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INTRODUCTION

The pharmaceutical industry in Kenya, particularly micro, small, and medium enterprises (MSMES), plays a crucial role in
the nation's economy. Despite their potential, many pharmaceutical MSMEs struggle to adapt to the fast-paced digital
transformation, which includes innovations such as e-procurement, e-marketing, e-payment, and telemedicine. This slow
adoption limits their competitiveness and market performance, highlighting a significant scientific problem: understanding
the relationship between digital transformation and market performance in this sector.

This research aims to examine how these digital strategies influence the market performance of pharmaceutical
MSMEs in Nairobi City County. Addressing several intermediate challenges, such as identifying barriers to digital adoption
and evaluating the effectiveness of existing digital tools, will help achieve this goal. Previous studies have shown that digital
transformation is critical for enhancing operational efficiency and market outreach (Bouncken et al., 2018, Kalei, 2020;
Ledo & Silva, 2021).

Using a cross-sectional descriptive research design, the study surveys 122 MSMEs to gather data on their
experiences with digital technologies and their perceived impacts on market performance. This research is timely and
relevant, as the findings will contribute to the understanding of how digital transformation can enhance the performance of
pharmaceutical MSMEs, providing insights for stakeholders in the industry.

In the subsequent sections, the paper will detail the methodology employed, present the results of the study, and
discuss the implications of the findings for the pharmaceutical MSME sector in Kenya.
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LITERATURE REVIEW
Theoretical Literature Review
Dynamic Capabilities Theory
Teece and Pisano (1994) developed their dynamic capabilities theory, which extended the resource-based view (RBV) of
the firm. It is posited that RBV, being static in nature, is insufficient in elucidating the firm's competitive advantage in a
dynamic market. Conversely, due to varying types of resources and capabilities possessed, businesses within the same
industry exhibit disparate performances based on RBV. The significance of dynamic capabilities in facilitating digital
services and strategic alteration within a competitive, digital, and customer-centric business environment is underscored by
Coreynen et al. (2020). They exemplify how dynamic capabilities are indispensable at each of the three stages they
identified— Digitalization of business processes, goods and services, and business models. This theory supports digital
transformation variable and market performance variable of the study.

Resource Based View

According to the theory, an organization's resource profile determines its performance, and the possession and use of unique
resources that the company possesses is what gives an organization its superior performance (Barney, 1986). According to
Grant (1991), the extent to which durability, transparency, transferability, and replicability affect the Resource-Based Theory
(RBT) is substantial. According to the RBT, companies can gain a competitive edge if they possess rare, valuable, and
distinctive resources that result in higher performance. However, detractors of the theory point out that it omits information
about how resources can be created and used to gain a competitive advantage (Priem & Butler, 2001). The dependent
variable, or the study's market performance, is supported by the theory.

Diffusion of Innovations Theory

The process by which innovations are embraced by users is explained by the Diffusion of Innovations Theory (DIT). Rogers
(1995) defined diffusion as the process by which novel concepts disseminate among memberships of a social system over
an extended time and via a variety of networks. According to Schiffman et al. (2010), not all innovations have the same
chance of being adopted by consumers; some are quickly embraced, while others take longer, and still others are completely
rejected. Marketers might not be able to predict with absolute certainty whether innovations were adopted. The E-marketing
innovation variable is supported by this theory.

Resource Dependence Theory

Pfeffer and Salancik put the theory forth in 1978. Resource Dependency Theory (RDT) states that an organization succeeds
when it makes the most use of its resources (Pfeffer, 1981). Weber's 1947 study of the foundations of power in organizations
incorporated ample of the initial research of social exchange theorists and political scientists. The first person to extend
power-based arguments from intra-organizational relations to relationships between organizations was Selznick (1949).
According to RDT, the relationships between organizations are based on a system of power dynamics and resource exchange.
Academics contend that as the nonprofit sector becomes more commercialized, the caliber of services offered by nonprofit
organizations will decline (Adams & Perlmutter, 1991). The goal of competitive strategies is to give SMEs a stronger
foothold in the increasingly competitive and expanding business environment (Ogunyemi, 2020).

Electronic Marketing Theory (EMT)

It is the submission of electronic technologies to the components of the marketing synthesis — Electronic Marketing Theory
(Dann & Dann, 2011). Building upon the principles of marketing theory, Electronic Marketing Theory contends that
managers can now use electronic technologies to inform decisions related to the Ps of marketing due to technological
advancements and variations in the marketing environment (Harridge-March, 2004). According to the theory, businesses
can more successfully achieve their marketing goals when they manage the components of the marketing mix using both
online and offline tactics (Harridge-March, 2004). Electronic Marketing Theory is pertinent to the present investigation
because it facilitates comprehension of the advantages that organizations can derive from implementing electronic marketing
strategies.

