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Abstract 

A focus on understanding the attributes that impact product evaluation is important in developing effective 
marketing strategies of branded and generic drugs. This Quantitative cross-cultural study examines whether a 
relationship exists between product evaluation attributes and consumer product trust and loyalty of branded and 
generic drugs. This study examined the attributes of gender, country, product involvement, and consumer 
knowledge.A self-administered questionnaire was utilized to collect data from patients and employees from two 
different healthcare centers, one in Kenya and the other in central Florida. The outcome of the study indicated 
that there was a correlationbetween several of these attributes and consumer product trust of generic and branded 
drugs. Implications and limitations of this study are discussed. Despite of its limitations, the results of this study 
lay down a strong foundation for further research on this subject. 

Keywords: consumer product trust, brand loyalty, product evaluation, product involvement, branded drugs, 
generic drugs, culture, Kenya, United States 

1. Introduction 

Prescription drugs sales is vital to pharmaceutical firms who use part of the proceeds to invest in sales and 
marketing and most importantly, in Research and Development (R&D) of new drugs. The success of this 
industry depends on the success of its innovation. According to Cardinal (2001), “the pharmaceutical industry 
spends more as a percentage of sales and research on development than any other high-tech industry, including 
electronics, computers and aerospace” (p. 2). 

It is thus important to understand consumers’ evaluation of branded and generic drugs as this will assist 
pharmaceutical firms channel their resources to the appropriate areas with the highest potential for return on 
investment. Additionally, due to the global focus adapted by the pharmaceutical companies, it is imperative for 
them to understand consumers’ cultural differences when developing branded drug loyalty.  

Product evaluation is not only tied to the product functions or features but also to a variety of other factors. 
Factors such as social, economic and cultural can impact how consumers evaluate products (Souiden, Kassim, & 
Heung-Ja, 2006). There is also strong evidence to suggest that product involvement is a major determinant of 
customer loyalty and trust (Iwasaki & Havitz, 1998). The central premise of this argument is that customers with 
a high product involvement tend to be more attached and trustful to the product, hence more loyal to the brand. 
This premise however might differ among different cultures. Doney, Cannon and Mullen (1998) state that, 
“cultural norms and values facilitate or inhibit the formation of trust” (p. 2). For example in brand or product 
loyalty, members of different national cultures are likely to make purchasing decisions differently depending on 
their levels of loyalty and trust that are based on their cultural values (Yoo, 2009). Due to limited amount of 
cross-cultural research in this subject, this study will attempt to find if culture as a product evaluation attribute 
influences consumer product trust and loyalty of generic and branded drugs. The attributes of gender, product 
involvement and consumer knowledge will also be studied. 
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2. Literature Review and Hypothesis 

2.1 Brand Loyalty and Trust 

Loyalty is the attachment to a brand due to favorable attitudes towards it mainly based on past experiences 
(Zhang, Dixit, & Friedmann, 2010). This habitual attachment could be a result of the brand satisfying or meeting 
unique needs that the consumer seeks or the brand fitting the personality or self-image of the consumer. Also, the 
habitual attachment could be due to lack of knowledge, information and time in evaluating alternative brands, 
therefore most likely, the decision to purchase a particular brand would be based on convenience as the 
consumer’s decision making process is simplified (Quester & Lim, 2003). Marketers are realizing the 
importance of making positive first impression on consumers because it increases the likelihood of habitual 
purchases and loyalty. Additionally, it minimizes brand switching based on price since the preference is driven 
mostly on perceived quality of the brand (Chaudhuri & Holbrook, 2001).  

The underling argument is that increased market share influences brand loyalty through exposure. Empirical 
research has also shown that high share brands have more frequent repeat purchasers. In other words, consumers 
tend to buy these brands more often and at a regular frequency than brands with a low share (Fader & 
Schmittlein, 1993). This is especially evident with niche brands such as newly approved branded drugs with no 
generic competition.  

In addition to loyalty, trust also plays a large role in consumer perception of products. The classic view of the 
trust definition, according to Rotters (1971) is “a generalized expectancy held by an individual or group that the 
word, promise, verbal, or written statement of another individual or group can be relied on” (p. 444). Additional 
definition of brand trust by Delgado-Ballester (2003) is “Feeling of security held by the consumer in his/her 
interaction with the brand, that it is based on the perceptions that the brand is reliable and responsible for the 
interests and welfare of the consumer” (p.11). 

