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RENEW RX

Impacting Lives, Restoring Nature

Products expiring on you?

You work hard to control your inventory, but sometimes products expire on your shelves.
You wonder, if there’s a way, you could prevent the headache of expiries.

Expired Stock = Additional Expenses
Expired medicine is additional discarding costs. The more products expire on your
shelves, the more losses you incur. That's bad for business.

We understand your struggle. Many pharmacies face the same problem.
We have the solution. We've helped pharmacies get rid of slow moving stock—all
while impacting their communities too!

Empty the Shelf, Impact Lives

@ Post It - Post the products you want off your shelf.
@ Search It - Check out the products needed for donations.
@ Impact Lives - Impact lives, get rid of stress, and grow your pharmacy brand.

Act Now: Compound Your Impact Today!
@/% Click for impact —before the items become a liability!

The Cost Of Waiting?

X You have expired items.
X You lose money.
X Your pharmacy suffers additional disposal costs.

What You Gain!

V You impact lives.
 Your minimize losses.
 You grow your pharmacy brand & business.


https://renewrx.africa/
https://renewrx.africa/
https://renewrx.africa/
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LEADERSHIP: THE COST OF A A - -
MISALIGNED TEAM: WHAT IT’S .
SECRETLY COSTING YOUR PHARMACY

PHARMACY

The COSt Of L HV;/fd:e Busy..; SoWhy Does I SillFeel
Misaligned Your pharmacy is open every day.
Team: What It,s The shelves are stocked.
Secretly Patients are walking in.

Costin g Your But something feels off.

You repeat instructions.

Pharmacy

Mistakes keep happening.

BY THE CHEMIST Customers complain about the attitude.

Stock expires.
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LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S SECRETLY
COSTING YOUR PHARMACY

WhatsApp orders are ignored. And that has a cost.
You start thinking: The Hidden Costs Of A Misaligned
Team

“Maybe sales are just slow.”

1. 1t Costs You Money
“Maybe the economy is tough.”

When your team is not aligned:
“Maybe | just need better staff.”

e Staff push the wrong products.
But what if the real issue isn’t the market? e High-margin items are ignored.
e Discounts are given randomly.
What if it'’s misalignment? e Stock ordering is inconsistent.
e Expiry losses increase.
A misaligned team doesn’t mean bad people.

No one wakes up planning to lose you money.
It means good people pulling in different

directions. But when the team doesn’t understand the
pharmacy’s goals, they make daily decisions

that slowly eat your profits.

©




LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY

Small leaks sink big ships. 3. It Costs You Energy

2. It Costs You Customers This one hurts the most.

One staff member is warm and helpful. You feel like you are the only one who cares.
Another is dismissive. You must supervise everything.

Another says, “We don’t have it,” without You ca.nnot leave the pharmacy without
checking alternatives. worrying.

Customers feel the inconsistency. You become tired, frustrated, and resentful.
They may not complain. Growth becomes heavy instead of exciting.

They simply don’t come back.

And in community pharmacy, trust is
everything.
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LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY
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What An Aligned Team Looks Like When a patient hesitates, they educate with
confidence.

Now imagine something different.
When sales are low, they look for
Your team understands: opportunities instead of excuses.

e Thetop 10 products you want togrow. ~ That’s alignment.

¢ The level of service you expect.

e The tone to use with customers. And alighment changes everything.

e Thedaily sales target.

» Why the business must be profitableto  How To Start Fixing Misalignment

survive. (Without Drama)
They don't just “work.” You don’t need a big seminar.
They contribute. You need clarity and consistency.

When a product is out of stock, they suggest an
alternative.

PAGE 7 « THE CHEMIST ©



LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY

Here are practical steps you can start this
month:

1. Clarify Your Top 3 Priorities

Ask yourself:

Are we focusing on prescription growth?
OTC upselling?

Chronic patient retention?

WhatsApp orders?

Reducing expiry losses?

Pick three.
Communicate them clearly.

Your team cannot hit a target they don’t know.