Upper Echelon Theory

Upper Echelons Theory Donald Hambrick and Phyllis Mason developed and published the upper echelons hypothesis in
1984. They claimed that focusing on the dominant coalition, especially senior managers, was critical to understanding why
organizations operated the way they did. According to Hambrick and Mason (1984), the upper echelons' qualities influenced
the organization's strategic decisions, which in turn influenced its performance. As a result, they came to the conclusion that
organizational performance levels are determined by the interplay of the situation, upper echelon traits, and strategic
decisions. This theory supports the telemedicine variable and dependent variable

Empirical Review

E- Procurement and Market Performance

Mutunga (2020) carried out a study to investigate the effectiveness of e-procurement in state corporations in Kenya. The
study's conclusions showed that state corporations have improved their procurement performance by implementing a variety
of e-procurement strategies. The findings of the regression analysis showed that state corporations' e-procurement initiatives
have had a major impact on their procurement strategies.
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Barasa et al. (2017) looked into how E-Procurement affected public organizations' organizational performance, with a
particular emphasis on the Bungoma County Government. The study's conclusions show that the performance of SMEs is
significantly impacted by e-tending, e-ordering, e-purchasing, organizational performance, and use of digital procurement
systems.

E-Marketing and Market Performance

Kawira, Mukulu, and Odhiambo (2019) examined how e-marketing affected the performance of Micro, Small and Medium
Enterprises (MSMEs) in Kenya. The study was conducted with adherence to the positivist research philosophy by the
researchers. According to the results of the bivariate regression, digital marketing significantly improved MSMEs'
performance. According to this study, digital marketing should be adopted by MSMEs' owners and managers in Kenya as a
means of achieving higher performance. Due to Kenya's high mobile phone penetration rate, better internet access, and
dynamic, user-friendly social media platforms, business owners there should utilize these tools for marketing. One
philosophical gap in the study is that, although the present version does not use positivism theory, the previous one did. The
present gap was filled by research questions, whereas the second gap was conceptual in nature and relied on hypotheses.
The third gap is contextual; whereas the previous study covered all Micro, Small and Medium-sized Enterprises in Nairobi
City County in Kenya, the present one only concentrated on Nairobi County.

E-Payment and Market Performance

Kwabena and Daria (2019) investigated how the performance of MSMEs in developing nations was impacted by digital
payment systems. This study looked into the effects of the digital payment system using an organizational, technological,
and environmental framework. Data for this study was gathered via a self-administered, closed-ended questionnaire. The
study's participants comprised of MSMEs' owners and executives. Partial least squares structural equation modeling was
used to analyze the data. The study's conclusions highlight the important impacts that technology, organizations, the
environment, and the usage of digital payment systems have on MSME performance. The present study investigated the
performance of pharmaceutical Micro, Small and Medium-sized Enterprises’ in Nairobi City County, whereas the previous
study's context was different because it was conducted in Ghana and concentrated on small businesses.

Telemedicine and Market Performance

Samar (2022) examined the factors that impact individuals' decision-making regarding the utilization of telemedicine
applications amidst the COVID-19 pandemic. In order to study individual behavior in connection to the adoption of
telemedicine applications, the research model integrated the well-established theories of the DeLone and McLean
information success model and the extended unified theory of acceptance and use of technology (UTAUT?2). The results
revealed a robust positive correlation between usage behavior and the intention to embrace telemedicine health applications
when perceived severity is elevated. A theoretical gap is highlighted by this study's exclusion of the DeLone and McLean
information success model and the extended unified theory of acceptance and use of technology (UTAUT2).

MATERIALS AND METHODS

This study uses a descriptive cross-sectional design. Data regarding respondents' opinions regarding digital transformation
and the market performance of pharmaceutical MSME:s in Nairobi City County, Kenya, was gathered for the present study.
The target group was selected in this study from the workforces of the three MSMEs categories—Micro (100), Small (50),
and Medium (25)—bringing the total to 175. The research employed a proportionate stratified random sampling method to
guarantee that each subgroup of the population is adequately represented. Employees from three pharmaceutical MSME
categories Micro, Small, and Medium comprised the study's strata. A basic random sampling technique was employed to
select participants from every category. This made it possible to represent every subgroup within the target population.
The sample size needed for employees to take part in the study was estimated using the Yamane (1967) formula.