Drawing from these definitions, competence, confidence and reliability are key factors to trust in that the trusting 
party fully expects the brand or product to perform as promised in a manner that will result in a positive outcome. 
All facets of brand loyalty and trust center on two purchasing approaches, behavioral and attitudinal approach 
(Quester & Lim, 2003). 

2.2 Behavioral Approach 

VonRiesen, Herndon and VonRiesen (2001) state that, behavioral or operational purchasing pattern is whereby a 
consumer purchases a brand consistently for at least four consecutive times. Some researches have put forth 
several arguments to attest that behavioral purchasing patterns are vital to marketers. This includes patterns that 
can be measured and observed. The downside of this approach is that, since it is based on habit or overt purchase 
behavior, it can easily be disrupted if there is change in the purchase routine (Gentry & Kalliny, 2008). This can 
occur when for example, a better deal from a competing brand such as generic drug is offered at a significantly 
lower price.  

The non-attachment of a brand to the consumer belief system leads to spurious loyalty, which can be misleading 
to marketers (Quester & Lim, 2003). Additional opinions point to the fact that, behavioral loyalty can be as a 
result of lack of choices as in cases of monopolistic settings like in pharmaceutical industry where a branded 
patent protected drug compels consumers to be loyal to it because of non existent of generic competitor drug 
(Gentry & Kalliny, 2008). The convenience and resistance to change according to Gentry and Kalliny (2008) is 
also an important antecedent to behavioral loyalty especially where the cost of switching brands is greater than 
the cost of keeping the existing brand. 

2.3 Attitudinal Approach 

Many researches have evaluated brand loyalty and trust and concluded that it extends beyond repetitive 
purchases of a specific brand. A comprehensive understanding of brand loyalty and trust therefore should involve 
the consumer’s psychological attachment towards a brand (Quester & Lim, 2003). In his widely published article, 
Jacoby (1971) proposes that attitude behavior should incorporate affective, cognitive or conative component to 
highlight the correlation that exists between the three components. In other words, a change of one component 
will most likely affect the other components; hence a comprehensive measure of attitude brand loyalty and trust 
should include all three components.  

Also, there is less likelihood of brand switching because the consumers are emotionally and psychologically 
attached to the brand. This aspect should provide the company reliable revenue stream as they have the luxury of 
charging premium prices for their products. Having a comprehensive understanding of the consumer repeat 
purchasing patronage would offer greater significance and provide marketers with long-term customer retention 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 6, No. 4; 2014 

3 
 

strategies (Chaudhuri & Holbrook, 2001).  

The importance of attitude loyalty and trust is that it is closely tied to consumer’s willingness to pay premium 
prices, which are directly influenced by product. Customer based brand equity which includes repeat purchases 
of a specific brand on a consistent pattern leads to favorable attitudes towards the brand, which is used by the 
organization to compare the brand with other variables such as price and market share (Chaudhuri & Holbrook, 
2001).  

2.4 Product Involvement 

There is strong evidence to suggest that product involvement is a major determinant of customer loyalty and trust 
(Iwasaki & Havitz, 1998). The central premise of this argument is that customers with a high product 
involvement tend to be more attached and committed to the product, hence more loyal to the brand. It is however 
important to distinguish between low and high involvement with a product in relation to repeat purchases. 
Quester and Lim (2003) state that repeat purchases on high involvement products leads to brand loyalty while 
repeat purchases with low involvement products are simply a habitual purchase. Iwasaki and Havitz (1998) 
further argue that, there is a chronological process that individuals go through to become loyal customers. In 
reference to pharmaceutical industry, high involvement patients are more likely to ask their Health Care 
Practitioner (HCP) about a drug in response to a Direct to Consumer Advertisement (DTCA) than a low 
involvement patient (Limbu & Torres, 2009). 

Social situational factors such as cultural norms and religion can influence one’s involvement or attachment to a 
brand. Therefore, the stronger the psychological attachment consumers have to a certain brand, the more loyal 
they are likely to be because the brand product is perceived by the consumer as meeting emotional goals and 
values. In sum, brand involvement is greatly influenced by the consumer value system (McWilliams, 1997). 
Conversely, brand commitment or loyalty is lessened by low involvement with peripheral products that don’t 
identify with a consumer’s identity. 

