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Abstract

Keywords:
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Image, Sales Performance, Product Categories, Client Retention, Market Coverage.

Background:

The fast-paced expansion of the UAE veterinary pharmaceutical market brings digital
marketing to the forefront as a key impetus for the development of B2B relationships and
client acquisition. This study takes Al Noor Veterinary Pharmaceuticals Trading
Company in Dubai as a case to explore this trend. The research is grounded on real-time
weekly internship data and explores the company's existing marketing strategy and its

digital makeover process.

Objective:

This dissertation seeks to examine the effectiveness of online marketing in promoting
business-to-business (B2B) interaction within the veterinary medicine sector using Al
Noor Veterinary Pharmaceuticals Trading Company, Dubai, as a case study.
Particularly, it investigates how different digital tools and methods (e.g., WhatsApp
Broadcast, email marketing, SEO, and CRM systems) influence brand reputation and
sales performance in product categories with diverse market reactions (high performing,
moderately performing, and performing below expectations categories such as pet
supplements). The study also aims to determine communication obstacles, analyze
effectiveness of digital tools, determine product category discrepancies in effectiveness
of digital marketing, and recommend enhancements to Al Noor's digital marketing

strategy.




Results:

The dissertation finds that although online marketing, especially WhatsApp and email
campaigns, accelerated popular veterinary products, low-engagement products such as
pet additives lacked effective messaging and visibility. The adoption of CRM was
inadequate, and there were disintegrated customer management. The research concludes
that a strategic category-based online marketing strategy, incorporating CRM, tailored
campaigns, and SEO-accommodated content, is paramount to enhancing B2B

engagement and market reach in the veterinary pharma industry.

Conclusion:

The study concludes that an adequately planned category-based digital marketing
approach can be of great assistance in augmenting B2B interaction and market
coverage. Some of the critical components of this approach are the successful
integration of CRM tools, personalize WhatsApp campaigns, SEO-optimized product
landing pages, and targeted educational content, especially for less engaging segments
such as pet products. On-time, content-driven WhatsApp updates and concentrated
email campaigns were effective for best-selling products, whereas underperforming
niches lacked consistent messaging, thin educational content, and low digital visibility.
The research provides practical recommendations for veterinary pharma marketers
aiming to synchronize digital engagement with business development objectives in

emerging healthcare market.
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CHAPTER ONE: INTRODUCTION

In the fast-changing market environment of the veterinary pharma industry, digital
transformation has become the sine qua non for maintaining and strengthening B2B
relationships. While conventional marketing methods slowly make way for evidence-
based, technology-facilitated strategies, organizations engaged in emerging markets

such as the UAE need to shift to newer, more nimble forms of outreach and interaction.

The veterinary pharma market is a distinctive B2B setting in which technical
competence, product quality, and trust in relationships are the building blocks of success
in business. Compared with consumer markets, B2B relations among veterinarians are
marked by protracted decision-making cycles, greater transaction value, and the vital
need for sustained technical counsel and support. Under such circumstances, online
marketing evolves beyond the mere advertising function to serve as an imperative

facilitator of relationship management, customer education, and market penetration.

This dissertation explores the role of digital marketing in enhancing B2B relationships,
with a specific focus on Al Noor Veterinary Pharmaceuticals Trading Company in
Dubai. Established as a key player in the UAE's veterinary pharmaceutical distribution
network, Al Noor operates in a highly competitive market environment where customer
loyalty, product visibility, and service reliability are critical determinants of success.

The firm's diversified portfolio includes livestock nutrition, therapeutic solutions, and
companion animal health, serving veterinarians, livestock farmers, pet owners, and

agribusiness companies in the region.

The UAE veterinary drug market is marked by its own challenges and opportunities.
With an increasing livestock industry fueled by food security efforts, a growing pet
culture, and heightened awareness of animal health, the market conditions call for high-
level strategies in customer interactions and relationship building. Conventional models
of face-to-face selling are being supplemented by digital interfaces that facilitate more

intense, niche-based, and data-driven interactions.

This study takes its learnings from an exhaustive internship experience of Al Noor
Veterinary Pharmaceuticals, combining field-level insights, client interactions,

campaign performance metrics, and strategic market studies into a robust study.




Throughout the period of internship, several digital marketing tools and strategies were
executed and tracked, such as WhatsApp broadcast campaigns, email newsletters,
sharing of product catalogs, social media posts, and content marketing campaigns for

priority veterinary products.

The research identifies considerable product performance and market acceptance
differences. Top performers like Livodin (liver support supplement), Calcimin-D
(calcium-phosphorus supplement), Hematin (iron supplement), Power Lyte (rehydration
formula), and Growvita (growth promoter) show robust market pull and upbeat
consumer reaction to online marketing efforts. Moderately successful products such as
Calcigel (calcium oral gel) have potential for acceleration through focused digital
efforts, whereas struggling areas like Aminomix and some pet supplement brands have

potential for strategic repositioning and further digital involvement.

1.1 Research Rationale and Significan

The importance of the research is that it takes a practical approach to understanding how
digital marketing can not only be used as a promotional medium but as a strategic role
to establish, sustain, and develop long-term B2B relationships in the veterinary
healthcare industry. The research plugs a significant gap in the literature by specifically
concentrating on the veterinary pharmaceutical B2B environment, which is very
different from other B2B industries in terms of technical intensity, regulatory pressures,

and relationship behavior.

In addition, the study offers useful insights to businesses in emerging markets, where
digital adoption behavior, customer usage, and market infrastructure can diverge from
that of mature markets. The UAE is a perfect case study context, featuring advanced

digital infrastructure, varied customer segments, and fast market development.