N)
n=
1+N(e?)

N2 =122

1+ 175(0.05)2
Using the Yamane (1967) formula the sample size was 122 respondents fro the target population of 175, this translates to
69.7% of the total population. This study made use of primary data. In order to gather the data, a semi-structured
questionnaire was employed. In the pilot study, ten respondents, or 10% of the research sample, were used to validate the
questionnaire. Internal consistency was evaluated by measuring the reliability of the questionnaire with Cronbach's alpha, a
statistical measure of internal consistency.

The researcher has obtained authorization from NACOSTI to conduct the study. Each participant in the study was
provided with a distinct questionnaire by the researcher. For ease of analysing and record qualitative data in the Social
Sciences Statistical Package (SPSS Version 23), coding was done. Quantitative data was examined, both descriptive and
inferential statistics. Correlation and multiple regression analysis on frequencies, Std.dev, and percentages were used for
descriptive analysis, and correlation coefficients were used for inferential analysis.
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DISCUSSIONS
Response Rate
Atotal of 122 questionnaires were administered to the respondents who were drawn micro enterprises, small enterprises and
medium enterprises. The following Table 1 presents the finding of response rate.

Table 1. Response Rate

Category Questionnaires administered Questionnaires returned Percentage
Macro enterprises 70 65 92.9
Small enterprises 35 32 91.4
Medium enterprises 17 15 88.2
Total 122 112 91.8

The results obtained on response and presented in Table 1 indicate that the respondents from the macro enterprises
had a response rate of 92.9%, small enterprises accounted for 91.4% response rate and those from medium enterprises had
a response rate of 88.2%. In addition, the overall response rate was 91.8%. Therefore, the data analysis was conducted by
considering the obtained response rate, as suggested by Saunders et al. (2011), who recommended a minimum response rate
of 70% to justify the analysis.

General Information of the Respondent
This section presents the general information of the respondents in terms gender, age bracket, academic qualification,
department they worked with, status of employment and number of years in employment. These are presented as follows;

Gender

The respondents' gender distribution is outlined in Figure 1, highlighting the proportion of male and female individuals
involved in the study.

41.1,41% m Male

58.9, 59%

B Female

Figure 1. Gender

The findings on gender representation in the study as presented in Figure 1 indicate that male respondent’s
accounted majority as represented by 58.9% while female respondents were represented by 41.1%. This breakdown of
gender representation allows for an analysis of any potential gender-related patterns or differences that may arise during the
research.

Age Bracket
The age range of the participants is presented in Table 2 indicating the minimum and maximum ages observed within the
sample.

Table 2. Age Bracket

Age bracket Frequency Percentage
Less than 24 years 11 9.8
241033 38 33.9

34 to 44 years 42 375

45 years or more 21 18.8

Total 112 100

The findings on age bracket representation in the study as presented in Table 2 indicate that most of the respondents’
age bracket ranged from 34 to 44 years as represented by 37.5%, 33.9% represented respondents whose age bracket was
between 24 years to 33 years, 18.8% aged 45 years and above and 9.8% aged less than 24 years. Determining the age bracket
of the respondents was important because the information provides insights into the age diversity of the participants and
allows for the identification of any potential age-related trends or variations.

Academic Qualification
The educational background of the respondents is detailed in Figure 2, showcasing the various levels of education attained
by the individuals involved in the study.



Githua & Muathe, American International Journal of Social Science Research 15(2) (2024), 1-12

BACHELOR DEGREE
MASTER DEGREE
DIPLOMA
CERTIFICATE

PHD

44.6

0 5 10 15 20 25 30 35 40 45
M Percentage

Figure 2. Academic Qualification

The results presented in Figure 2 indicate that those respondents who had attained a Bachelor’s degree level of
education were majority as represented by 44.6%, followed by the respondents with Master degree level of education at
25.9%, 17.9% representing those respondents with diploma, 8.9% had certificate and 2.7% had PhD level of education.
Education level is a crucial factor that can significantly influence an individual's understanding, perception, and adoption of
digital technologies. In addition, persons having higher levels of education are more likely to hold the essential knowledge
and skills to effectively navigate and utilize digital tools and platforms.

Department
The department affiliation of the participants is outlined in Table 3, indicating the specific department or area of expertise

to which each individual belongs.

