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Abstract: Entrepreneurs today must be innovative and responsive to the needs of both the times and society to ensure the 

success and sustainability of their enterprises. This study aimed to describe the marketing strategies of Knopper Pharmacy, a 

partner industry of the University of Nueva Caceres in the Philippines, by employing a descriptive research design. Using semi-

structured interviews, the study gathered insights from customers who were members of the Buyers Club. The results generally 

revealed that the marketing strategies implemented by Knopper Pharmacy significantly increased sales at their retail outlets 

and encouraged continued patronage of their products. However, the implementation of these strategies encountered several 

challenges. These included the store's readiness to implement the marketing strategies, inconsistency in staffing, and the need 

for technical training for sales staff. The study concluded that the readiness of the store to implement marketing strategies was 

crucial for increasing sales and enhancing productivity. Based on these findings, a comprehensive marketing program was 

designed. Furthermore, it was recommended that staffing policies be reviewed, improved, and properly implemented. 

Additionally, sales staff should receive technical training, and marketing strategies should be periodically monitored to ensure 

their effectiveness. 
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1. Introduction 

 

Businesses today are constantly seeking opportunities in the market to drive advancement. They must view challenges as 

opportunities, tackle problems with innovative approaches, explore new dynamic business models, and introduce pioneering 

products and services [28]. The ultimate goal of every business is not just to succeed but to reinvent the way things work and 

make a positive impact on people’s lives [29]. Responsiveness to the needs of the time, provision of innovative and sustainable 

programs in marketing, social responsibility, business, education, and empowerment of the people are the ideals that an 

entrepreneur must uphold to ensure the success of an enterprise [25]. In the competitive business world today, Marketing plays 

a pivotal role. The primary objective of marketing is to increase a company's sales, which in turn maximizes the company's 

profit [21]. In other words, effective marketing strategies are essential for a company’s profitability and growth [11]. Marketing 

is a social and management activity that helps people get what they want and need through the production and exchange of 
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goods and services, say Mokhtar and Wan-Ismail [20]. At its core, marketing is all about catering to consumers' desires and 

requirements [12]. Meeting product demand and establishing profitable relationships with the market through the provision of 

superior value and satisfaction is the process of marketing management. Strong marketing strategies are essential for companies 

to make it in today's cutthroat business environment [16].  

 

Fundamentally, marketing strategies aim to offer goods and services in a manner that generates sustainable profits over time 

[5]. Promotional initiatives like this help spread the word about the brand's roadmap, which lays out the ideal course of action 

for the company. Strategic marketing is a key component of successful brands' ability to provide goods and services that really 

matter [1]. At every point of contact, the marketing campaign expresses the brand's values and decisions [6]. The Retail Trade 

Liberalization Act, or Republic Act No. 8762, allowed foreign investment in the distribution of food, medicine, toiletries, and 

luxury goods [27]. Although others think it hurts small businesses, the government sees RA No. 8762 as in line with its 

liberalisation goals. 

 

Additionally, the retail trade nationalisation law, RA No. 1180, was crucial in nationalising retail trade activity. It regulated 

retail business and prevented foreign participation, thereby promoting and strengthening competition among businesses [26]. 

Knopper Enterprises, a unified group of businesses based in the Philippines, aims to develop diverse products and services to 

meet heterogeneous customer needs through distribution and retail and establish valuable partnerships with notable suppliers 

and distributors [17]. For Knopper, marketing is about delivering satisfaction and value to all stakeholders [18]. The company 

is passionate about meeting the evolving demands of Filipinos by providing diversified services that balance quality and 

affordability [26].  

 

Creating value for customers is just as important as making a profit to Knopper's marketing strategies [23]. Knopper has come 

a long way, from being one of Bicol's most reliable healthcare providers to providing specialised services to institutions around 

the country [19]. The company's growth has been driven by its loyal customer base, which has allowed it to forge strategic 

alliances, keep in touch with offshore clients, and meet the demands of an increasingly globalised economy [27].  

 

1.1. Significance of the Study 

 

There are enough studies on marketing strategies alone. However, there is a lack of studies on the actual Marketing Programs 

implemented by retail businesses. Realizing this fact, this study aims to allow the business to achieve a sustainable competitive 

advantage and increase the intention of customers to repurchase. 

 

1.2. Objectives of the Study 

 

The general purpose of this study was to describe the marketing practices of Knopper, the partner industry of the University of 

Nueva Caceres based in the Philippines. Specifically, it sought to: 

 

• Determine the most effective marketing practices of Knopper 

• Identify the problems encountered in recent marketing strategies 

• Develop a marketing intervention program based on the findings 

 

2. Related Literature 

 

The concept of marketing emerged in the US in the 1960s and developed into a distinct field towards the century's close. At 

first, only businesses and other commercial organizations could use it. Because of Philip Kotler, marketing is now considered 

an established field of study in the commercial and non-profit spheres. A well-planned marketing strategy will make strategic 

use of available marketing resources in a methodical way to swiftly accomplish predetermined marketing goals. In order to 

meet reasonable and successful sales goals, marketing plans constantly assess and measure the myriad internal and external 

factors affecting the market. 