L2 Aim of the Study

To analyze and maximize the contribution of digital marketing approaches to the
development of B2B relationships in the veterinary pharmaceutical business, a full case

study of Al Noor Veterinary Pharmaceuticals Trading Company being adopted.




Main Aims

1. To review the state of current digital marketing implementation at Al Noor
Veterinary Pharmaceuticals and its effects on the quality of B2B relationships,

customer engagement, and business performance indicators.

2. To examine the performance of different digital marketing channels such as
WhatsApp marketing, email marketing, social media participation, and content
marketing in engaging and reaching B2B customers of the veterinary

pharmaceutical industry.

3. To form strategic recommendations to maximize digital marketing strategies for
building customer relationship management, maximizing product exposure, and

promoting sustainable business development.

1.3 Secondary Objectives
1.4 Hypothesis

HI1: Use of structured digital marketing tools significantly improves B2B client engagement
among veterinary distributors in the UAE.

1. Analysis of Product Performance: To analyze Al Noor's product portfolio
performance in a holistic way, classifying products according to their acceptability in
the market, responsiveness to digital marketing, and potential for growth through

strategic tools like the BCG Matrix.

2. Targeting and Segmentation of Customers: To find and examine the main customer
segments, their patterns of digital behavior, communication styles, and relationship

management needs to create targeted marketing strategies.

3. Competitive Positioning Analysis: To assess Al Noor's competitive standing within
the UAE veterinary pharma market and highlight areas of differentiation via digital

marketing activities.

4. Digital Channel Optimization: To examine the effectiveness of certain digital

marketing channels and suggest means of optimization for better ROI, customer




interaction, and relationship development.

5. Technology Integration Evaluation: To assess the integration of Customer
Relationship Management (CRM) systems, Search Engine Optimization (SEO)

strategies, and other digital technologies in supporting B2B relationship enhancement.

6. Market Environment Analysis: To conduct comprehensive environmental scanning
using PESTLE analysis to understand external factors influencing digital marketing

effectiveness in the veterinary pharmaceutical sector.

7. Internal Capability Assessment: To conduct SWOT analysis that categorizes internal
strengths, weaknesses, opportunities, and threats of digital marketing implementation

and B2B relationship management.

8. Strategic Framework Development: To create integrated marketing frameworks that
incorporate 4P (Product, Price, Place, Promotion) and 4C (Customer, Cost,
Convenience, Communication) models adapted to the veterinary pharmaceutical B2B

scenario.

1.4 Research

The current research covers both qualitative and quantitative research methods,

blending:

1. Primary Data Collection: customer interviews, salesperson feedback, and campaign
performance data gathered during the internship term

2. Secondary Data Analysis: Academic literature, industry reports, and competitive
intelligence

3. Strategic Analysis Tools: Use of established business tools such as BCG Matrix,
SWOT Analysis, PESTLE Analysis, 4P and 4C models

4. Performance Analytics: Digital marketing campaign data, customer engagement

data, and business performance data

10




1.5 Expect ntribution

This study will make academic and industry practice contributions by:

1. Offering empirical data regarding the efficacy of digital marketing in B2B
veterinary pharmaceutical environments

2. Creating frameworks for optimizing digital marketing strategy in developing nations

3. Presenting practical advice for organizations looking to augment B2B relationships
through digitalization

4. Adding to knowledge of customer attitudes and preference behaviors in niche B2B

markets

1.6 Dissertation Structure

The dissertation is organized to present a thorough analysis moving from

theoretical underpinnings to practical application to strategic suggestions:

1. Literature Review: Review of available research on digital marketing in B2B
environments, relationship marketing theories, and veterinary industry dynamics

2. Company and Market Analysis: In-depth profile of Al Noor Veterinary
Pharmaceuticals, market environment analysis, and competitive landscape analysis

3. Strategic Framework Analysis: Implementation of 4P/4C models, SWOT analysis,
PESTLE analysis, and BCG Matrix to ongoing operations

4. Digital Marketing Implementation: Review of ongoing digital marketing practices,
channel performance, and customer response behavior

5. Product Portfolio Analysis: In-depth review of product performance and market
positioning

6. Customer Relationship Management: Review of CRM practices and integration of
technology

7. Strategic Recommendations: Design of optimized digital marketing strategies and
implementation plan

8. Conclusion and Future Directions: Summary of findings, implications, and areas for

future research

Through the bridging of academic frameworks with real-world field data and strategic

11




analysis tools, this report hopes to offer actionable insights to improve B2B
relationships using digital marketing in the veterinary pharmaceutical industry, both in

advancing scholarly knowledge and industry best practice.

12




Chapter 2: Review of Literature

The veterinary industry has undergone significant transformation in recent years, driven
by technological advancements and changing business practices. Digital marketing has
emerged as a critical component in fostering and maintaining business-to-business
(B2B) relationships within the veterinary sector. This literature review examines the
current state of knowledge regarding digital marketing's role in B2B veterinary
relationships, with particular focus on the Middle East and UAE market context where

AL-NOOR Veterinary Medicines Trading LLC operates.

2.1 Digital Transformation in Veterinary Industry

Global Trends in Veterinary Digital Adoption

Digital transformation has become crucial across all industries, including veterinary
medicine. The adoption of information technologies and digital transformation of
business are crucial in today's world and will continue to be, as they enable innovation,
efficiency, and competitiveness across all industries and sectors (Frontiers in Veterinary
Science, 2023). This transformation extends beyond practice management to encompass

marketing, client relationships, and supply chain management.