McWilliams (1997) lists several conditions associated with involvement; “perceived risk (financial, physical, 
psycho-social, or time-generated risk), the expression of one’s own personality or mood (usually referred to as 
value-expressiveness or self-concept), the perceived importance and the hedonic value of the stimulus or object” 
(p. 2). Also, there is less likelihood of brand switching because the consumers are emotionally and 
psychologically attached to the brand. This aspect should provide the company reliable revenue stream as they 
have the luxury of charging premium prices for their products. Effective branding strategies should thereby offer 
a comprehensive understanding of the consumer repeat purchasing patronage and provide marketers with 
long-term customer retention strategies (Chaudhuri & Holbrook, 2001). Based on these assumptions the 
following hypothesis is formulated: 

Hypothesis 1: There is a relationship between drug choice involvement and consumer product trust in evaluation 
of branded and generic drugs. 

2.5 Country  

In a cross-cultural context, consumer behavior is influenced by culture (Nam, 2009). The new emerging global 
market and integration makes it important to learn and understand how culture especially national culture 
influences elements of consumer behavior such as trust (Doney, Cannon, & Mullen, 1998). Hofstede (1980) 
states that cultural norms affect the development of trust. Several researchers have offered multiple definitions of 
culture, but the most adapted cultural definitions is that of Hofstede (1984) who defines culture as “the collective 
programming of the mind which distinguishes the members of one group from another” (p. 21). Culture 
taxonomies can therefore be used to understand factors that facilitate or inhibit cognitive trust building processes, 
and their impact on trust development (Doney, Cannon, & Mullen, 1998).  

Hofstede’s cultural dimension of Individualism-Collectivism (IDV) is especially relevant to the issue of trust, in 
that consumers from individualistic cultures show more independence than those from collectivist consumers 
who show more interdependence and dependence (Yoo, 2009). Hofstede ranked Kenya a more collectivist 
country and the United States a more individualistic country.  

While the adaptation of Individualism and Collectivism (IDV) is of paramount importance in cultural settings 
involving brand trust and perception, the relationship between uncertainty avoidance (UA) and evaluation of 
product uncertainty cannot be overlooked. Lee, Garbarino and Lerman (2007) quoting Hofstede defines UA as 
“extent to which the members of a culture feel threatened by uncertain or unknown situations” (p. 3) Hofstede 
(2001) adds “individuals in high UA cultures exhibit a lower tolerance for ambiguity and diversity than those in 
low UA cultures” (p. 3). Hofstede ranked Kenya a high uncertainty avoidance culture and the United States, low 
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uncertainty avoidance culture (Hofstede, 2001). Based on these assumptions the following hypothesis is 
formulated: 

Hypothesis 2: There is a relationship between country and consumer product trust in evaluation of branded and 
generic drugs. 

2.6 Gender 

Demographic factors and socioeconomic conditions such as income affect how consumers evaluate products. For 
example, in an expanding economy, consumers tend to focus on extrinsic product attributes like image and brand 
names while in a depressed economy, consumers are likely to focus on the price, features and performance 
attributes of the product (Samiee, Shimp, & Sharma, 2005). Consumer behavior research has cited gender among 
attributes that impact product choice and evaluation. In a study carried out by Sahay et al. (2012) examining the 
role of gender differences on consumer brand relationships, revealed that women when asked about their choice 
of product showed that choices were mostly based on greater emotional experience while men evaluated such 
products using greater factual experience. In his seminal work, Hofstede (2001) discussed the dimension of 
masculinity and femininity. He argued that women tend to be more nurturing while men are more assertive. 
Study by Kolyesnikova et al. (2009) examined gender as a moderator of consumer behavior revealed that the 
dimension of femininity is greatly associated with emotional concern of others than masculinity. Based on these 
assumptions the following hypothesis is formulated: 

Hypothesis 3: There is a relationship between gender and consumer product trust in evaluation of branded and 
generic drugs. 