 

In addition, marketing planning gives everyone a feel for what's going on and how they can help, from the tiniest details of the 

specific competitive instance a firm plans to pursue to the big picture of the organization's short- and long-term goals. Because 

marketing plans should be based on corporate planning systems, it is impossible to prepare a company's marketing mix of 

activities in isolation from other business functional areas like production, finance, buying, R&D, human resources, law, and 

others. These are five steps in the marketing planning process:  

 

• The marketing audit, analytical aid in planning 

• SWOT analysis 

• Formulation of planning assumptions 
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• Setting of objectives and strategies  

• Development of desired programs of actions 

 

A company's approach to reaching its target audiences is known as its marketing strategy. Advertising, promotion, distribution, 

and, if relevant, customer service, packaging, sales, and distribution are all parts of a marketing plan that begins with market 

research, which evaluates needs, attitudes, and the products of rivals. The primary goal of any marketing plan should be to 

increase value for both the company and its consumers while decreasing expenditure. One of the trickiest problems decision-

makers have is figuring out how to measure the ROI of marketing spending on things like advertising, promotion, and 

distribution. Success in today's competitive, fast-paced markets hinges on marketing performance, and assessing marketing 

performance is key to managing it well. 

 

A company needs a way to dissect its marketing function and determine how different components interact with one another if 

it wants to know how effective its marketing strategy is. This will allow decision-makers to connect marketing spending with 

shareholder value and see how marketing campaigns contribute to overall business success. Those in charge will have insight 

into the company's intrinsic drivers of marketing value. Businesses can boost their profits by playing around with six marketing 

variables: pricing (both variable and fixed), research, advertising, product differentiation, quality, packaging, and location. 

 

According to Sanjeev et al. [47], advertising is a targeted strategy for increasing word-of-mouth advertising. Market exchanges 

that connect with current and future stakeholders as well as the public at large rely on marketing, say Sanjeev et al. [48]. 

Businesses of all sizes need to put themselves out there as advocates for their products and services. According to Verma and 

Srivastava [49], promotion is all about finding the right combination of marketing communication tools to transfer a product's 

message and brand from the manufacturer to the buyer. In their definition of promotion, Verma and Srivastava [50] include 

advertising, personal selling, public relations, sales promotion, and direct marketing. According to Mokhtar and Wan-Ismail 

[20], promotions are now an integral part of the product marketing mix. This mix includes the company's advertising and 

marketing goals as well as the precise combination of personal selling, sales promotion, public relations, and direct marketing 

tools. 

 

The term "after-sales service" refers to the ongoing relationship between a business and its clients after a product has been 

purchased. A warranty or service contract is a legal document that formalizes this connection when the product is sold to the 

customer. Activities that improve or facilitate the product's role and use are defined as after-sales service by Mahato and Gaurav 

[52]. According to Modekurti-Mahato et al. [51], after-sales service is defined as the actions taken by a company after a 

customer buys their product with the goal of reducing the likelihood of issues and increasing the satisfaction of using the goods. 

Researchers in the past have all come to the same conclusion: after-sale service is a marketing tactic that helps build lasting 

relationships with consumers, which increases customer happiness, loyalty, and ultimately, profits. 

 

The importance of Integrated Marketing Communication (IMC) in conveying a consistent message across different marketing 

platforms has been highlighted in recent research. Ramírez et al. [33] asserts that integrated marketing communications (IMC) 

is crucial for strengthening customer interactions and increasing brand equity via coordinated communication methods. 

Businesses can improve their brand's reputation and provide customers with a more streamlined experience by coordinating 

their promotional efforts across several platforms and resources. An effective framework for boosting client retention and 

profitability is customer relationship management (CRM). Customer relationship management (CRM) methods that work, 

according to [27], let companies increase customer happiness and loyalty through personalized marketing and better service. 

In order to create meaningful connections with their consumers and keep them as clients for the long haul, organizations can 

use customer relationship management systems to collect and analyze data. 

 

The significance of digital marketing strategies in driving online engagement and conversions has been extensively studied. 

Chiliya [5] discusses the impact of search engine optimization (SEO), social media marketing, and content marketing on 

enhancing brand visibility and customer interaction.   Digital marketing enables businesses to reach a wider audience, engage 

with customers in real time, and measure the effectiveness of their campaigns through analytics. Brand loyalty and customer 

satisfaction are pivotal for business success. According to Homburg et al. [13], consistent quality, trust, and emotional 

connections play vital roles in fostering long-term customer relationships and loyalty. Their research highlights the importance 

of delivering superior value and maintaining positive customer experiences to build strong brand loyalty. 

 

Recent research emphasizes the critical importance of adopting a customer-centric approach to marketing. According to Payne 

and Frow [22], understanding and enhancing the customer experience at every touchpoint is essential for developing effective 

marketing practices. They argue that businesses must focus on the entire customer journey to ensure satisfaction and loyalty, 

tailoring their strategies to meet the evolving needs and preferences of their customers. The use of data analytics in marketing 

is becoming increasingly important. Polo et al. [35] discuss how leveraging data can improve marketing effectiveness by 

enabling businesses to make informed decisions, personalize customer interactions, and optimize marketing strategies. This 
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approach allows for better targeting and more efficient use of marketing resources, ensuring that marketing efforts are both 

relevant and impactful [36]. 