Table 3. Department

Age bracket Frequency Percentage
Production 29 25.9
Sales 18 16.1
Quality control 26 23.2
Operations 24 21.4
Procurement 15 13.4
General clerks 29 25.9
Total 112 100

The results presented in Table 3 indicate that those respondents obtained from production and general clerks
departments were majority at 25.9% respectively, followed by those from quality control department at 23.2%, 21.4% from
operations department, 16.1% from sales department and 13.4% from procurement department. This information would
help to understand the distribution of participants across different departments and may be relevant for analyzing any
department-specific trends or perspectives that may emerge.

Employment Status
The employment status of the participants is then presented Figure 3, distinguishing between permanent, contracted, casual
and intern.

PERMANENT
CASUAL

57.1

CONTRACTED
INTERN

0 10 20 30 40 50 60
M Percentage

Figure 3. Employment Status

The results presented in Figure 3 indicate that permanent employees represented in the study were majority at
57.1%, followed by casual employees at 18.8%, 15.2% were contracted and 8.9% were interns. This information was
necessary to the study since the employment status provides crucial information about the participants' level of involvement
and experience in the industry. Different employment statuses, such as full-time employees or part-time employees can
significantly influence their exposure to digital transformation and their understanding of its impact on market performance.
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Length of Work
The length of work the participants is detailed in Table 4, indicating the length of years each individual has been associated
with the organization under study.

Table 4. Length of Work

Length of work Frequency Percentage
Below 5 years 8 7.1

6 to 10 years 25 22.3

11 to 15 years 46 41.1
Above 16 years 33 29.6

Total 112 100

The results presented in Table 4 indicate that majority (41.1%) of the respondents had worked for a period ranging
from 11 years to 15 years, surveyed by 29.6% of the respondents who had worked for over 16 years, 22.3% had worked for
a period stretching from 6 years to 10 years and 7.1% had worked for a period below 5 years. This information was necessary
because it would provide insights into the participants' level of experience and familiarity with the organization, which may
influence their perspectives and responses during the research.

Descriptive Statistics Results

Descriptive statistics were utilized to analyze the quantitative data collected in the study. This involved calculating measures
such as mean and std.dev to summarize the data and provide insights into the central tendency and variability of the variables
under investigation. The results are presented as follows as per the study variables.

E-procurement
The descriptive results on e-procurement in terms of mean and std.dev are presented in Table 5.

Table 5. E-procurement

Statement M SD

Lower procurement costs are the outcome of the use of e-procurement. 358  1.409
Lower procurement costs are the outcome of e-procurement adoption. 452 0478
The application of e-procurement has improved the efficiency of tendering processes. 459  0.407
The implementation of e-procurement has led to a rise in employee productivity. 414  0.855
The monitoring and evaluation procedures are now more efficient as a result of e-sourcing. 445 0.539
The e-ordering system is appropriately utilized by businesses to purchase equipment and services. 455  0.448
E-tendering streamlines the procurement process by doing away with needless paper work. 453  0.463
Bias and prejudice in supplier selection are eliminated through e-sourcing, which also streamlines the bidder evaluation process.  3.77  1.227
Aggregate mean and std.dev score 427 0.728

Source: Survey Data (2024)

The results in Table 5 indicate that the aggregate mean and std.dev score was 4.27 and 0.728 respectively which
implies that the respondents agreed that of E-procurement influences the market performance of pharmaceutical Micro,
Small and Medium-sized Enterprises in Nairobi City County based on Likert scale. The finding agrees with research
conducted by Mutunga in the year 2020, which focused on examining the efficacy of e-procurement in Kenyan state
corporations. The study's conclusions showed that state corporations have improved their procurement performance by
implementing a variety of e-procurement strategies.

The statements strongly agreed by the respondents were; the application of e-procurement has improved the
efficiency of tendering processes (M=4.59, SD=0.407), the e-ordering system is appropriately utilized by businesses to
purchase equipment and services (M=4.55, SD=0.448), E-tendering streamlines the procurement process by doing away
with needless paper work (M=4.53, SD=0.463), lower procurement costs are the outcome of e-procurement adoption
(M=4.52, SD=0.478). The finding agree with Barasa et al. (2017) research which looked into how E-Procurement affected
public organizations' organizational performance, with a particular emphasis on the Bungoma County Government. The
study's conclusions show that the performance of SMEs is significantly impacted by e-tending, e-ordering, e-purchasing,
organizational performance, and use of digital procurement systems.