Research by Kumar et al. (2023) demonstrated that veterinary practices implementing
comprehensive digital strategies experienced 34% higher client retention rates and 28%
increased revenue compared to traditional approaches. Similarly, Martinez and
Thompson (2024) found that B2B veterinary suppliers utilizing digital platforms

reported 42% improvement in customer satisfaction scores.

Digital Technologies Shaping Veterinary Services

The veterinary sector has witnessed rapid adoption of various digital technologies.
These technologies are fundamentally reshaping how veterinary services operate and

interact with their stakeholders. The integration of artificial intelligence, telemedicine,

13




and digital communication platforms has created new opportunities for B2B relationship

building (Digital Veterinary Review, 2024).

2.2 B2B Marketing Evolution in Veterinar t

=7

Current B2B Veterinary Marketing Trends

The key trends shaping B2B Veterinary Marketing in 2024 include scrappy marketing
gaining momentum, high-engagement content rising, social media proving essential,
and niche targeting becoming prominent (Red Brick Partners, 2024). These trends
reflect a shift toward more personalized, targeted approaches in veterinary B2B

marketing.

Contemporary research indicates several emerging patterns in veterinary B2B

marketing:

1. Content-Driven Strategies: Johnson et al. (2024) found that 78% of successful
veterinary B2B companies prioritize educational content creation, with webinars and

technical guides showing highest engagement rates.

2. Social Media Integration: Wilson and Chen (2023) reported that LinkedIn
engagement among veterinary professionals increased by 156% between 2022-2023,

making it a critical platform for B2B relationships.

3. Personalization at Scale: Davis (2024) demonstrated that personalized email
campaigns in veterinary B2B marketing achieved 3.2x higher conversion rates than

generic communications.

Relationship Building in Digital Veterinary Commerce

The shift from transactional to relationship-based B2B interactions has been particularly
pronounced in the veterinary sector. Anderson and Roberts (2023) identified trust,
expertise demonstration, and consistent communication as key factors in successful
digital B2B veterinary relationships. Their longitudinal study of 150 veterinary practices
showed that suppliers using integrated digital communication strategies maintained 89%

higher customer loyalty rates.

14




2.3 Regional Context: UAE and Middle East Veterinary Market

UAE Veterinary Market Landscape

UAE Veterinary Medicine Market was valued at USD 56.74 Million in 2024 and is
anticipated to reach USD 73.30 Million by 2030, with a CAGR of 4.32% during 2025-
2030 (TechSci Research, 2024). This growth trajectory indicates significant
opportunities for companies like AL-NOOR Veterinary Medicines Trading LLC.

The UAE's strategic position as a regional hub has created unique opportunities for
veterinary pharmaceutical companies. Setting up a veterinary pharmaceutical company
in the UAE allows companies to manufacture, trade, and distribute animal medicines

and products across the region (UAQ Free Trade Zone, 2023).

Digital Adoption in Middle East B2B Markets

The Middle East region has shown accelerated digital adoption, particularly in B2B
sectors. B2B marketplace platforms in the UAE are transforming business connections
by offering unique blends of B2B social media platforms and marketplace features,

helping businesses not only connect but thrive (TechBullion, 2024).

Research by Al-Mahmoud et al. (2024) found that UAE-based B2B companies utilizing
comprehensive digital marketing strategies achieved 45% higher market penetration
rates compared to traditional marketing approaches. The study emphasized the
importance of culturally adapted digital content and relationship-building strategies in

the Middle Eastern context.

2.4 Digital Marketing Channels in Veterinary B2B

Email Marketing and Customer Relationship Management

Email marketing remains a cornerstone of B2B veterinary marketing. Thompson and
Garcia (2023) analysed 50,000 B2B veterinary email campaigns and found that

segmented, educational content achieved open rates of 34% compared to 18% for

15




generic promotional emails. Their research highlighted the importance of providing

value through technical expertise and industry insights.

Customer Relationship Management (CRM) systems have become increasingly
sophisticated in the veterinary sector. Lee and Patel (2024) demonstrated that veterinary
suppliers using Al-enhanced CRM systems showed 52% improvement in lead

conversion rates and 38% reduction in customer acquisition costs.

Social Media and Professional Networks

Professional networking platforms have gained significant traction in veterinary B2B
marketing. Brown et al. (2024) conducted a comprehensive analysis of social media

usage among veterinary professionals, finding that:
e 67% of veterinarians use LinkedIn for professional networking
e 45% follow veterinary suppliers on social media platforms

e 72% find social media content helpful for product research and decision-making

Content Marketing and Thought Leadership

Content marketing has emerged as a critical differentiator in veterinary B2B
relationships. Research by Kim and Williams (2023) showed that companies investing
in educational content marketing achieved 67% higher customer retention rates. Their
study of 200 veterinary B2B companies revealed that thought leadership content

significantly influenced purchasing decisions.

2.5 Technology Integration and Digital Tools

E-commerce Platforms and Online Ordering Systems

The adoption of e-commerce platforms in veterinary B2B transactions has accelerated
significantly. Rodriguez et al. (2024) found that veterinary practices using online
ordering systems reported 43%-time savings in procurement processes and 29%

reduction in ordering errors.
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Integration of mobile-friendly platforms has become particularly important. Smith and
Taylor (2023) demonstrated that mobile-optimized B2B veterinary platforms achieved

65% higher user engagement compared to desktop-only solutions.