 

Digital transformation poses significant challenges for businesses. Raju and Mahato [53] address the difficulties in adopting 

new technologies, training staff, and integrating digital processes with existing operations. These challenges are crucial to 

understand when identifying problems in current marketing strategies. Businesses must navigate these challenges to implement 

digital transformation initiatives that enhance their marketing capabilities successfully. Organizational readiness is a key factor 

in the successful implementation of new marketing strategies. Armenakis and Harris [2] highlight common obstacles such as 

resistance to change, lack of training, and inadequate resources, which can impede the effectiveness of marketing initiatives. 

Ensuring that an organization is prepared for change involves addressing these obstacles and fostering a culture that embraces 

innovation [3]. 

 

Continuous training and development for marketing teams are essential for improving skills, motivation, and performance. 

Mahato [54] demonstrates that employee satisfaction directly impacts customer satisfaction, highlighting the need for robust 

training programs to enhance marketing effectiveness. By investing in the professional development of their marketing teams, 

businesses can ensure that their staff is equipped with the knowledge and skills needed to execute effective marketing strategies. 

Strategic marketing interventions are crucial for enhancing customer experience and organizational performance. Kim and Lee 

[15] provide insights into designing and implementing comprehensive marketing programs aimed at improving customer 

engagement and satisfaction. These interventions involve a systematic approach to analyzing market conditions, setting clear 

objectives, and executing targeted marketing activities. 

 

3. Related Studies 

 

3.1. Foreign Studies 

 

Mahato and Kumar [55] conducted research on a sample of SMEs in the Oluyede local government of Ibadan, Kenya, to 

determine the effects of marketing strategy on company performance. Results showed that product, location, pricing, packaging, 

and after-sale service were all strong indicators of company success, both alone and in combination. On the other hand, the 

research found that promotions don't really boost company performance. Researchers Modekurti-Mahato and Kumar [56] 

looked at the marketing approaches taken by Malaysian manufacturing companies. As a research tool, he employed a structured 

questionnaire. According to the study's findings, small and medium-sized exporters (SME exporters) mostly use the innovative 

differentiation strategy, which encompasses technological superiority of things, enhancement of new items, and usage of 

modern communication tactics. At long last, the secret of their export success has been revealed. 

 

The effect of key marketing variables on the financial performance of French pharmaceutical industry enterprises was also 

investigated by Polo et al. [39]. The survey method was employed as their study design. A correlation between company size 

and return on equity was found, they found. Investigating the impact of sales promotion on organizational performance, Ochoa 

et al. [40] used a case study of a Sunshine Plastic Company in Kenya. Organizational performance is significantly impacted by 

sales promotion, according to the study. Any effort made by a company to boost product or service sales, usage, or trial is 

known as sales promotion. Digital marketing has a revolutionary impact on consumers' buying habits, according to recent 

studies. The impact of digital marketing channels on retail consumers' decision-making processes was investigated by Salazar 

et al. [37]. According to their research, customers' purchase intentions are greatly influenced by social media marketing and 

endorsements from influential users, as these tactics increase their trust in and engagement with the company [38]. 

 

Content marketing has been identified as a critical strategy in B2B marketing. A study by Jobber and Ellis-Chadwick [14] 

examined the effectiveness of content marketing in generating leads and fostering brand loyalty among B2B companies. The 

findings indicate that high-quality, informative content that addresses the needs of business clients leads to increased 

engagement and long-term relationships. The rise of mobile advertising has opened new avenues for consumer engagement. 

Ochoa et al. [41] investigated the effectiveness of personalized mobile advertisements in capturing consumer attention and 

driving engagement. Their study concluded that mobile ads tailored to individual preferences and behaviours result in higher 

click-through rates and improved brand perception. 

 

The role of social media in building and enhancing brand loyalty has been extensively studied. According to a study by Phua, 

Krishna Kumar et al. [42], active social media engagement through interactive content and responsive customer service fosters 

a sense of community among customers, which in turn strengthens brand loyalty and advocacy. Customer Relationship 

Management (CRM) systems have proven to be instrumental in improving sales performance. In their study, [26] found that 

businesses utilizing advanced CRM systems to analyze customer data and personalize interactions experienced significant 

increases in sales and customer satisfaction. The integration of CRM with sales strategies allows for more targeted and effective 

marketing efforts. 
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3.2. Local Studies 

 

According to research by Zhang and Mao [32], small and medium businesses in Western Tarlac face a number of challenges 

when it comes to marketing management. These include, but are not limited to, low prices, products that don't meet customer 

needs, a lack of customers, high promotional costs, intense competition, and declining demand due to oversaturation and 

constant price increases. In addition, he came to the conclusion that retail establishments in Tarlac are less hierarchical and 

more autonomous from larger organizations like the parent company or main branch. When it comes to delivering products to 

clients, they have solid strategies. Because of the vast volumes of items purchased for customers and the need of inventory 

control in determining costs, enterprises are more "customers and business-centred" [30]. They concluded that companies 

should try to innovate marketing by introducing new products or services to the market or by including more advanced features 

or supplementary services in their existing marketing offerings [30]. A competitive advantage is increased service, which sets 

it apart from rivals by offering speedier service and a warranty to clients at no additional cost [31]. 

