire will take you less than 10 minutes to
complete. As such, there are no right or wrong answers.
However, the usefulness of survey findings depends on the
accuracy of your answers. Rest assured that all data will be
kept confidential and will be used for research purposes only.
Your participation is entirely voluntary and you have the right
to withdraw at any given moment.

If you have any queries or concerns regarding the
questionnaire, or about being part of this study, please contact
me via e-mail: mariyamsid13@@gmail.com

Thank you for your precious time and co-operation in giving
your honest personal views.

Mariyam Ather Siddiqui
Exceed College
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