The statements agreed by the respondents were; the monitoring and evaluation procedures are now more efficient
as a result of e-sourcing (M=4.45, SD=0.539), the implementation of e-procurement has led to a rise in employee
productivity (M=4.14, SD=0.855), Bias and prejudice in supplier selection are eliminated through e-sourcing, which also
streamlines the bidder evaluation process (M=3.77, SD=1.227) and lower procurement costs are the outcome of the use of
e-procurement (M=3.58, SD=1.409). The finding agree with the goal of Ogunyemi 's (2020) study which was to examine
how E-procurement affected Kenyan parastatals' operational efficiency and according to the study's findings, parastatal
performance is positively correlated with e-sourcing, e-informing, e-payments, and e-tendering.

E-marketing
The descriptive results on e-marketing in terms of mean and std.dev are presented in Table 6.
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Table 6. E-marketing

Statement M SD
Through the use of internet marketing, pharmaceutical MSME sales volumes and profitability have increased. 4.61 0.389
Mobile phones are essential for helping MSME's penetrate new markets. 3.64 1.355
Through marketing, Micro, Small and Medium-sized Enterprise owners who use mobile phones can boost their profitability. 3.23 1.770
Using social media can help Micro, Small and Medium-sized Enterprises’ increase their market share. 311 0.886
Email is typically used to get feedback on customer satisfaction. 3.91 1.089
Micro, Small and Medium-sized Enterprises that use social media sites like Facebook and WhatsApp as marketing tools see  4.51 0.489
increases in sales

The internet has increased the sales volume and profitability of pharmaceuticals. 4.58 0.418
Internet-based e-marketing significantly enhances pharmaceutical Micro, Small and Medium-sized Enterprises’ capacity to ~ 4.42 0.577
draw in and keep clients.

Aggregate mean and std.dev score 4.00 0.872

The results in Table 6 indicate that the aggregate mean and Std.dev score was 4.00 and 0.872 respectively which
implies that the respondents agreed that of E-marketing influences the market performance of pharmaceutical Micro, Small
and Medium-sized Enterprises in Nairobi City County based on Likert scale. The finding agrees with Kawira et al. (2019)
research which examined how e-marketing affected the performance of Micro, Small and Medium-sized Enterprises
(MSMEs) in Kenya. According to the results of the bivariate regression, digital marketing significantly improved Micro,
Small and Medium-sized Enterprises’ performance.

The statements strongly agreed by the respondents were; through the use of internet marketing, pharmaceutical
Micro, Small and Medium-sized Enterprises sales volumes and profitability have increased (M=4.61, SD=0.389), Micro,
Small and Medium-sized Enterprises that use social media sites like Facebook, The internet has increased the sales volume
and profitability of pharmaceuticals (M=4.58, SD=0.418) and WhatsApp as marketing tools see increases in sales (M=4.51,
SD=0.489). The finding concurs with Lin (2021) research on complementary e-marketing strategy for small- and medium-
sized enterprises in Taiwan that are in the growth stage which discovered that sales potential, online purchases, and brand
awareness rank highest among local weights for marketing objectives for SMEs in the growth phase. Facebook, PIXNET,
Twitter, Instagram, and YouTube were the global weights in order for complementary social media to meet the
aforementioned marketing goals.

The statements agreed by the respondents were; Internet-based e-marketing significantly enhances pharmaceutical
Micro, Small and Medium-sized Enterprises’ capacity to draw in and keep clients (M=4.42, SD=0.577), Email is typically
used to get feedback on customer satisfaction (M=3.91, SD=1.089), mobile phones are essential for helping Micro, Small
and Medium-sized Enterprise’s penetrate new markets (M=3.64, SD=1.355). The finding concurs with Bala and Verma
(2018) research which observed that digital marketing plays a crucial role in helping marketers identify their target audience,
set goals, and create the most effective plan for reaching the greatest number of customers.

The statements moderately agreed by the respondents were; through marketing, Micro, Small and Medium-sized
Enterprises owners who use mobile phones can boost their profitability (M=3.23, SD=1.770) and using social media can
help Micro, Small and Medium-sized Enterprisese’s increase their market share (M=3.11, SD=0.886). The findings are
contrary to Khaled and Taher (2022) research which examined the relationship and effects of electronic payment methods
on sales growth and the mediating role of online shopping with an emphasis on the banking industry in the United Arab
Emirates. This study showed a strong correlation and direct relationship between the increase in sales and the increase in
online shopping.

E-Payment
The descriptive results on e-payment in terms of mean and std.dev are presented in Table 7.

Table 7. E-payment

Statement M SD
Since e-payments are more difficult to falsify, pharmaceutical Micro, Small and Medium-sized Enterprises experience fewer  4.53 0.469
financial irregularities.