2.7 Consumer Knowledge 

Consumer knowledge has been described as the familiarity and experience an individual has with a product 
(Kolyesnikova et al., 2009). Consumer knowledge is acquired from various sources including the Internet, 
advertising and from HCPs (DeLorme, Huh, & Reid, 2007). According to Wirtz and Mattila (2003), consumer 
choice and behavior can be influenced by the amount of knowledge a consumer has on a particular product. In a 
state of information processing, consumers will choose products among several alternatives and eventually make 
their purchase selection from the most acceptable alternatives. Consumer knowledge also is influenced by 
culture, for example, in an individualistic country such as the United States, consumers are likely to share their 
loyalty among several brands especially in an environment with similar “me too” brands (Ramrattan & Szneberg, 
2006). Wirtz and Matilla (2003) acknowledge that consumers with higher product knowledge are able to make 
more informed choices, which increases brand loyalty and trust.  

Level of a consumer’s education can also influence the ability of a consumer to evaluate the product and make 
an educated judgment when choosing a product. The assumption is that consumers with higher levels of 
education will pay more attention to the quality and functional aspects of the product by taking additional steps 
to investigate the product. A study conducted by Creusen (2010) showed that individuals with lower education 
find functionalities of the product more important while those with higher education stress the importance of 
quality. “A tentative explanation might be that education leads to more informed judgments so that quality for 
some products can be better assessed, leading to a more important role of quality in the purchase decision” 
(Creusen, 2010, p. 28). Consumers view branded drugs to be more effective, high quality with low side effects 
compared to generics. The overall consensus is that generics are inferior with severe adverse effects compared to 
branded drugs. Based on this assumption, the following hypothesis is formulated: 

Hypothesis 4: There is a relationship between education level and consumer product trust in evaluation of 
branded and generic drugs. 

3. Methodology 

3.1 Sample 

Sample in this study consisted of employees and patients from two different Healthcare centers, one located in 
Kenya and the other in Central Florida. For confidentiality reasons, these centers were not identified in the 
research. Permission was requested and granted to survey the participants. Probability sampling was utilized to 
avoid bias and to ensure all participants in the population had an equal chance of being selected (Buckingham & 
Saunders, 2004).  

Two hundred and fifty surveys were given to each healthcare center to be administered to employees and 
patients. A total of 290 surveys were completed, 132 representing 45.5% from the United States healthcare 
center and 158 representing 54.5% from Kenyan healthcare center.Of the total surveys returned, 23 were 
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incomplete thus unusable. Therefore, 267 surveys, 122 from the United States healthcare center and 145 from 
Kenyan healthcare center representing a combined total of 53.4 % of the surveys distributed were used in the 
study. 

3.2 Measures 

The survey instrument consisted of questions adapted to measure consumer product trust. Since the survey was 
conducted in Kenya and the United States, where words and concepts can have different meanings, 
interpretations and for reliability purposes, some terminology in the questionnaire was translated. For example, a 
term such as branded drug is commonly referred to as ‘original drug’ in Kenya. Definitions of generic drug and 
branded drug were included in the survey cover page.  

Consumer product trust was measured using questions adapted to fit the branded and generic drugs context from 
Chaudhuri and Holbrook (2001) and Quester and Lim (2003) scales. The scale developed by Chaudhuri and 
Holbrook (2001) which measures brand trust, brand affect and brand loyalty has repeatedly been used in research 
and thus proven valid. Quester and Lim (2003) scale is also widely used in research and it measures attitudinal 
and behavioral brand loyalty and because of its repeated use, the two measures have strong face validity and 
reliabilities. 

Additionally, Consumer product trust was measured using constructs of reliability and intentions as defined in a 
model for brand trust developed by Delgado-Ballester (2003). Reliability is assessed by the product’s ability to 
satisfy consumer needs in terms of credibility, competence and performance, while intentions will be assessed by 
the products ability to meet consumers’ interests in terms of dependability and benevolence (Luk & Yip, 2008). 

4. Analysis and Results 

4.1 Descriptive Statistics 

The characteristics of participants by gender are shown in table 1. Total percentage of female participants was 
higher with 55.43 % compared to 44.57% of male participants. Percentage of female participants was higher in 
the United States than in Kenya while the percentage of male participants was higher in Kenya than in the United 
States. 

 

Table 1. Percentage of participants by gender 

 Country Total 

United States Kenya 

Gender Male  Percentage 36.9 51.0 44.57 

Female Percentage 63.1 49.0 55.43 

Total Percentage 100.0 100.0 100.0 

 

In all education categories, percentage of participants who indicated they have used both branded and generic 
drugs was higher compared to those who have used only generic, branded or neither. Table 2 shows that none of 
the participants with a master’s degree or higher indicated they have used generic drugs only.  