PAGE 8 e THE CHEMIST

PHARMACY HOURS:
8AM-9PM

2. Hold A 20-Minute Weekly Meeting
Not to complain.
Not to attack.
But to align.
Use this simple structure:

1.What went well?

2.What didn’t?

3.What are we focusing on this week?
Keep it short.

Keep it focused.

Keep it consistent.
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LEADERSHIP: THE COST OF A

MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY

3. Define “How We Do Things Here”  Butyour team should at least know:

Write down: e Monthly sales target.
e Weekly target.
o How customers are greeted. * Afew key products you want to push.
e How alternatives are suggested.
o How discounts are approved. When people see numbers, they understand
» How stock-outs are handled. the game.

When expectations are written, alignment ~ When they don't, they guess.

becomes easier.
5. Reward The Behaviour You Want

Unspoken rules create confusion.
Don’t only punish mistakes.

4. Share The Numbers

Many pharmacy owners hide financial
information.

PAGE 9 e THE CHEMIST ©




LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY

Celebrate: You wanted:
e Good customer service. e Stability.
e Smart upselling. e Growth.

Reduced expiries. Impact in your community.

e |[nitiative. ¢ A business that works for you.
People repeat what is recognised. Misalignment quietly steals that dream.
The Truth But alignment restores it.

You didn’t start your pharmacy to feel stressed.And the good news?

You didn’t invest your savings to fight your ownAlignment is not about hiring new people.

team.
It's about leading the people you already have

with clarity.

PAGE 10 e THE CHEMIST ©




LEADERSHIP: THE COST OF A
MISALIGNED TEAM: WHAT IT’S
SECRETLY COSTING YOUR PHARMACY

One Question To Reflect On

If your team continued exactly as they are for
the next 12 months, what would it cost you?

Now imagine what 12 months of alighment
could produce.

The difference is leadership.
And leadership starts with clarity.

Growth is not only about marketing and
products.

It is also about people pulling in the same
direction.

Start small.
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Be consistent.
Keep aligning.
Your future pharmacy depends on it.

Share your aligned team success story with us
at info@thechemist.co.ke. What worked for
you? We'd love to feature your insights in an
upcoming issue of The Chemist’s “From Our
Readers” section.
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MARKETING: AEO VS GEO: HOW
PHARMACIES MUST ADAPT TO Al
SEARCH IN 2026

AEO Vs GEO:
How
Pharmacies
Must Adapt to
Al Search In
2026

BY THE CHEMIST
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If you own a community pharmacy, here’s the
reality: Al is changing the way people find
information—and your pharmacy. In 2026,
search isn’t just about links anymore. It's about
answers. Two strategies matter most: AEO
(Answer Engine Optimization) and GEO
(Generative Engine Optimization).
Understanding the difference can help your
pharmacy grow online, attract more
customers, and stay ahead of competitors.



MARKETING: AEO VS GEO: HOW
PHARMACIES MUST ADAPT TO Al
SEARCH IN 2026

1. Quick Answers vs Deep Authority 2. Why This Matters for Your
e AEO s about short, direct answers. It Pharmacy
helps your pharmacy appear in featured
snippets, People Also Ask, or other quick-  |magine someone searching for “best

answer boxes on Google. Think of it like pharmacy for quick prescription refills near
your pharmacy being the go-to answer for me”

a specific question: “How much does a flu

vaccine cost?” or “Which multivitamin is best e With AEO, your content can appear as the

for adults?” direct answer, making them click or walk
e GEO s about long-form, in-depth content in immediately.
that Al models trust and cite when e With GEOQ, if your pharmacy posts
generating summaries or reports. This is comprehensive guides on patient care,
your pharmacy establishing expert product comparisons, or health advice, Al
authority: guides, detailed product may summarize and recommend your
breakdowns, thought leadership, and content in Bing’s Copilot or Google’s Al
advice that Al can reference. Overviews—giving you long-term

authority and credibility.
In simple terms: AEO grabs attention fast.