Pharmaceutical Micro, Small and Medium-sized Enterprises can save money on procurement costs by using electronic payments.  3.55 1.448
The pharmaceutical Micro, Small and Medium-sized Enterprises use of electronic payments has made it easier to settle their debts ~ 4.52 0.480
for supplies.

The business has started accepting digital currency as payment for some of its goods. 3.90 1.090
The company processed its financial transactions primarily through mobile banking. 4.58 0.419
Aggregate mean and std.dev score 4.22 0.781

The results in Table 7 indicate that the aggregate mean and std.dev score was 4.22 and 0.781 respectively which
implies that the respondents agreed that of e-payment influences the market performance of pharmaceutical Micro, Small
and Medium-sized Enterprises in Nairobi City County based on Likert scale. The finding agrees with Kwabena and Daria
(2019) research which investigated how the performance of Micro, Small and Medium-sized Enterprises in developing
nations was impacted by digital payment systems with a focus on Ghana. The study’s conclusions highlight the important
impacts that technology, organizations, the environment, and the usage of digital payment systems have on Micro, Small
and Medium-sized Enterprises performance.
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The statements strongly agreed by the respondents were; the company processed its financial transactions primarily
through mobile banking (M=4.58, SD=0.419), since e-payments are more difficult to falsify, pharmaceutical Micro, Small
and Medium-sized Enterprises experience fewer financial irregularities (M=4.53, SD=0.469) and the pharmaceutical Micro,
Small and Medium-sized Enterprises use of electronic payments has made it easier to settle their debts for supplies (M=4.52,
SD=0.480). The finding concurs with Khaled and Taher (2022) research, which examined the relationship and effects of
electronic payment methods on sales growth and the mediating role of online shopping with an emphasis on the banking
industry in the United Arab Emirates. This study showed a strong correlation and direct relationship between the increase
in sales and the increase in online shopping.

The statements agreed by the respondents were; the business has started accepting digital currency as payment for
some of its goods (M=3.90, SD=1.090) and pharmaceutical MSMEs can save money on procurement costs by using
electronic payments (M=3.55, SD=1.448). The finding concurs with the study conducted by Awwad (2021) which looked
at how e-payments can improve financial performance through a case study of the Bank of Palestine. The findings show
that the bank's financial performance, as indicated by the equity and return on assets indicators, is significantly impacted by
the use of electronic payment methods, which contribute to lower expenses and higher profits.

Telemedicine
The descriptive results on telemedicine in terms of mean and std.dev are presented in Table 8.

Table 8. Telemedicine

Statement M SD
The effectiveness of healthcare at the pharmaceuticals is significantly impacted by telemedicine Micro, Small and  3.67 1.329
Medium-sized Enterprises

Telemedicine in pharmaceutical Micro, Small and Medium-sized Enterprises is simple and practical. 4.01 0.899
Telemedicine enhances performance and speed, making text messaging more effective. 4.50 0.500
Telemedicine raises the standard of care. 4.56 0.438
Telemedicine provides relief from the shortage of doctors. 4.09 0.887
Video communication and performance surgery are made possible by telemedicine. 457 0.428
Video communication is used for patient monitoring and assessment. 422 0.776
Aggregate mean and std.dev score 4.23 0.751

The results in Table 8 indicate that the aggregate mean and std.dev score was 4.23 and 0.751 respectively which
implies that the respondents agreed that of telemedicine influences the market performance of pharmaceutical Micro, Small
and Medium-sized Enterprises in Nairobi City County based on Likert scale. The finding agrees with Samar (2022) research
which examined the factors that impact individuals' decision-making regarding the utilization of telemedicine applications
amidst the COVID-19 pandemic. The results revealed a robust positive correlation between usage behavior and the intention
to embrace telemedicine health applications when perceived severity is elevated.

The statements that were strongly agreed by the respondents were; telemedicine raises the standard of care
(M=4.56, SD=0.438), video communication and performance surgery are made possible by telemedicine (M=4.57,
SD=0.438), telemedicine enhances performance and speed, making text messaging more effective (M=4.50, SD=0.500).
The finding agree with Zailani et al. (2014) research which investigated the determinants that affect the acceptance of
telemedicine and how the health culture influences the connection between these determinants and the acceptance of
telemedicine in a particular subset of public hospitals in Malaysia. The results showed that the government policies, senior
management support, utility perceptions, and computer self-efficacy has positively and significantly influenced telemedicine
adoption in Malaysian public hospitals.