 

Table 2. Choice of drug by education level 

 Generic drugs Branded drugs Generic and 
Branded drugs 

Neither Total

Education Less than high school Count 5 3 22 10 40 

% of Total 1.9 1.1 8.2 3.7 15.0 

High school graduate Count 27 23 51 1 102 

% of Total 10.1 8.6 19.1 .4 38.2 

Some college, no degree Count 19 21 43 1 84 

% of Total 7.1 7.9 16.1 .4 31.5 

Associates or Bachelors 
degree 

Count 5 5 24 2 36 

% of Total 1.9 1.9 9.0 .7 13.5 

Master's degree or advanced Count 0 1 4 0 5 

% of Total .0 .4 1.5 .0 1.9 

Total Count 56 53 144 14 267 

% of Total 21.0 19.9 53.9 5.2 100.0
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Participants were asked to indicate their choice of prescription drug. Table 3 shows 21% of total participants, 
22.1% from the United States and 20% from Kenya stated that have used generic drugs. 19.9 % of total 
participants, 6.6% from the United States and 31% from Kenya stated they have used branded drugs. 5.2% of 
participants, 4.9% from the United States and 5.5% from Kenya indicated that they have used neither drug. This 
implies that some other method of treatment other than the use of generic or branded drugs was used be these 
participants. The majority of total participants with 53.9% indicated that they have used both generic and 
branded drugs, with 66.4% from the United States and 43.4% from Kenya.  

 

Table 3. Choice of drug by country 

 Country Total 

United States Kenya 

Drug choice Generic drugs Count 27 29 56 

% within Country 22.1 20.0 21.0 

Branded drugs Count 8 45 53 

% within Country 6.6 31.0 19.9 

Generic and Branded drugs Count 81 63 144 

% within Country 66.4 43.4 53.9 

Neither drug Count 6 8 14 

% within Country 4.9 5.5 5.2 

Total Count 122 145 267 

% within Country 100.0 100.0 100.0 

 

4.2 Drug Choice Involvement and Consumer Product Trust  

A Pearson coefficient was calculated for the relationship between drug choice and consumer product factors. 
Consumer product factor was measured using the constructs of brand loyalty, brand affect and brand trust. Table 
4 shows a strong positive correlation was found for Brand loyalty (r (265) = .177, and sig=.004 or p< .001), 
Brand affect (r (265) = .236, and sig=.000 or p< .001) and Brand Trust (r (265) = .203, and sig=.001 or p 
< .001).  

 

Table 4. Correlation between drug choice, education, country, gender and consumer product trust 

 Drug Choice Education Country Gender 

BRAND LOYALTY Pearson Correlation .177** -.065 .367** -.134* 
Sig. (2-tailed) .004 .292 .000 .029 
N 267 267 267 267 

BRAND AFFECT Pearson Correlation .236** -.057 .318** -.100 
Sig. (2-tailed) .000 .354 .000 .103 
N 267 267 267 267 

BRAND TRUST Pearson Correlation .203** -.050 .304** -.137* 
Sig. (2-tailed) .001 .420 .000 .025 
N 267 267 267 267 

Note. *. Correlation is significant at the 0.05 level (2-tailed) 

 

4.3 Education Level and Consumer Product Trust 

From table 4, a pearson coefficient calculated for the relationship between education and consumer product 
factors indicates a weak negativecorrelation that was not significant for Brand loyalty (r (265) = -.057, and 
sig=.354 or p > .05), Brand affect (r (265) = -.065, and sig=.292 or p> .05) and Brand Trust (r (265) = -.050, and 
sig=.420 or p> .05).  

4.4 Gender and Consumer Product Trust 

A Pearson coefficient calculated for the relationship between gender and consumer product factors as shown in 
table 5 shows a strong positive correlation was found for Brand loyalty (r (265) = -.134, and sig=.029 or p< .05) 
and Brand trust (r (265) = -.137, and sig=.025 or p< .05). No significant correlation was found for Brand affect 
(r (265) = -.100, and sig=.103 or p> .05).  
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4.5 Country and Consumer Product Trust 

A Pearson coefficient calculated for the relationship between country and consumer product factors. As indicated 
in table 4 shows a strong positive correlation was found for Brand loyalty (r (265) = .367, and sig=.000 or p 
< .001), Brand affect (r (265) = .318, and sig=.000 or p< .001) and Brand Trust (r (265) = .304, and sig=.000 
p< .001). These findings suggest that consumer product trust of generic and branded drugs is influenced by a 
participant’s country of origin, which in this case is Kenya and the United States. 