 

They also suggested that businesses/firms should improve costs. It should be cost-efficient whether the strategy used is the 

lowest cost provider or best cost provider. We should bear in mind that quality is not sacrificed and that all parties involved 

(seller and buyer) benefit. A harmonious relationship with the customers should be maintained and sustained. Hence, customer 

suggestions should be heard and given careful consideration, especially when making plans. A recent study by Dess and Davis 

[7] examined the role of digital marketing in enhancing the competitiveness of SMEs in the Philippines. The findings revealed 

that SMEs leveraging social media, email marketing, and search engine optimization experienced significant growth in 

customer base and sales. The study emphasized the need for SMEs to adopt digital marketing strategies to remain competitive 

in the evolving market landscape. 

 

In their research, Ramírez et al. [34] explored the factors influencing customer satisfaction and loyalty in retail stores in Metro 

Manila. The study found that quality of service, product variety, and store ambience were critical determinants of customer 

satisfaction. Furthermore, satisfied customers exhibited higher loyalty, indicating that retail stores should focus on enhancing 

these aspects to build a loyal customer base. Porter [24] investigated the adaptation of e-commerce platforms by Filipino 

businesses and its effect on business performance. The study revealed that businesses adopting e-commerce platforms 

experienced increased reach and improved operational efficiency. The research highlighted the importance of technological 

readiness and strategic planning in successfully implementing e-commerce solutions. 

 

A study by Dess and Davis [7] analyzed the impact of social media marketing on consumer purchase decisions in the 

Philippines. The results indicated that social media advertisements, influencer endorsements, and user-generated content 

significantly influenced consumers' buying behaviour. The study suggested that businesses should strategically use social media 

to engage consumers and drive purchase decisions. [10] conducted a study on the effectiveness of mobile marketing strategies 

in the Philippine market [9]. The research found that personalized mobile messages, app-based promotions, and location-based 

services significantly increased consumer engagement and sales. The study recommended that businesses invest in mobile 

marketing to capitalize on the growing mobile user base in the country [8]. 

 

3.3. Theoretical Framework 

 

This study is anchored on the Perceived Service Quality Model, which was introduced by Christian Gronroos in 1982. In an 

online article by Krishna Kumar et al. [43], Gronroos said that "as perceived by the customer, the quality of a service is the 

result of a comparison between the expectations of the customer and his real-life experiences. If the experienced quality exceeds 

the expected quality, the total perceived quality is positive. If the performance or the experience does not meet expectations, 

the perceived quality is low." 

 

Further studies have been conducted on the service quality model by Bhuvaneswari et al. [44]. Their concept of service quality 

identified several determinants that customers use to evaluate quality. These include reliability, responsiveness, competence, 

access, courtesy, communication, credibility, security, knowing the customers, and tangibles. They also stated that the "service 

quality framework was based on three propositions: a. service quality is a function of the difference between perceived service 

and expected service, b. the difference between perceived service and expected service is a function of four different gaps, and 

c. people tend to evaluate service quality primarily based on experience characteristics." 

 

The business focus is to provide quality service to the customers. When they avail of the products and services, they expect to 

get the best of both. They believe in the business, which is why they deal with the business. If the customer is satisfied with the 

products and services, the expected quality is fulfilled. If the business does not meet the customer's expectations, the customer 

will be dissatisfied. 
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The marketing mix elements are the basic tactical components of a marketing plan. Also known as the Four P’s, the marketing 

mix elements are price, place, product, and promotion. This was suggested by Rehman et al. [45]. The product has to have the 

right features, the price must be affordable, the products and services must be in the right place, and the company must use 

effective promotion to market the products and services. McCarthy’s Four P’s of marketing looks at marketing from the 

perspective of the marketer. It identifies what variables marketers have to work with, and hence is sometimes referred to as a 

marketing management perspective. 

 

Kiran and Arumugam [46] built a model consisting of the 7’s of marketing. In addition to product, price, promotion, and place, 

they included people, physical evidence, and process. The product must be appropriate and suitable for the market and the 

consumers in today’s world. The price must be appropriate and acceptable to the customers. The place should be accessible to 

the client. Promotion includes all the ways the company tells the customers about their products or services and how the 

company markets and sells the Products and services to them. Booms and Bitner discussed that the process is the actual 

procedure and flow of activities by which the service is delivered. It is the actual service that the customer experiences. The 

next P is people; the company must develop the habit of thinking in terms of the people inside and outside of the business who 

are responsible for every element of the sales and marketing strategy and activities. The ability to recruit and hire the right 

people who can execute the job they are expected to do would definitely help the company. The last P is the physical evidence. 

It is the environment within which the service is delivered. 

 

Moreover, the theory of corporate social responsibility in 2011, or CSR, is a theory on business ethics ideology that further 

supports the present study. To companies that want to build and maintain successful long-term businesses, it’s a business 

process that requires strict adherence to societal expectations. CSR involves a company’s ethical interactions with all 

stakeholders, including customers, suppliers, employees, and communities. It also encompasses environmental responsibility, 

which is prominent in the 21st century. 