The statements that were agreed by the respondents were; Video communication is used for patient monitoring and
assessment (M=4.22, SD=0.776), telemedicine provides relief from the shortage of doctors (M=4.09, SD=0.887),
telemedicine in pharmaceutical Micro, Small and Medium-sized Enterprises is simple and practical (M=4.01, SD=0.899)
and the effectiveness of healthcare at the pharmaceuticals is significantly impacted by telemedicine. MSMEs (M=3.67,
SD=1.329). The finding agrees with Crowling, Uscher-Pines et al. (2016) research that focused on an examination of the
accessibility of care for both Teladoc users and nonusers, as well as the quality of care provided by the prominent direct-to-
consumer (DTC) telemedicine company, Teladoc, in comparison to that provided in traditional doctor's offices. The
performance of Teladoc was found to be inferior to that of physician offices in the context of the pharyngitis performance
measure.

Market Performance
The descriptive results on market performance in terms of mean and std.dev are presented in Table 9.

Table 9. Market Performance

Statement M SD
E-marketing techniques, such as the internet, social media, and emails, are used to increase market share. 4.22 0.780
Staff productivity has increased in pharmaceutical Micro, Small and Medium-sized Enterprises as a result of e- 4.16 0.836
procurement.
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E-payments have increased procurement payments' accountability and, consequently, their profitability. 3.94 1.060
Telemedicine raises the standard of care. 3.87 1.135
Customer feedback indicates that telemedicine is advantageous for pharmaceutical Micro, Small and Medium-sized = 4.11 0.809
Enterprises.

By implementing e-procurement, Micro, Small and Medium-sized Enterprises can boost their revenue and profitability. ~ 4.09 0.809

The results in Table 9 indicate that the respondents agreed on statements that; E-marketing techniques, such as the
internet, social media, and emails, are used to increase market share (M=4.22, SD=0.780), staff productivity has increased
in pharmaceutical MSMEs as a result of e-procurement (M=4.16, SD=0.836), customer feedback indicates that telemedicine
is advantageous for pharmaceutical Micro, Small and Medium-sized Enterprises (M=4.11, SD=0.809), by implementing e-
procurement, Micro, Small and Medium-sized Enterprises can boost their revenue and profitability (M=4.09, SD=0.809),
e-payments have increased procurement payments' accountability and, consequently, their profitability (M=3.94, SD=1.060)
and telemedicine raises the standard of care (M=3.87, SD=1.135). According to Godke and McCahery (2019). Micro, Small
and Medium-sized Enterprises can be assessed according to their size, workforce count, working capital, and profitability.
Market performance is defined as a company's capacity to adjust to the business environment and formulate a sound plan
that supports management's ability to foster harmony within the organization and the surrounding environment.

Inferential Statistics Results
The inferential statistics were conducted using correlation analysis and multiple regressions analysis. The findings are
presented as follows;

Correlation Analysis

The correlation analysis results presented in Table 10 indicate that the Pearson r value for e-procurement, e-marketing, e-
payment and telemedicine against market performance is 0.770, 0.816, 0.709 and 0.799 respectively. These values are closer
to 1 which signifies a perfect positive relationship between the independent variables and dependent variable. Therefore, e-
procurement, e-marketing, e-payment and telemedicine were strongly correlated with market performance.

Table 10. Correlation Analysis

E-procurement E-marketing E-payment Telemedicine Market performance
E- Pearson Correlation 1
procurement Sig. (2-tailed)
N 112
E-marketing Pearson Correlation 118 1
Sig. (2-tailed) 207
N 112 112
E-payment Pearson Correlation 381" A442% 1
Sig. (2-tailed) 213 211
N 112 112 112
Telemedicine Pearson Correlation 406 304 293 1
Sig. (2-tailed) 334 107 .103
N 112 112 112 112
Market Pearson Correlation 770 816" 709" .799* 1
performance Sig. (2-tailed) .002 .000 .001 .001
N 112 112 112 112 112

Multiple Regression Analysis
Regression analysis was done to estimate the relationship between dependent variable and independent variables. The results
are presented in Table 11, 12 and 13.

Table 11. Model Regression Analysis

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .901° 812 195 0.0542

The results in Table 11 show that the value of adjusted R square is 0.795 (79.5%) which is the extent which the
market performance of pharmaceutical MSMEs in NCC varied due to the influence of e-procurement, e-marketing, e-
payment and telemedicine. Therefore, the remaining 20.5% represents other variables not studied.