GEO earns trust over time.

©
PAGE 14 « THE CHEMIST
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MARKETING: AEO VS GEO: HOW

PHARMACIES MUST ADAPT TO Al
SEARCH IN 2026

Emotionally, it's about visibility and trust. AEO Result: Your pharmacy appears in quick-
makes customers see you now; GEO makes Al  answer boxes, making you the first choice for
—and your customers—trust you for the urgent or simple questions.

future.

4. How to Use GEO to Build Long-Term
3.How to Use AEO in Your Pharmacy  Authority

Marketing
¢ Write content around specific questions e Create detailed guides, long-form
customers ask. content, and thought leadership posts.
e Use headers that match those questions. ¢ Include original insights, quotes, or
¢ Give short, clear answers (2-4 sentences). proprietary data.
e Use bullet points, numbered lists,or FAQs ¢ Add author bios to show real expertise.
for easy reading. e Citereputable sources and update
¢ Add an FAQ or How-To schema to signal content regularly.
search engines. e Keep formatting Al-friendly but human-
¢ Target high-intent keywords, such as readable.
product prices, comparisons, or local
queries.

PAGE 15 ¢ THE CHEMIST ©




MARKETING: AEO VS GEO: HOW
PHARMACIES MUST ADAPT TO Al
SEARCH IN 2026

Result: Al models cite your pharmacy asa Blending AEO and GEO ensures your
trusted source, positioning you as an authority pharmacy is visible, trusted, and chosen—

in your community and increasing your long- whether customers need a quick answer or a
term online visibility. deepdive.

5 How to Balance AEO and GEO Sh:a\re your AEO v.s GEO success story with us
at info@thechemist.co.ke. What worked for

you? We'd love to feature your insights in an
upcoming issue of The Chemist’s "From Our
Readers" section.

You don't have to pick one. Think of it like this:

e Utilize AEO for quick wins, such as local
searches, pricing questions, and product
FAQs.

¢ Use GEO for long-term growth: guides,
expert advice, and evergreen content.

PAGE 16 ¢ THE CHEMIST ©




SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES
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Running a community pharmacy today can feel

Behav1ora1 reavy
SCience In The Foot trafficis unpredictable. Wholesaler prices

keep shifting. Customers pop in for a single

Pharmacy: 3 item and leave just as quickly.
. You may be doing everything “right” —
Subtle Trlggers stocking well, training staff, offering good
service — yet sales still feel tight.
That Increase
Here’s the truth:
Sales Customers don’t choose purely on reason.

They buy based on behavior.

BY THE CHEMIST
Behavioral science studies how people actually
make decisions. And the good news? You can
use it inside your pharmacy — without being

PAGE 17  THE CHEMIST pushy or manipulative. ©




SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES
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Let’s look at 3 subtle triggers you can start How to Use It in Your Pharmacy
using this month.
e Add small shelf tags like:
Social Proof: “If Others Buy It, It o “Customer Favourite”
Must Be Good” o “Most Requested This Month”
o “Pharmacist Recommended”
e Train staff to say:
e “Most of our customers prefer this one
because...”

Have you ever noticed how customers ask:
“Which one do people usually take?”

They are not just buying a product.
Notice the difference between:

They are looking for reassurance. o
e “Thisis good”

. . ., . o . .n
In behavioral science, it’s called social proof — Most customers prefer this

the comfort of copying proven decisions.
The second feels safer.

PAGE 18 ¢ THE CHEMIST ©




SALES: BEHAVIORAL SCIENCE IN THE

PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES
>

= o

Most Requested
This Month

Available Here

Why It Works The Power of Positioning: Products
Seen Are Products Sold

People want to avoid regret.
. Not all shelves are equal.

Seeing that others have chosen the same

product reduces their fear of making a wrong

o Studies show products at eye level outsell
decision.

those placed higher or lower. Products placed
near the checkout counter also sell more —

Sales impact: even if customers did not plan to buy them.