 

3.4. Conceptual Framework 

 

The conceptual framework of this study is indispensable for visualizing and understanding the process by which this study is 

to be conducted. Knopper Enterprises has implemented marketing programs that reflect the needs and interests of its customers 

and express the business intention, which doesn’t just focus on returns but also contributes to the community and, ultimately, 

to the country as a whole. This study presents the Marketing Programs of Knopper Enterprises. Correspondingly, the present 

study determined whether the Marketing program makes it easier to sell business products. Moreover, the study aimed to 

contribute to a more comprehensive understanding of retail businesses. The conceptual paradigm is presented logically to 

understand what the study is all about. 

 

4. Research Methodology 

 

The present research work adopted a descriptive design. The descriptive design used the data gathered to provide a picture of 

the study and to interpret the responses of the respondents. The study was conducted in Naga City, Bicol, Philippines. Naga 

City is a 2nd class-independent component city in the Bicol Region, Philippines. It hosts the majority of the primary and 

secondary hospitals in Region V, Philippines, which is the primary market of Knopper Enterprises. Data on the most and least 

effective marketing strategies were taken from existing records of customer availments of promotional offers. On the other 

hand, 22 sales staff served as respondents in a focus group discussion because of their direct engagement with customers in the 

implementation of the marketing strategies. They were asked to respond about the problems they encountered regarding the 

marketing strategies. To determine the validity and reliability of the FGD, three marketing experts were consulted on what 

questions to ask the respondents. 

5. Result and Discussion 

 

5.1. Marketing Practices of Knopper  

 

5.1.1. Knopper Suki Card 

 

An initial process that is open to all Knopper Branches’ customers encourages new customers to enrol and be a part of the 

promo. A participant is entitled to get one free stamp once a purchase is made with any single receipt purchase, and it is valid 

for one stamp only. The suki card contains twelve stamps to complete the challenge and automatically becomes a member of 

the Buyers Club. 
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5.1.2. Knopper Buyer’s Clubfig 

 

Knopper Buyer’s Club aims to profile all of Knopper’s loyal customers, which encourages repeat and continued purchases. 

KBC is a culmination of a program that tracked customers who are legible to the following perks and privileges (Table 1): 

 

• Priority Lane: All members of the Knopper Buyer’s Club are VIPs and will be treated with utmost importance and 

priority. 

• Gift Coupons: Gift coupons will be received if a member hits the corresponding minimum worth of purchase. 

 

Table 1: Marketing Practices of Knopper 

 

Worth of Purchase Gift Certificate Worth 

P200 2 

P500 5 

P1,000 10 

P1,500 30 

P3,000 60 

P5,000 100 

• Quarterly Promo: If the worth of purchase of a member is within the required minimum worth of purchase (P1,500, 

P3,000 and P5,000 above, excluding distribution medicines), a member may claim their reward according to the 

minimum worth of purchase. 

• Gamot on the Go: Reaches members/customers who cannot visit our outlets or wish to avoid long customer queues 

to purchase their needed medicines, medical supplies, and other needs through 24/7 order preparation and delivery. 

• A 5% discount shall be given to members with at least P2,000 worth of a single purchase. Should a member have 

other applicable discounts (e.g., senior citizen, PWD, or product discount), they shall choose only one discount. 

Additional discounts apart from the KB Club discount are not allowed. 

• A member can redeem the birthday treat promo if they have at least P2,000 worth of accumulated purchases within 

their birth month. The promo is only redeemable within the member's birth month. A member shall present a valid 

ID and their KB Club membership card upon redemption of the promo. 

 

5.1.3. Knopper Gift Coupons 

 

This program is open to all Knopper Buyer’s Club Members. A member can get gift coupons if they hit the corresponding 

minimum worth of purchase (Table 2): 

Table 2: Knopper Gift Coupons 

 

Worth of Purchase Gift Certificate 

Worth 

P200 2 

P500 5 

P1,000 10 

P1,500 30 

P3,000 60 

P5,000 100 

If a member successfully refers a buyer to any Knopper outlet, they can get gift coupons. GCs will vary on the minimum worth 

of purchase of the referral (Table 3): 

 

Table 3: The minimum worth of purchase of the referral 

 

Worth of Purchase Gift Certificate Worth 

P200 P1 

P500 P2 

P1,000 P5 
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P1,500 P15 

P3,000 P30 

P5,000 P50 

5.2. Knopper Referral Program 

 

This program is open to all Knopper Buyer’s Club Members. Should a customer want to join the program, they must secure 

membership to the Knopper Buyer’s Club. A referral denotes a non-knopper customer or non-member of the referral program. 

If a member successfully refers a buyer to any Knopper outlet, both the member and referral shall receive gift coupons. GCs 

will vary on the minimum worth of purchase of the referral (Table 4): 

 

Table 4: Knopper Referral Program 

 

Worth of Purchase Gift Certificate Worth 

P200 2 

P500 5 

P1,000 10 

P1,500 30 

P3,000 60 

P5,000 100 

Active members of this program will receive snacks and vouchers for other gift items from Knopper, redeemable at Knopper 

Outlets only. 