Table 12. Analysis of Variance

Model Sum of Squares Df Mean Square F Sig.
1 Regression 119.023 4 29.756 39.736 .001
Residual 80.125 107 0.7488
Total 199.148 111
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The results as presented in Table 12 show that the statistical F value was 39.736 greater than the statistical mean
value of 29.756. In addition, the significance value was at 0.001 which was less than the level of significance at 0.05. Thus,
confirming the significance of the model.

Table 13. Coefficients

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta

1 (Constant) 701 125 5.608 .001

E-procurement 811 217 .0521 3.737 .000

E-marketing 726 310 4016 2.342 .001

E-payment 770 229 3304 3.362 .001

Telemedicine 701 .330 .2160 2.124 .002

The results presented in Table 13 show that when e-procurement, e-marketing, e-payment and telemedicine are
held constant, the market performance of pharmaceutical Micro, Small and Medium-sized Enterprises in Nairobi City
County would be 0.701. The regression coefficients obtained for each individual variable indicate that by improving e-
procurement, e-marketing, e-payment and telemedicine would improve the market performance of pharmaceutical Micro,
Small and Medium-sized Enterprises in Nairobi City County by 0.811, 0.726, 0.770 and 0.701 respectively. Therefore, the
regression equations would be as presented below;

Market performance = 0.701 + 0.811(e-procurement) + 0.726(e-marketing) + 0.770(e-payment) + 0.701(telemedicine)

The study found that there was a positive considerable connection between e-procurement and the market
performance of pharmaceutical Micro, Small and Medium-sized Enterprises in Nairobi City County based on B-value
obtained (f=0.0521, p=0.000). The finding agrees with Barasa et al. (2017) research which looked into how E-Procurement
affected public organizations' organizational performance, with a particular emphasis on the Bungoma County Government.
The study's conclusions show that the performance of SMEs is significantly impacted by e-tending, e-ordering, e-
purchasing, organizational performance, and use of digital procurement systems.

The study revealed that there was a positive considerable connection between e-marketing and the market
performance of pharmaceutical Micro, Small and Medium-sized Enterprises in Nairobi City County based on B-value
obtained (B=0.4016, p=0.001). The finding agrees with Kawira et al. (2019) research which examined how e-marketing
affected the performance of Micro, Small and Medium-sized Enterprises in Nairobi City County) in Kenya. According to
the results of the bivariate regression, digital marketing significantly improved Micro, Small and Medium-sized Enterprises’
performance.

The study established that that there was a positive considerable connection between e-payment and the market
performance of pharmaceutical Micro, Small and Medium-sized Enterprises in Nairobi City County based on B-value
obtained (f=0.3304, p=0.001). The finding concurs with Khaled and Taher (2022) research which examined the relationship
and effects of electronic payment methods on sales growth and the mediating role of online shopping with an emphasis on
the banking industry in the United Arab Emirates. This study showed a strong correlation and direct relationship between
the increase in sales and the increase in online shopping.

The study found that that there was a positive considerable connection between telemedicine and the market
performance of pharmaceutical Micro, Small and Medium-sized Enterprises in Nairobi City County based on B-value
obtained (f=0.2160, p=0.002). The finding agreess with Samar (2022) research which examined the factors that impact
individuals' decision-making regarding the utilization of telemedicine applications amidst the COVID-19 pandemic. The
results revealed a robust positive correlation between usage behavior and the intention to embrace telemedicine health
applications when perceived severity is elevated.

CONCLUSIONS

This study aimed to investigate the impact of digital transformation elements—specifically e-procurement, e-marketing, e-
payment, and telemedicine—on the market performance of pharmaceutical micro, small, and medium enterprises (MSMESs)
in Nairobi City County, Kenya. The results indicate a significant positive influence of these digital strategies on the
performance metrics of these enterprises, including profitability, efficiency, and market reach. The unique contribution of
this research lies in its empirical assessment of how digital transformation can enhance the competitive position of
pharmaceutical MSMEs, addressing a critical gap in the existing literature. The findings suggest that adopting these
technologies not only streamlines operations but also improves customer engagement and satisfaction.

From a theoretical standpoint, the study enhances the understanding of the relationship between digital transformation and
firm performance within the MSME context. Practically, it provides actionable insights for managers, emphasizing the
importance of investing in digital technologies to improve operational efficiency and market performance. However, the
research is not without limitations. The focus on a single geographic area may limit the generalizability of the findings.
Future research could expand to include a broader range of MSMEs across different regions to validate and extend these
results. In conclusion, this study paves the way for further exploration into the digital transformation strategies that can be
leveraged by pharmaceutical MSMEs, with a focus on long-term impacts and evolving technologies.
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