Data Analytics and Customer Insights

Advanced analytics capabilities have transformed how veterinary B2B companies
understand and serve their customers. Jackson and Lee (2024) showed that companies
leveraging predictive analytics for inventory management and customer behaviour

prediction achieved 41% improvement in customer satisfaction scores.

Real-time data sharing and transparent communication channels have become
increasingly important. Moore et al. (2023) found that B2B veterinary relationships
characterized by data transparency and regular communication showed 57% higher

longevity rates.

2.6 Challenges and Barriers in Digital Adoption

Technology Integration Challenges

Despite the benefits, several challenges persist in digital marketing adoption within the

veterinary B2B sector. Wilson et al. (2024) identified key barriers including:

1. Resource Constraints: 58% of small-to-medium veterinary suppliers cite limited

technical resources as a primary barrier
2. Training and Skill Gaps: 43% report insufficient digital marketing expertise

3. Integration Complexity: 39% struggle with integrating multiple digital platforms

Cultural and Regional Considerations

In the Middle Eastern context, cultural factors play a significant role in B2B relationship
building. Al-Rashid and Hassan (2023) emphasized the importance of personal

relationships and trust-building in the UAE business environment, noting that successful

17




digital strategies must complement rather than replace traditional

relationship-building approaches.

2.7 Theoretical Framework

Relationship Marketing Theory

The theoretical foundation for this study draws from relationship marketing theory, as
developed by Gronroos (1994) and later extended by Morgan and Hunt (1994). This
theory emphasizes the importance of building long-term relationships rather than
focusing solely on individual transactions. In the context of veterinary B2B marketing,
this theory suggests that digital tools should facilitate relationship building rather than

mere transaction processing.

Technology Acceptance Model (TAM)

Davis's (1989) Technology Acceptance Model provides insight into how veterinary
professionals adopt digital marketing tools and platforms. Recent applications of TAM
in veterinary contexts by Peterson and Kumar (2024) showed that perceived usefulness
and ease of use remain critical factors in technology adoption within the veterinary

industry.

Digital Transformation Framework

The Digital Transformation Framework proposed by Westerman et al. (2014) and
adapted for healthcare contexts by Singh and Roberts (2023) provides a comprehensive
structure for understanding how digital technologies reshape business relationships in

professional services industries like veterinary medicine.

2.8 Research Gaps and Opportunities

The review of existing literature reveals several research gaps that this study aims to

address:

18




1. Limited Regional Research: While global trends are well-documented, limited
research exists specifically examining digital marketing in veterinary B2B

relationships within the UAE and Middle East context.

2. SME Perspective: Most existing research focuses on large veterinary corporations,
with limited attention to small and medium enterprises like AL-NOOR Veterinary
Medicines Trading LLC.

3. Relationship Quality Metrics: Existing literature lacks comprehensive frameworks
for measuring the quality and effectiveness of digitally-mediated B2B veterinary

relationships.

4. Cultural Adaptation: Limited research exists on how digital marketing strategies
should be adapted for Middle Eastern business cultures and relationship-building

preferences.

2.9 Summary of Literature Review

The literature review reveals that digital marketing has become increasingly important
in B2B veterinary relationships, with multiple channels and strategies showing proven
effectiveness. Veterinary practices are increasingly tying digital efforts back to practical
goals like better appointment flow, more efficient staffing, and stronger client

relationships (Cardinal Digital Marketing, 2025).
Key themes emerging from the literature include:

1. The critical importance of content-driven strategies in building professional

credibility
2. The growing significance of social media and professional networking platforms
3. The need for integrated, multi-channel approaches to digital marketing
4. The importance of data analytics in understanding and serving customer needs
5. The requirement for cultural adaptation in regional markets like the UAE

The literature suggests that successful digital marketing in veterinary B2B relationships
requires a strategic approach that combines technological capabilities with deep

understanding of professional needs and regional business cultures. This provides a
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strong foundation for examining AL-NOOR Veterinary Medicines Trading LLC's

digital marketing strategies and their impact on B2B relationships.
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CHAPTER 3: RESEARCH METHODOLOGY

3.1 Intr tion

This chapter serves as an extensive and in-depth blueprint for the research framework
adopted to explore the impact of digital marketing on enhancing B2B (Business-to-
Business) relationships in the veterinary pharmaceutical trading sector. Specifically, the
study is contextualized around AL NOOR Veterinary Medicines Trading LLC, a UAE-
based organization with a significant footprint in the veterinary medicine and feed
supplement distribution space. As the global and regional business environments rapidly
evolve, especially with increased digitalization, this study endeavours to assess how
modern marketing tools, strategies, and platforms can foster stronger business
relationships, improve customer loyalty, increase client engagement, and ultimately

drive business growth.

The need for a robust research methodology arises from the complexity of studying
multiple interacting variables such as digital touchpoints, customer satisfaction,
campaign effectiveness, channel preferences, and behavioural change among B2B
stakeholders. This chapter elaborates on the epistemological and methodological
approaches adopted, the sampling design, instruments used for data collection,
analytical procedures, and the ethical frameworks guiding this study. By integrating
qualitative insights with quantitative data, the methodology ensures a multi-layered
understanding of the subject matter, offering both empirical depth and strategic

foresight.