Customers upgrade more easily. They hesitate How to Use It in Your Pharmacy
less. Average basket value increases.

¢ Place high-margin items at eye level.
e Put add-on products near the counter:
o Lip balms
Vitamin C
Hand sanitizers
Glucose test strips ©

(o]

o

[e]
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SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES

¢ Rotate featured products every month.
Hidden products don’t get bought.
A Simple Weekly Exercise

Walk into your pharmacy as if you are a
customer.

What catches your eye first?
What is invisible?

You may discover that your most profitable
products are sitting in the weakest positions.

PAGE 20 ¢ THE CHEMIST
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Sales impact:

Simply repositioning products can boost slow-
moving stock without cutting prices.

Anchoring: The Subtle Price
Comparison Effect

Customers rarely know the “correct” price of a
product.

So what do they do?
They compare.

Anchoring means the first price seen sets the
benchmark for judging others.



SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES

How to Use It in Your Pharmacy

Instead of offering only one option, offer two
or three:

e Basic option - Ksh 450

e Mid-range option - Ksh 750

¢ Premium option - Ksh 1,200
Suddenly, Ksh 750 feels “reasonable.”

Without the premium option, Ksh 750 may
have felt expensive.

You are not forcing anyone.

You are simply providing a comparison.

PAGE 21 ¢ THE CHEMIST

Why This Matters

Many pharmacies underprice because they
fear losing customers.

But when you present tiers clearly, customers
often choose the middle — and your margins
improve.

Sales impact:

Better margins without heavy discounting.



SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES

VITAMINS & SUPPLEMENTS
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Small Shifts, Stronger Sales
You work hard.

You manage staff.

You chase suppliers.

You handle prescriptions, complaints, audits,
and stock.

You deserve a pharmacy that thrives, not one
that merely survives.

Behavioral science is not about tricks.

PAGE 22 ¢ THE CHEMIST
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It is about understanding how your customers
already think.

And when you align your pharmacy
environment with how people decide, sales
start to feel more natural.

Not forced.

Not desperate.

Not discount-driven.

Just smarter.




SALES: BEHAVIORAL SCIENCE IN THE
PHARMACY: 3 SUBTLE TRIGGERS THAT
INCREASE SALES

Start Small This Month
You do not need a full renovation.
Choose one trigger:
e Add “Customer Favourite” tags.
e Reposition 5 high-margin products.
¢ Introduce a 3-tier pricing display.
Track the difference for 30 days.

Small changes.

Real results.

PAGE 23 ¢ THE CHEMIST

A community pharmacy is more than
dispensing medicine.

It is about designing better buying decisions.
And you are in control of that environment.

Share your Behavioral Science In The
Pharmacy success story with us at
info@thechemist.co.ke. What worked for
you? We'd love to feature your insights in an
upcoming issue of The Chemist’s "From Our
Readers" section."
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PRODUCT: INNOVATIVE PRODUCT
SPOTLIGHT: PRIVATE LABEL PRODUCTS

DAILY . IMMUNITY OMEGA-3
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al DALY VITAMINS
Sssential Nutrients for Health |

A
S CAPSULES B é :
METANY SUPPLEMENT

Supports Immune Function Rich in EPA & DHA
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Instead of only stocking mainstream brands,

Private Label you create your own line, such as:

Vitamins and supplements

PrOduCtS e Painrelief gels

BY THE CHEMIST e Cough syrups
e Hand sanitizers

e Skincare products
e Baby care essentials
e First aid items

RRP: Ksh 150 - Ksh 1,200

Overview

It gives your pharmacy a unique identity and

Private label products are pharmacy-branded higher profit margins.

items manufactured by third parties but sold
under your pharmacy’s own brand name.