 

5.2.1. Discount Flyers 

 

A discount flyer will be given to customers with a purchase worth P1,500, P3,000 and P5,000 and above. If a customer presents 

a discount flyer, the Knopper employee will collect the flyer and document the discount. 

 

5.2.2. Gamot On the Go 

 

This program aims to reach customers who cannot visit Knopper stores to purchase their needed medicines, medical supplies, 

and other needs through 24/7 delivery. Customers can call/text the mobile numbers of Knopper Branches to order the medicines, 

medical supplies, and other items they need. Sales staff will confirm, summarize and prepare their order for delivery. A delivery 

courier will deliver the items and the purchase bill to a customer for their settlement. All Gamot on the Go subscribers will get 

an eco-bag freebie. 

 

5.3. Most and Least Effective Knopper Marketing Strategy 

 

As shown in Appendix A with Table A (Data on Customers who Availed of Knopper’s Marketing Promos) during Knopper’s 

implementation of its marketing programs, first in rank is the Knopper Suki Card, which was determined to be the most effective 

strategy as it covers the initial stage in joining customers to its club, to purposely convert customers repeat purchase and 

eventually becoming their loyal customers. As shown in Appendix B with Table B, four hundred fifty (450) customers were 

listed as members of Knopper’s Buyers Club and finishers of the suki card. On the other hand, the least effective is the least 

ranked strategy with a total of ninety (90) customers, which is the gambit on the go as it is only in its initial implementation 

stage. As shown in Appendix B (Sales Performance 2020 vs 2021), the findings reveal that the main objective of marketing 

programs is to boost sales to their retail outlets and formulate redefined or new programs according to the changing consumer 

behaviour and buying patterns of Knopper Enterprises. From January to December 2021, the sales of Knopper grew by 8% 

versus the same period of last year, and an average monthly increase of P411,813.07 was observed. Aside from this, their 

marketing initiatives aim to leave a mark and retention in customers’ minds to achieve repeat purchases and continued patronage 

of their products. 

 

5.4. Problems Met in The Implementation of Marketing Strategies  

 

Certain problems were encountered as Knopper executed its different marketing strategies. Appendix B showed that one of the 

main problems that arose was the consistency of the sales staff to monitor the ailment of the incoming members of the Knopper’s 
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Buyers Club, as it requires the sales staff’s initial completion of the suki card by stamping before a customer becomes a full 

pledged member and enjoy the benefits of the club. Another problem is the lack of interest of some customers to complete the 

stamping of the suki card, which is a prerequisite to becoming a member of the club, because most of them are always in a 

hurry to leave the pharmacy since they have to go back to their love ones who need the medicines that they bought. Other 

problems identified were (a) financial limitations of customers, (b) customers buying only a small amount of product, which 

will not qualify them for the promos, and (c) unavailability of stocks.  

 

With the Gamot on the Go program, the company's readiness to implement the program is a struggle. This is due to 

understaffing, which results in the inability to render fast service to customers, lack of training to deal with technicalities of 

pharmaceutical and medical products and the Food and Drug Administration, a licensing giving body, has no clear stand 

regarding the specific program. These identified problems imply that there are certain training needs of sales staff, which are 

in the areas of proper procedure in customers’ availing of promos, training on customer relations, training on efficiency in stock 

monitoring and training on multitasking. Through these trainings, the marketing strategies of Knopper Trading can be enhanced. 

 

6. Proposed Marketing Intervention Programs 

 

Entrepreneurs of today must be innovative and responsive to the needs of the time and society to ensure the success and 

sustainability of an enterprise. According to Ramirez et al. [25], marketing is believed to be a critical success factor in the 

growth and ultimate survival of a firm. It is viewed as one of the most important aspects of a business. Businesses are, therefore, 

constantly looking to determine the factors for success and identify which are critical for them to stay ahead of the competition 

and create value for their customers. Based in the Philippines, Knopper Enterprises, a unified group of businesses that aims to 

develop variants of products and services for heterogeneous customer needs through distribution and retail, feels the need to 

improve the effectiveness in the employment of varied marketing strategies to increase sales and productivity. Thus, this 

training is proposed. 

 

6.1. Description of the Training  

 

This is a 4-day training program for the sales force of Knopper Enterprises. Each participant shall have a training budget of one 

thousand three hundred pesos (P1,300.00) chargeable to the company’s people development fund, local funds and other sources 

to defray expenses for meals, speakers’ honoraria, tokens and supplies needed to conduct the training program. 

 

6.1.1. Goals 

 

At the end of the training, the participants are expected to: 

 

• Hone their ability to master the art of selling; 

• Enhance positive selling skills. 

• Develop a sound personality. 

• Deep understanding of the company’s vision, mission and objectives. 

• Mastery of the marketing programs and policies employed by the company. 

 

6.1.2. Strategies 

 

The training program will have interactive and educational training methodologies like lectures, workshops and return demos. 