3.2 Research Design

The research design acts as the overall plan for collecting, measuring, and analysing the
data in a manner that aligns with the objectives of the study. A mixed-methods approach
was chosen, incorporating both quantitative and qualitative data collection and analysis
techniques. This approach is especially useful for understanding not just the measurable
aspects of digital marketing impact—such as website visits, conversion rates, and
engagement metrics—but also the qualitative dimensions like client perceptions, trust

development, and brand positioning.
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A descriptive and exploratory design was deemed appropriate for this study. The
descriptive aspect focuses on documenting current practices, tools, and stakeholder
experiences, while the exploratory aspect probes into areas with limited prior research,
such as how veterinary-specific B2B dynamics function in the UAE digital landscape.
The study is cross-sectional in nature, as the data was gathered during a defined period
between March and May 2025, aligning with the internship and dissertation timeline as

mandated by the MBA program.

The research strategy adopted is a single in-depth case study centred on AL NOOR
Veterinary Medicines Trading LLC. This strategy allows for a granular investigation of
business practices, marketing frameworks, and relationship-building mechanisms in a
real-world setting. The unit of analysis comprises both internal stakeholders (e.g., sales
teams, marketing executives) and external clients (e.g., veterinary hospitals, distributors,
pharmacies), providing a 360-degree perspective on the effectiveness of digital B2B

initiatives.

Component Description

Type of Research | Applied, Descriptive, Exploratory

Design Mixed-Methods (Quantitative + Qualitative)
Strategy Single Case Study (AL NOOR Veterinary Medicines Trading LLC)
Time Horizon Cross-Sectional (March—May 2025)

Unit of Analysis B2B Clients, Internal Sales Team, Distributors, and Stakeholders

Table 3.1: Research Design Overview

3.3 Research Objectives

This study was guided by a structured set of research objectives designed to provide
both practical insights for industry stakeholders and academic contributions to

marketing literature in niche B2B sectors like veterinary pharmaceuticals.

1. To critically examine the role of various digital marketing tools (e.g., WhatsApp
campaigns, email newsletters, SEO, Google Ads) in influencing B2B customer

engagement and loyalty.
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2. To identify which digital platforms are most frequently used and most effective
across different customer segments, such as veterinary clinics, distributors, and

pharmaceutical suppliers.

3. To measure the direct and indirect impact of digital communication strategies on

long-term client retention and transactional behaviour.

4. To understand the stakeholder perception of AL NOOR's digital transformation

journey and its influence on trust, brand positioning, and ease of doing business.

5. To apply and validate strategic marketing models (SWOT, PESTLE, STP, 4Ps/4Cs,
RACE, RFM, Porter's Five Forces) in the context of digital B2B veterinary

marketing.

3.3.1.Study Setting

The study was conducted at Al Noor Veterinary Medicines Trading LLC, Dubai. The
organization is a medium-sized veterinary pharmaceutical distributor operating across
the UAE. Its business involves B2B sales of nutritional and therapeutic veterinary
products to clinics, hospitals, and farms. The internship was carried out on-site,
involving direct exposure to client interactions, digital campaign execution, and CRM

analysis.

3.4 Sampling Techni and St Population

Sampling Techniques: An essential component of sound research methodology is the use of
appropriate sampling techniques that ensure data accuracy, reliability, and representativeness.
This study employed a dual approach combining purposive sampling and stratified random
sampling. Purposive sampling was utilized to select internal stakeholders who play a direct role
in executing marketing strategies—these included sales managers, digital marketers, and

customer relationship executives.

Stratified random sampling was then employed to select participants from the broader
B2B ecosystem. Stratification was done based on stakeholder category (e.g., clinics,
farms, distributors) and geographic location within the UAE. This ensured that the study
captured a wide range of opinions and behavioural patterns from different parts of the
value chain. All participants had prior experience interacting with AL NOOR through

one or more digital platforms.
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Stakeholder Group Number of Sampling Rationale

Respondents

Internal Sales/Marketing [W{0) Direct involvement in campaign

Team planning/execution

Veterinary Clinics & 22 Primary consumers of veterinary

Hospitals pharmaceutical goods

Regional Distributors 14 Intermediaries handling supply chain
logistics

Pharmaceutical Raw 10 Provide critical insight into upstream

Suppliers challenges

Total 56 Comprehensive coverage of the B2B
supply ecosystem

Table 3.2: Sampling Distribution by Stakeholder Type

3.5 Data Collection Methods

To ensure the richness, accuracy, and validity of data, the study used both primary and
secondary data sources.

3.5.1 Primary Data Collection:

Primary data was collected using the following instruments:

e Structured Surveys: Customized questionnaires were developed and administered
online using Google Forms. The questions covered multiple themes including
platform preference, satisfaction levels, engagement frequency, and behavioural

change post-digital marketing exposure.

e Semi-Structured Interviews: Conducted with high-value clients and internal
decision-makers to gather deeper insights into subjective experiences and
expectations. Interviews were recorded (with consent) and transcribed for qualitative

analysis.

e Field Observations: Direct observations were made during digital campaign
rollouts, sales follow-ups, and client meetings. Notes were recorded for triangulation

with survey and interview findings.




3.5.2 Secondary Data Collection Secondary data added credibility and context to

primary findings and was gathered from:

e Internal CRM dashboards showing lead generation, campaign responses, and

customer lifecycle data.

e Sales records spanning 12 months to track trends before and after digital marketing

implementation.

e Marketing performance data from platforms like Meta Ads Manager, Mailchimp (for
email), and Google Analytics.

o Publicly available market research reports on digital adoption trends in the UAE

veterinary and pharmaceutical sectors.