©
PAGE 24 « THE CHEMIST




PRODUCT INNOVATIVE PRODUCT
SPOTLIGHT: PRIVATE LABEL
PRODUCTS
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Key Features: e Families looking for affordable health
options

e Sold exclusively under your pharmacy e Loyal customerswho trust your pharmacy
brand

e Custom packaging and labeling Psychographics:

e Higher margin compared to mainstream
brands e Lifestyle: Practical, value-driven buyers

e Opportunity to control pricing and e Needs: Affordable but reliable alternatives
positioning e Preferences: Trusted pharmacy

e Builds customer loyalty to your pharmacy, recommendation over brand hype
not just the product

Value to Clients
Target Market

. Short-term:
Demographics:
¢ More affordable alternatives to popular
brands
¢ Pharmacist-recommended products
e Easy access to essential health items

©
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e Regular walk-in pharmacy customers
¢ Price-sensitive shoppers
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Long-term: e Repeat buyers of chronic supplements
(e.g., Vitamin C, multivitamins)
e Builds trust in your pharmacy brand e Parents buying baby care and hygiene
e Encourages repeat purchases items
e Reduces dependence on price wars with
wholesalers Estimated Monthly Revenue Example:
e Creates a unique identity in a crowded
market If you sell:

When customers come back specifically asking ¢ 300 units per month

for your brand, you’ve won. e Average marginincrease of Ksh 150 per
Sales Projections unit
That’s an additional KSh 45,000 in gross
profit monthly

Potential Market Size:

e Customers already buying common OTC
products

©
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And that’s from just one product category.




.

-

PRODUCT: INNOVATIVE PRODUCT DAILY

OTE HEALTH
SPOTLIGHT: PRIVATE LABEL FEl O A VITAMIN

PRODUCTS BUNDLE

N a2 :.. ' m WELLNESS BUNDLE: BOOST YOUR IMMUNITY IL

- B o — :
e, W % N _ .

| DISCOUNT TAG
DAILY WELLNESS BUNDLE
NOW KES 1,450 |

[WAS HES 1,800}
SAVE KES 400!

|\ F SARAT NG Tl iY  Daily Health Bundle STRENGTHEN

|
Vitamin C + Multivitamins YOUR IMMUNITY @ @ |
}
d

]
by
‘

™

STRENGTHEN 1
NOW KES 1,450 YOUR IMMUNITY

(WAS KES 1,850)
SAVE KES 400!

Expand into 5-10 high-moving items, and the Marketing Suggestions

impact becomes significant.

Selling Strategies Effective Channels:

e Place private label products next to In-Store:
popular branded equivalents

e Train staff to confidently recommend your * Dedicated shelf or mini display for your

brand

brand as the first option

« Offer bundle discounts (e.g., “Buy 2 of our e Posters explaining the benefits of store-
brand, save Ksh 100”) branded products

e Introduce loyalty points specific to your
brand Digital.

e Display a “Pharmacist Recommended -

Our Own Brand” tag e Social media posts introducing “Our Brand

Story”

e Short videos explaining why you created
your own line

¢ WhatsApp broadcasts featuring monthly
promotions

©
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Position it as:

“Same quality. Better value. Backed by us.




PRODUCT: INNOVATIVE PRODUCT
SPOTLIGHT: PRIVATE LABEL
PRODUCTS
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Community Positioning: Test demand. Refine packaging. Build

awareness.
e Share how private label helps keep
medicines affordable Private label is not just about margins.
e Emphasize quality control and pharmacist
oversight It's about building an asset — a brand that

Strategic Tip for Pharmacy Owners belongs to you.
In a competitive pharmacy environment,

Start small. o
ownership is a powerful asset.

Choose 3-5 fast-moving products:
e VitaminC
e Paracetamol

Share your Private Label Product success
story with us at info@thechemist.co.ke. What
worked for you? We'd love to feature your
* Coughsyrup insights in an upcoming issue of The Chemist’s

* Hand sanitizer "From Our Readers" section."
e Multivitamins

©
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OPERATIONS: Al FOR CUSTOMER
HAPPINESS & SPEED

Your team is doing its best. But delays happen.
AI For Messages go unanswered. Some clients walk
C t away.

In community pharmacy, speed is not just
Happiness & about efficiency; it's also about effectiveness.