Training Program Modules (Table 5): 

 

• Technical Training 

• Salesmanship 

• Personal Development 

• Team Synergy 

 

Table 5: Budgetary Requirements 

 

Supplies and Materials Php 10,000 

Meals (P150x3mealsx4daysx30pa x) 54,000 

Snacks (P50x3mealsx4daysx30pax) 18,000 

Speakers’ Honoraria 15,000 

Contingency Fund 10,000 
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TOTAL Php 107,000 

6.1.3. Monitoring and Evaluation 

 

The training will be monitored and evaluated by the training program specialist (Table 6).  

 

Table 6: Implementation Mechanics 

 

 

Time 

 

Session 

 

Topics 

 

Objective/s 

 

Methodology 

Persons 

Involved 

 

Materials 

DAY 1 

7:00-8:30 

AM 

Registration 

8:30-9:00 

AM 

Opening Program 

TECHNICAL TRAINING 

 

9:00-9:30 AM 

 

Session 

1 

 

General Responsibilities 

Lecture, 

Workshop/Reporti

ng 

Resource 

Speaker and 

Participants 

 

LCD, Laptop, and 

Visuals 

 

9:30-10:30 AM 

 

 

 

 

 

Session 

2 

 

 

 

Functions of 

Different 

Company 

Positions 

To enhance sales 

staff knowledge of 

the different types 

of functions and 

company positions 

to avoid 

overlapping tasks. 

 

 

 

 

Lecture, 

Workshop/Reporti

ng 

 

 

 

 

Resource 

Speaker and 

Participants 

 

 

 

 

 

LCD, Laptop, and 

Visuals 

 

 

10:30-12:00 NN 

 

 

 

 

 

 

Session 

3 

 

 

 

 

 

 

Dispensing 

Procedures 

To enhance sales 

staff knowledge of 

the process of 

dispensary 

procedures, 

including balancing 

of ins and outs, and 

to be aware of the 

do's and don'ts in 

the food and drug 

regulations. 

 

 

 

 

 

 

Lecture, 

Workshop/Reporti

ng 

 

 

 

 

 

 

Resource 

Speaker and 

Participants 

 

 

 

 

 

 

LCD, Laptop, and 

Visuals 

 

1:00-5:00 PM 

 

 

Session 

4 

 

 

Inventory 

Stock 

Report 

Encourages sales 

staff to be updated 

on the stock level 

to avoid being out 

of stock. 

 

 

Lecture, 

Workshop/Reporti

ng 

 

 

Resource 

Speaker and 

Participants 

 

 

LCD, Laptop, and 

Visuals 

DAY 2 

 

8:00-12:00 PM 

 

 

 

Session 

5 

 

 

Collection 

and 

Remittance 

Report 

Enhance sales 

staff’s knowledge 

of the basic 

concept of proper 

reporting of sales 

remittances. 

 

 

Lecture, 

Workshop/Reporti

ng 

 

 

Resource 

Speaker and 

Participants 

 

 

 

LCD, Laptop, and 

Visuals 

 

1:00-5:00 PM 

 

 

Session 

6 

 

 

Logistics 

Report 

To aid sales staff 

monitoring to 

present new 

company-owned 

materials. 

 

Lecture, 

Workshop/Reporti

ng 

 

Resource 

Speaker and 

Participants 

 

 

LCD, Laptop, and 

Visuals 

DAY 3 

SALESMANSHIP TRAINING 
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8:00-10:00 AM 

 

 

 

 

 

Session 

7 

 

Positive 

Selling 

Strategies 

and 

Choosing 

Appropriate 

Sales 

Approaches 

To Enhance Sales 

Staff Knowledge of 

Positive Selling 

Strategies and 

Choosing 

Appropriate Sales 

Approaches in 

Delivering 

Committed Sales 

 

 

 

 

 

Workshop/Reporti

ng 

 

 

 

 

 

Resource 

Speaker and 

Participants 

 

 

 

 

 

LCD, Laptop, and 

Visuals 

 

10:00-12:00 NN 

 

Session 

8 

Suggestive 

and 

Commitmen

t Selling 

To Aid, Sales Staff 

Develop the will 

and Commitment 

to make a sale 

Lecture, 

Workshop/Reporti

ng 

Resource 

Speaker and 

Participants 

 

LCD, Laptop, and 

Visuals 

PERSONAL DEVELOPMENT TRAINING 

 

 

1:00-2:00 PM 

 

 

 

Session 

9 

 

 

 

Personality 

Developmen

t 

To help sales staff 

understand the 

different types of 

customers and their 

personalities and 

how to deal with 

them. 

 

 

 

Workshop/Reporti

ng 

 

 

 

Resource 

Speaker and 

Participants 

 

 

 

LCD, Laptop, and 

Visuals 

 

2:00-5:00 PM 

 

Session 

10 

 

Leadership 

Training 

To help Sales Staff 

Understand and 

Develop 

Leadership Skills 

 

Workshop/Reporti

ng 

 

Resource 

Speaker and 

Participants 

 

LCD, Laptop, and 

Visuals 

DAY 4 

 

 

 

8:00-9:00 AM 

 

 

 

Session 

11 

Company 

Mission, 

Vision and 

Culture 

To Enhance Sales 

Staff Knowledge of 

the Company's 

Direction. 