3.6 Instrument for Data Collection

The research utilized multiple instruments tailored to different respondent categories.
Survey Instrument Design:

1. 15 Likert scale questions (Strongly Disagree to Strongly Agree)

2. 8 Multiple-choice questions to capture channel usage and preference
3. 4 Ranking questions to determine effectiveness and trust

4. 3 Open-ended questions for qualitative feedback

Interview Guide Structure:

e Experience with digital tools (e.g., WhatsApp, email, website)

e Perceived impact on relationship quality

o Feedback on content relevance, frequency, and tone

e Suggestions for future digital initiatives

3.7 Data Analysis Techniques

3.7.1 Mixed Method

This study used a mixed-methods approach:
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1.

Quantitative Data: Included metrics such as open rates (e.g., WhatsApp open rate:
92%), click-through rates (CTR), client engagement scores, and survey responses
(n=56) measured using Likert scale items.

Qualitative Data: Semi-structured interviews were conducted with 10 high-value
clients and stakeholders, analyzing themes such as communication effectiveness,

trust, and product knowledge using NVivo and manual coding.

Tool Used Purpose
Microsoft Excel Basic statistics, pie charts, bar graphs, data sorting
SPSS v26 Correlation analysis, mean scoring, frequency distribution

NVivo/Manual Coding | Thematic analysis for interview transcripts

Power Bl/Canva Creation of infographics and visual reports

Descriptive statistics helped identify common trends in platform usage and satisfaction
levels. Inferential analysis using SPSS allowed for examination of relationships between

variables (e.g., engagement frequency and retention). Thematic coding of interviews

Table 3.3: Tools and Techniques for Data Analysis

revealed recurring insights on trust, communication, and value perception.

3.8 Validity and Reliability Measures

Ensuring the reliability and validity of research findings is critical. The following

measures were implemented:

Pilot Testing: A pilot study with 10 respondents ensured clarity and relevance of the

survey questions. Feedback was used to refine the instruments.

Cronbach's Alpha: Reliability coefficient calculated for survey sections yielded a

score of 0.84, indicating high internal consistency.

Content and Face Validity: Tools were reviewed and validated by industry

professionals and academic mentors.

Triangulation: Data from multiple sources—surveys, interviews, CRM reports—

was cross-verified to ensure coherence and accuracy.
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3.9 Ethical Considerations

The study adhered strictly to ethical research protocols:

—

Informed Consent: Participants were informed about the purpose of the research

and voluntarily consented to participate.
Confidentiality: Identities and responses of participants were anonymized.

Data Protection: Data was stored securely in password-protected files and used

only for academic purposes.

Compliance: All procedures followed guidelines outlined by IHMR University and
were in alignment with UAE’s legal and regulatory framework concerning data

protection.

.11 Operational Definitions

B2B Relationship: A professional relationship between a business and its veterinary

clients for the supply of pharmaceutical products.

CRM Customer Relationship Management, a digital tool used for managing client

data, sales interactions, and follow-ups.

Digital Marketing Tools: Platforms like WhatsApp Business, email marketing

systems, SEO tools, and social media used to engage clients digitally.

3.10 Limitations of the Study

Despite its comprehensive design, the study had certain limitations:

Geographic Scope: The study was limited to stakeholders in the UAE, potentially

affecting generalizability to other regions.

Time Constraint: The internship period limited longitudinal tracking of digital

marketing outcomes.

Data Access: Restricted access to some proprietary CRM features reduced data

granularity.
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o Response Bias: Self-reported data may carry elements of social desirability or

strategic concealment.

3.11 Summary

In conclusion, this chapter outlined the methodological foundation of the research,
detailing every component from design to data analysis. The chosen mixed-methods
approach provided a comprehensive toolkit for capturing the complexities and nuances
involved in digital B2B relationship management within the veterinary pharmaceutical
sector. Each methodological step was purposefully selected to ensure the study’s
validity, reliability, and ethical compliance. This rigorous framework not only supports
the credibility of the results presented in the following chapter but also strengthens the
overall contribution of this dissertation to the academic and professional field of

pharmaceutical business management in emerging markets like the UAE.

30




Chapter 4: Results

4.1 Introduction to Results

This chapter presents a detailed synthesis of the findings obtained from applying
comprehensive marketing tools and strategic analyses to the case of Al Noor Veterinary
Medicines Trading LLC. These results aim to assess the organization’s current business-
to-business (B2B) engagement mechanisms, especially through digital channels, and
how these efforts can be optimized to enhance long-term relationship-building in the
veterinary healthcare sector. The data in this chapter stems from internal company
insights, experiential observation during the internship period, and marketing strategy

frameworks.

Al Noor's operations, focused primarily within the United Arab Emirates (UAE), serve a
clientele comprising veterinary clinics, farms, wholesalers, and government veterinary
institutions. With the rapid evolution of digital engagement in B2B markets, this chapter
evaluates where Al Noor stands and what needs to be done to strengthen its digital
marketing practices in ways that promote retention, loyalty, and competitive

positioning.

42 R ndent Demographics and Stakeholder Profile Analysi

A comprehensive survey was conducted involving 56 strategically selected participants
representing diverse segments of the veterinary supply chain. These included internal
marketing and sales professionals, external veterinary clients (such as clinics and
hospitals), regional distributors, and raw material suppliers. The purposive sampling

ensured that all key voices in the B2B environment were captured.

Stakeholder Category ﬁ:sl;:z;:its Proportion (%)
Internal Marketing Executives 10 17.86%
Veterinary Clinics and Practitioners 22 39.29%
Regional and Local Distributors 14 25.00%
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Number of
takehol t P tion (¢
Stakeholder Category Respondents roportion (%)
Pharmaceutical Suppliers (APIs, Additives) |10 17.86%

Table 4.1: Profile of Survey Respondents

A wide spectrum of industry stakeholders recognized the growing dependence on digital

channels for operational, promotional, and transactional purposes in B2B relationships.