It is about how people feel. When clients are
served quickly and clearly, they trust you.

Speed When they wait too long, they may try another

pharmacy next time.

BY THE CHEMIST
¢ S This is where Artificial Intelligence (Al) is

The Busy Pharmacy Counter beginning to help—not by replacing
pharmacists, but by removing small delays that

It is 5:30 pm. The queue is growing. One client ~ frustrate customers and staff.

wants to know if their refill is ready. Another is
asking about a child’s cough. Someone else
sent a WhatsApp message asking for prices—
but no one has replied yet.

PAGE 29 e THE CHEMIST ©




OPERATIONS: Al FOR
CUSTOMER HAPPINESS & SPEED
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A Pharmacy That Feels Faster and Your phone no longer rings endlessly. Routine
More Caring guestions are answered automatically. Your
team has more time for real conversations—
Now imagine a different day. the ones that build loyalty.
Clients feel helped. Staff feel less

A client sends a WhatsApp message asking, i
overwhelmed. Operations feel smoother.

“Do you have amlodipine 10 mg?” They get an

instant reply:
This is not science fiction. Many of these tools

“Hello " Yes. we have it. Price is KSh X are already affordable and user-friendly.
Would you like us to reserve it?” Practical Ways Community

Pharmacies Can Use Al Today
At the counter, your staff already know what

the client needs because the system suggested  yq do not need expensive systems. Start

likely refills. small. Prioritize simple wins that boost
efficiency and delight customers.
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OPERATIONS: Al FOR CUSTOMER
HAPPINESS & SPEED

1. Instant Replies to Common Questions

Most pharmacies receive the same questions
daily:

¢ “Do you have this medicine?”

e “What s the price?”

¢ “What time do you close?”

e “Is my refill ready?”
Al chat tools can answer these automatically
on WhatsApp, your website, or Facebook
Messenger.

Operational impact:

e Reduces interruptions for staff

PAGE 31 e THE CHEMIST

¢ Ensures every customer gets a reply—even
after hours

¢ Prevents lost sales from unanswered
messages

Al-powered customer service tools can handle
up to 80 % of routine inquiries, freeing staff to
focus on higher-value interactions.

How to start simply:

e Create saved replies for common
guestions.

¢ Use WhatsApp automation tools.

¢ Connect Al chat assistants to your
pharmacy number.



OPERATIONS: Al FOR CUSTOMER
HAPPINESS & SPEED
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2. Faster Prescription Refills and Reminders For your pharmacy, this means healthier
clients—and more predictable revenue.
Many customers forget to refill their chronic
medicines. Others delay until they run out. 3. Helping Staff Find Information Quickly
Al tools can send automatic reminders like:
“Hello Mary, it has been 30 days since your last Sometimes the staff spends time checking:
refill. Would you like us to prepare it?”
e Prices
Operational impact: ¢ Stock availability
e Alternative brands
e |mproves refill consistency
¢ Increases repeat sales Al search tools inside pharmacy systems can
¢ Reduces last-minute rush suggest answers instantly.

Automated reminders help patients stayon  Operational impact:

track with their chronic medications.
e Reduces waiting time at the counter
e Improves staff confidence

, .




OPERATIONS: Al FOR CUSTOMER &
HAPPINESS & SPEED

Even saving 30 seconds per customer can
reduce queues significantly over a full day.

4. Predicting Busy Hours and Staffing Needs
Al can analyze past sales and identify patterns:
e Busy days of the week
e Peak hours

¢ Seasonal demand

Predictive insights streamline staffing and
minimize customer wait times.

Operational impact:

¢ Schedule more staff during busy hours.
e Avoid overstaffing during slow periods.
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¢ |Improve overall service speed.
5. Creating Faster Internal Workflows

Al can also help with simple operational tasks
like:

Drafting messages to customers
Writing internal SOPs

e Summarizing supplier offers
Creating staff training guides

This reduces administrative workload.

Your team spends more time serving
customers—and less time on paperwork.