5. Discussion and Implications 

Results from this study provide important implications for managers in the pharmaceutical industry in providing 
effective marketing strategies. Findings of a Pearson Correlation showed a strong relationship between drug 
choice and consumer product trust factors of brand loyalty, brand trust and brand affect. This finding is 
supported by literature that indicates consumers that have high involvement with a specific product tend to 
choose that particular product over other products. Kolyesnikova et al. (2009) state that, “product involvement 
may influence consumer reciprocal behavior” (p. 202). Hence, consumers that have involvement with a generic 
drug will choose this drug over the branded drug. 

The findings suggest that there is a difference between genders as it relates to consumer product trust factors of 
brand loyalty and brand trust. Literature reviews on gender have found out that women and men differ on how 
they evaluate products. According to Sahay et al. (2012), these studies infer that males and females will display 
opposite levels of affect and cognition in their brand relationships. This underscores the importance of taking 
into account gender differences when targeting branded and generic drugs to consumers.  

This study showed a negative relationship between education level and consumer product trust factors. Most 
studies on consumer knowledge measure this factor using subjective and objective knowledge rather than 
education level. Creusen (2010) defined subjective knowledge as what consumers think they know and objective 
knowledge as that factual knowledge a consumer has regarding a particular product. Researchers suggest that 
subjective knowledge is an appropriate predictor of how consumers evaluate and purchase a product (Creusen, 
2010). Additionally other researches suggest that subjective knowledge is closely related to prior experiences 
(Creusen, 2010).  

The results of this study suggest a difference in perception of product trust between Kenya and the United States 
consumers. These findings support literature on cultural differences between these two countries. Nam (2009) 
suggests that trust is influenced by culture and states that, “commonly held values can influence consumers' 
value judgments about product alternatives, which in turn affect choice criteria” (p. 3). The results of this study 
makes an important contribution to the subject of consumer product trust and lays down a foundation for the 
pharmaceutical industry in the marketing of their drugs to different cultural markets. Managers clearly benefit 
from the results that point out the relevance found for country on consumer product trust of generic and branded 
drugs, which therefore should enable them develop effective strategies to enhance perception of their products. 
This study compared Kenya and the United States, which have distinct cultures. According to Dooney, Cannon 
and Mullen (1998), culture is a major determinant of product loyalty and trust. Therefore, branding strategies 
should incorporate Kenya and the United States cultural ideologies, which are based on collectivism and 
individualism respectively.  

6. Limitations and Further Research 

The results of this study pertains to the countries studied, Kenya and the United States and should not be 
generalized to apply to other settings. This research has several limitations. First, this cross sectional study was 
limited to two rural Healthcare facilities representing similar demographic patterns. The sample size was 
relatively small which weakened the findings of the study. A much diverse larger sample of participants from 
hospitals located in urban areas could be used in further research to increase the validity of the study. 

Exclusion of income variable was a limitation in this study as well. Income affects how consumers evaluate 
products especially in a recessionary economy where price is a major determinant of product purchase (Samiee, 
Shimp, & Sharma, 2005). Therefore, a question asking respondents to indicate their income levels would have 
further strengthened the findings by examining the impact of income on drug choice. 

The outcomes of the study were also influenced by specific characteristics such as branding strategies and how 
they are used in both countries. For example, while the United States allows DTCA, Kenya does not. This limits 
consumers’ product exposure and brand awareness, which affects demonstration effect, therefore, a longitudinal 
study would be recommended to provide stronger inferences.  

The independent variable in this study was measured by asking respondents of their drug choice. Future research 
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could measure the variable of perception using the constructs of efficacy, safety and value from instruments such 
as those developed by Chauduri and Holbrook (2001) and Quester and Lim (2003).  

7. Conclusion 

This research examinedproduct trust and loyalty in relation to branded and generic drugs and factors that 
influence product evaluation. Paradoxically, the importance of understanding product evaluation attributesas well 
as understanding the different cultural dynamics between the United States and Kenya is a prerequisite for 
success as it enables the pharmaceutical firms to channel their resources to the appropriate areas with the highest 
potential for return on investment.  
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