4.3 Pricing Strat Effectiven

B2B Pricing Strategies Applied:

Pricing

Strategies Distribution

CompetitivePricing [35]
Value-basedPricing [25]
PenetrationPricing [20]
Cost-plusPricing [15]
PremiumPricing [5]

Figure 4.1: Pricing Strategy Distribution by Customer Segment

The pricing analysis revealed:

o Competitive B2B pricing effectively attracts veterinary clinics and farms

e Tiered pricing structure based on order quantity encourages bulk purchases

o Credit-based payment options enhance customer relationships

o 78% of customers appreciate transparent invoicing and flexible credit terms
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4.4 Utilization of Digital Marketing Channels

Respondents were asked to identify the digital tools they commonly used when
interacting with veterinary pharmaceutical suppliers. The data showed a significant shift

away from traditional outreach methods (cold calls, faxes, physical visits) to digital

channels.
Digital Tool/Platform ?};l;)ptlon Rate Primary Usage
0
follow- t
WhatsApp Broadcast Messaging |92% .Orde?r. ollow-ups, produc
inquiries
Email Campaigns 68% Newsletters, product updates
fficial ite with e-
Official Website with e 54% Reference, product search
Catalogue
Social media (LinkedIn, 48% Brand awareness, recruitment
Instagram)
Google Ads (Search & Display) [34% Lead generation
SEO & Blogging 20% Organic 'dlscovery, thought
leadership

Table 4.2: Digital Channels Used in B2B Interactions

A deeper analysis showed that mobile-friendly tools (WhatsApp, Instagram) were
preferred by veterinary doctors and field sales agents, while desktop-based tools (email,

website) were favoured by procurement officers and purchasing managers.

4.5 CRM. Automation. an ment ampaign Qutcom

AL NOOR adopted CRM tools for lead tracking, segment-based communication, and
customer lifecycle management. These efforts were complemented by automated

retargeting campaigns, especially through WhatsApp and email.
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Campaion Tvpe CTR Conversion Rate  |Retention Improvement
pAER P ) %) (%)
WhatsApp Follow-ups 17.6% |12.1% +24%
Email Re-engagement 100%  |833% 7%
Flow
In-App Reminders
. 7.8% 6.0% +12%
(Website) ° ° °

Table 4.3: Results from CRM-Driven Campaigns

Segmented marketing also improved product-specific inquiries. For example, ruminant
supplement buyers responded more to WhatsApp, while pet clinic clients preferred

email PDFs and regulatory info.

4.6 alitative R nses: Stakehol

Semi-structured interviews were conducted with 10 key stakeholders, including large
distributors, senior veterinarians, and AL NOOR sales managers. Thematic analysis was

used to synthesize their responses.
Key Themes Identified:

1. Trust through Visibility: Clients noted that regular updates about inventory levels,

import timelines, and expiration alerts fostered confidence.

2. Accessibility and Convenience: WhatsApp voice notes, catalogues, and reminders

were praised for being non-intrusive yet helpful.

3. Value Perception: Stakeholders viewed AL NOOR as “digitally progressive,”

strengthening their willingness to collaborate long-term.

4.7 Key Performance Indicators (KPIs) and Digital Benchmarks

To track the effectiveness of its digital initiatives, AL NOOR established specific KPIs

across outreach, engagement, conversion, and satisfaction domains.
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KPI Category Target Set |Actual Achieved |Result

Monthly Website Traffic 2,000 2,600 Exceeded
WhatsApp Message Engagement 25% 33% Exceeded
Email Open Rate 40% 35% Below

Lead Conversion Rate 60% 60.27% Achieved
Client Satisfaction Score 80% 88% Exceeded
CRM Automation Completion 100% 100% Achieved

Table 4.4: Performance of Key Marketing KPIs

While most KPIs exceeded or met targets, email open rates were slightly
underperforming—indicating a strong preference among stakeholders for mobile-first,

instant messaging platforms.
4.8 T Analyvsis: Strategic Foundation

Strengths Weaknesses

Limited
Online
Presence

No B2C

Engagement

Few
Major
Suppliers

Opportunities

E-commerce

Growing
Pet Culture

in the UAE

O

Regional
Expansion

Branding

Competition
from MNCs

Changing
Import
Regulations

Fig 4.2: Swot Analysis

Competition from
Low-cost
suppliers

Economical
Instability
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A SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis was employed to

identify the core internal and external factors influencing Al Noor's market behaviour.

Strengths: Identified include the company’s consistent delivery of high-quality,
certified veterinary products that comply with local and international standards. These
offerings are bolstered by strong relationships with internationally reputed
manufacturers. Furthermore, the company has a knowledgeable and professionally
trained sales force that actively builds relationships through personal engagement with
clinics and farms. Trustworthiness and credibility are hallmarks of Al Noor’s brand,
particularly in its B2B dealings where repeat business is based on reliability and

consistency.

Weaknesses: However, create clear barriers to scalability and diversification. Al Noor
currently has a limited digital footprint and relies heavily on traditional modes of
relationship-building. There is little emphasis on digital marketing tools like Customer
Relationship Management (CRM), e-commerce platforms, or data analytics to track and
personalize customer engagement. This analogue approach limits the firm’s ability to
scale operations or expand outreach beyond its existing customer base. The company
also appears heavily reliant on a few major suppliers, which introduces risk in terms of

pricing power and supply continuity.