OPERATIONS: Al FOR CUSTOMER
HAPPINESS & SPEED

a'l

14:30
Sat, 26 Oct
o008

MEDICATION REFILL
REMINDER
Your prescription for
Metformin (500mg) is
ready for pick Up-
refill reference: #88432.
Please visit us today-

Time:

14:18 Oct 26.

Your Pharmacy g

A2

Why This Matters More Than Ever

Customers today expect fast responses. This
expectation comes from their experience with
banks, delivery apps, and online stores.

If your pharmacy replies slowly, clients may
assume:

* You do not have the product.
¢ You are disorganized
¢ Another pharmacy will be faster.

But when your pharmacy responds instantly,
clients feel confident choosing you.

Speed creates trust. Trust creates loyalty.
Loyalty drives growth.
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Start Small This Month

You do not need to automate everything at
once.

Start with one simple step:

¢ Set up automatic replies for WhatsApp
or

e Createrefill reminder messages
or

¢ Use Al tools to draft customer messages.

Observe how much time your team saves—and
how customers respond.

Even small changes can transform how
customers experience your pharmacy.



OPERATIONS: Al FOR CUSTOMER &S
HAPPINESS & SPEED

The Real Goal Is Not Technology—Itls  Shareyour Al success story with us at
Happier Customers info@thechemist.co.ke. What worked for you?
We'd love to feature your insights in an

upcoming issue of The Chemist’s “From Our
Readers” section.

Al is not about replacing pharmacists. It is
about removing friction.

It answers routine questions.

It reduces waiting.

It gives your team more time to care.
When operations run smoothly, customers
notice. They return. They recommend your

pharmacy to others.

And that is how growth begins.
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The Fear — “We Can't Afford To Give”

Philanthropy as
a Growth
Strategy

Cashflow is tight.

The stock is expensive.

NHIF or insurance payments are delayed.
BY THE CHEMIST Rent and salaries don’t wait.

Many pharmacy owners believe philanthropy  rrom 4 cashflow point of view, philanthropy

is only for big corporations. feels like money going out — with no guarantee
of coming back.

“Let the multinationals donate. We are just

trying to survive.’ And that fear is valid.

But what if giving is not a cost?

What if it is a quiet growth engine?
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But here’s what many pharmacy owners don't For a community pharmacy, it can mean:
see:

e Afreeblood pressure screening day
Donating sanitary pads to a nearby school

Philanthropy, when done strategically, is an

investment—not an expense. e Offering diabetes education talks

e Supporting alocal church or chama health
It is marketing, customer retention, and brand day
building — rolled into one. ¢ Giving loyalty discounts to elderly patients

The Shift — What Philanthropy Really It's about being visibly helpful in your
Means community.

Philanthropy does not mean building a hospital Research shows that consumers are more

wing. likely to buy from brands they perceive as
socially responsible. Trust drives loyalty—and
loyalty fuels repeat purchases.

Translation for your pharmacy?

PAGE 37 e THE CHEMIST ©




CASHFLOW: PHILANTHROPY AS A
GROWTH STRATEGY

When people trust you, they return. Scenario B: Strategic Philanthropy
When they return, your cashflow becomes e Customers see you as “our pharmacy.”
more predictable. e They trust your advice.

The Cashflow Logic e They are less price-sensitive.

e They refer friends and family.
Let’s break this down practically. * Yousgetrepeat business.

Scenario A: No Community Engagement Philanthropy builds emotional loyalty.

« Customers buy based on price. Emotional loyalty protects margins.

¢ They easily switch to the pharmacy across
the road.

¢ You constantly discount to compete.

e Margins shrink.

e Cashflow becomes unstable.

And protected margins improve cash flow.

According to research, emotionally connected
customers are more valuable and more likely
to stay loyal compared to customers who are
only satisfied.
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CASHFLOW: PHILANTHROPY AS A
GROWTH STRATEGY

For a pharmacy owner, loyalty means:
e Fewer marketing costs
e Lower customer acquisition pressure

¢ More predictable monthly revenue

That is a cashflow advantage.