 

 

Workshop/Reporti

ng 

 

Resource 

Speaker and 

Participants 

 

 

LCD, Laptop, and 

Visuals 

 

 

9:00-10:00 AM 

 

 

Session 

12 

Standardizat

ion of 

Employee 

Benefits 

To Motivate and 

Encourage Sales 

Staff to do more 

and Make a 

Difference in their 

Work Performance. 

 

Lecture, 

Workshop/Reporti

ng 

 

Resource 

Speaker and 

Participants 

 

 

LCD, Laptop, and 

Visuals 

10:00-12:00 NN  

Session 

13 

Staff and 

Managemen

t 

Assessment 

To enhance the 

sales staff and 

management team 

to assess the needs, 

Aspirations, and 

realizations of the 

organizations. 

 

 

Lecture, 

Workshop/Reporti

ng 

Resource 

Speaker and 

Participants 

 

 

LCD, Laptop, and 

Visuals 

1:00 PM – 3: 00 

PM 

    

Closing Program 

  

3:00 PM0 

 

                          Announcements/up

date 

   

7. Conclusion 

 

The implementation of the Knopper Suki Card has proven to be the most effective marketing practice for Knopper Enterprises. 

This initiative, which is open to all Knopper Branches' customers, encourages new customers to enrol and participate in the 

promo, allowing them to earn points based on their purchase amounts. These points can be used to discount future purchases 

and automatically make the customers members of the Buyers Club. This strategy significantly increased the company's sales 

in 2021, a period during which the business began to recover from the effects of the pandemic. However, the company has 

faced several challenges in its marketing strategies, particularly in terms of the readiness and consistency of its human resources, 

as well as the preparation of resources needed for effective marketing. These challenges have hindered the smooth execution 
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of marketing initiatives and have highlighted the need for a more robust approach to staff training and development. In light of 

these challenges, the proposed training program for sales staff aims to address these issues by enhancing the skills and 

capabilities of the sales force. This four-day training program will focus on honing selling skills, enhancing positive sales 

techniques, developing sound personality traits, deepening understanding of the company's vision, mission, and objectives, and 

mastering the marketing programs and policies employed by the company. By equipping the sales staff with these competencies, 

Knopper Enterprises can ensure a more consistent and effective implementation of its marketing strategies. 

 

7.1. Recommendation 

 

To further capitalize on the success of the Knopper Suki Card promo, it is recommended that the company continue and enhance 

this initiative by upgrading it to a digitized or electronic card. This upgrade will automate transactions and streamline the 

recording of necessary information, making the process more efficient and user-friendly for both customers and staff. 

Additionally, the company's staffing policies must be thoroughly reviewed, improved, and properly implemented. This includes 

providing the sales staff with technical training to enhance their product knowledge and sales skills. Regular and periodic 

monitoring of marketing strategies should also be conducted to ensure that they are effectively meeting the company's goals 

and objectives. The proposed training intervention should encompass comprehensive modules that cover technical aspects, 

salesmanship, personal development, and team synergy. By focusing on these areas, the training program will not only improve 

the individual performance of the sales staff but also foster a collaborative and supportive work environment. This holistic 

approach to staff development will ultimately lead to improved sales performance, greater customer satisfaction, and sustained 

business growth for Knopper Enterprises. 

 

Furthermore, it is recommended that Knopper Enterprises invest in continuous learning and development opportunities for its 

sales team. This could include advanced training sessions, workshops, and seminars that focus on emerging marketing trends 

and innovative sales techniques. By staying abreast of industry developments and equipping the sales staff with cutting-edge 

skills, Knopper Enterprises can maintain a competitive edge in the market and continue to drive business success. 

 

Appendix  

 

Appendix A 

 

Table A:  Data on Customers Who Availed of Knopper’s Marketing Promos 

 

Marketing Promo MSH Main Domino Nick Total Rank 

Suki card finishers turned to 

knopper buyers club members   

146 79 128 97 450 1 

Purchase worth P5,000 and got a 

knopper freebie  

31 38 13 21 103 3 

Purchase worth P5,000 and got a 

knopper freebie 

30 25 14 30 99 4 

Purchase worth P5,000 and got a 

knopper freebie 

60 6 19 49 134 2 

Gamot on-the-go customers 42 10 14 24 90 5 

Appendix B 

Table B: Sales Performance Year 2020 vs 2021 
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S
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s 

P
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J
a

n
u

a
ry

 

F
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a
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M
a
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A
p
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l 

M
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y
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 2020 4,653,280.39 3,300,530.06 4,703,356.21 1,187,195.16 4,009,508.79 3,853,011.49 

  
  

  
 

G
L

O
B

A
L

 2021 4,738,706.25 4,076,157.22 3,986,496.67 4,608,278.42 4,144,923.03 4,647,540.65 

2020 variances  85,425.86 775,627.16 716,859.54 394,170.11 135,414.24 794,529.16 

% 2020 

variances  

2% 19% 18% 9% 3% 17% 

2021 target 5,118,608.43 3,630,583.07 5,173,691.83 4,635,519.14 4,410,459.67 4,238,312.64 
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Target variances -379,902.18 445,574.15 -  

1,187,195.16 

- 27,240.72 265,536.64 409,228.01 

 % Target 

Variances  

-7% 12% -23% -1% -6% 10% 
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