The Emotional Connection (Why This
Matters Deeply)

You didn’t open your pharmacy just to sell
tablets.

You opened it to help people.
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When a mother walks in worried about her
child’s fever...

When an elderly patient thanks you for
checking their BP...

When a diabetic patient says, “You’re the only
one who explains things clearly...”

That is impact.

Philanthropy formalizes that impact.
It tells your community:

“We care beyond transactions.”

And when people feel cared for, they stay.



CASHFLOW: PHILANTHROPY AS A
GROWTH STRATEGY

w (|
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In community pharmacy, relationships are your2. Choose Causes That Align With Your
strongest asset. Product Mix

Practical Ways to Use Philanthropy as [f diabetes products are high-margin for you,
a Growth Strategy host:

* Free glucose screening days

1. Start Small and Budget It
e Diabetes education talks

Set aside a fixed monthly amount — even 1-2%

of net profit. If you stock maternal products, support:

¢ Antenatal clinics

Treat it like a marketing budget, not a random ) .
¢ School sanitary pad drives

expense.

Control protects cashflow. Strategic alignment increases future sales.
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CASHFLOW: PHILANTHROPY AS A
GROWTH STRATEGY

3. Capture Data (Ethically) Share on:
During free screening events: e WhatsApp status
e Facebook
¢ Collect phone numbers (with consent) ¢ In-store posters

¢ Add them to your WhatsApp broadcast.
¢ Send follow-up reminders for checkups.  Social proof builds credibility.

Philanthropy opens the door. People trust what they see.
Follow-up builds recurring revenue. 5. Partner to Reduce Cost
4. Document and Share You don’t have to carry the full financial burden.

Take photos (with permission).
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Partner with: It is a compounding strategy.
e Pharmareps Over 6-12 months, you will notice:
e Medical labs

More referrals

Higher trust

¢ More repeat prescriptions
Better word-of-mouth

Local doctors
Community leaders

Shared events reduce your cost while
increasing visibility.

And here’s the hidden benefit:
This protects cash flow while growing reach.

When price wars erupt, loyal customers stay.

The Long-Term Compounding Effect
That stability is powerful for cash flow

Philanthropy is not a one-day sales spike planning.
strategy.
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CASHFLOW: PHILANTHROPY AS A
GROWTH STRATEGY

The Real Question

The real question is not:

“Can we afford to give?”

The real questioniis:

“Can we afford to be invisible?”

In a crowded market, generosity sets you
apart.

In community pharmacy, trust is currency.

And trust, when built intentionally, turns into
sustainable growth.
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Your Next Move

Start small.

Start strategically.

Start this quarter.

Pick one initiative.

Budget it.

Align it with your products.
Track the results.

Growth does not always come from pushing
harder.
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Sometimes, it comes from caring smarter.
Share your Philanthropy success story with us at info@thechemist.co.ke. What worked for

you? We'd love to feature your insights in an upcoming issue of The Chemist’s “From Our
Readers” section.
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Click below to check out available jobs:
€4 Pharmacist

€4 Pharmaceutical Technologist

Want employers to find you faster? Create your profile today and let opportunities come to you.

Jb Start Now!

Looking for Your Next Pharmacy Job? We've Got You!

Are you a skilled pharmacy professional looking for the right job in a community
pharmacy?

We know how tough job hunting can be.

¥ ! Over 1100 community pharmacies trust us for practical advice—now, we’re making job
searching easier for you!

The Pharmacy Career Jumpstart

74 Step 1: Visit thechemist.co.ke/job-board/
Step 2: Create a candidate profile.
Step 3: Let employers reach out to you!

# Create your profile and find your next job now! - thechemist.co.ke/job-board/

@ Don't miss out on great opportunities!
Start growing your career today.

PS: Looking for a team member to grow your pharmacy? Check out profiles of candidates
looking for opportunities at https://thechemist.co.ke/job-board/employer/ for FREE &
shorten the process of getting the best candidate.
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