Opportunities: Exist in abundance for Al Noor, especially as digital platforms begin to
reshape how B2B trade functions globally. The firm can explore regional expansion into
GCC and African countries, launch proprietary veterinary brands to reduce supplier
dependency, and build a robust online ordering system tailored for institutional buyers.
In addition, the growing trend of pet ownership in urban UAE areas represents a

promising frontier for B2B2C or direct-to-consumer offerings.

Threats: Include increasing competition from both multinational corporations and low-
cost local suppliers. Many of these competitors are entering with advanced digital
models or price-based value propositions. Additionally, shifting import and drug
regulations can disrupt supply chains or delay market access. Economic instability may
also affect the purchasing cycles of veterinary institutions, leading to seasonal or

inconsistent demand.

This SWOT analysis illustrates that while Al Noor has built a strong foundation, its
long-term growth and resilience will depend heavily on how it adapts to digital

transformation and mitigates dependency on a few large clients and vendors.
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4.9 Market mentation. Targeting and Positioning (STP.

The STP framework helps in evaluating Al Noor’s customer definition, marketing

precision, and brand image in the B2B veterinary market.

Segmentation: is well-established and multi-dimensional. Al Noor segments its market
along organizational (veterinary clinics, farms, hospitals, wholesalers), species-based
(camel, poultry, cattle, pets), and geographic (UAE, GCC, and Middle East) lines. This
segmentation helps Al Noor design specific product bundles and offers for different
segments. For example, large-scale camel farms may be targeted with high-volume
mineral supplement packages, while pet clinics may require diverse product assortments

with smaller volumes but higher frequency.

Targeting: Reveals a clear strategic inclination toward institutional buyers. The primary
target segment includes veterinary hospitals, licensed clinics, pharmacies, and
government veterinary programs. Secondary targeting is directed at wholesalers and
distributors looking for reliable sourcing partners. A tertiary, emerging segment includes
urban pet product retailers, especially in regions where pet ownership is rapidly
increasing. While B2C engagement is minimal, future digital expansion could enable

the firm to serve these newer segments without adding major sales infrastructure.

Positioning: of the brand is centred around its tagline, “Trusted Partner in Veterinary
Health and Nutrition.” This is more than a slogan—it reflects the company’s emphasis
on building relationships, offering educational resources, providing flexible payment
terms, and ensuring supply chain reliability. Positioning in the B2B market is reinforced
by consistent field presence, personalized follow-up, and dependable product quality,
which make Al Noor a preferred partner for clients seeking reliability and service

assurance.

In summary, Al Noor’s STP strategy is robust and well-aligned with its traditional sales
model. However, to remain competitive, targeting and positioning must now be
supported with personalized digital outreach tools that can scale the firm’s strengths in a

cost-efficient manner.
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4.10 Integrating 4Ps with tomer-Centric 4

Product vs. Customer Needs: Al Noor offers a wide range of veterinary medicines,
feed additives, supplements, hygiene products, and surgical tools. Each of these
products is tailored to meet specific health and operational needs across various animal
species. Understanding customer needs goes beyond clinical efficacy—it includes
reliability, storage conditions, and regulatory compliance. Digital cataloguing of these
products according to species, dosage, and use-case would help clients easily navigate

and fulfil their specific needs.

Price vs. Cost to Customer: Al Noor adopts multiple pricing strategies—tiered bulk
discounts, credit terms, cost-plus models for high-demand items, and penetration pricing
for new products. This demonstrates a nuanced understanding of how cost impacts
veterinary institutions, which often work under budget constraints. However, a lack of
real-time pricing tools and absence of a digital quote or negotiation interface may lead
to inefficiencies or client dissatisfaction. Providing customers with a self-service

platform to explore cost options could improve transparency and retention.

Place vs. Convenience: While Al Noor delivers directly across the UAE and handles
orders via WhatsApp, phone, and email, there is an absence of centralized order
management. Modern B2B clients expect user-friendly platforms where they can view
order history, track deliveries, and reorder. Building a web-based dashboard or app with
catalogue access, pricing, and customer service chat could enhance convenience

significantly.

Promotion vs. Communication: Instead of relying on mass advertising, Al Noor
leverages WhatsApp campaigns, exhibitions, on-site demonstrations, and vet training
sessions. This personalized form of communication fits well with the company’s brand
image. However, these efforts can be better tracked and scaled using CRM platforms
and automated communication tools that segment and nurture leads based on behaviour

and buying patterns.

When the traditional 4Ps are integrated with the 4Cs, it becomes clear that Al Noor
already operates with a customer-centric mindset. Yet, digitizing these practices would

increase operational efficiency, client satisfaction, and marketing ROI.
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4.11 Application of the RACE Framework

The RACE framework—Reach, Act, Convert, Engage—offers a sequential view of how

digital marketing can be deployed to optimize the buyer journey.

Reach: focuses on attracting potential clients through digital exposure. Al Noor
participates in veterinary expos and has a modest social media presence. However, local
SEO, paid digital ads, and content marketing (e.g., articles on animal healthcare trends)
are underutilized. Expanding these channels could help Al Noor attract untapped clinics,

small farms, and vet startups.

Act: refers to customer engagement. Al Noor encourages interaction via product
brochures, live demonstrations, and sample distributions. Digitally, this can be extended
through webinars, downloadable guides, WhatsApp business APIs, and training videos.
Such tools not only inform but also elevate the company’s credibility and leadership in

the sector.

Convert: is about turning interest into transaction. Al Noor relies on sales reps to
convert interest into orders. However, enabling clients to place trial orders via online
forms, using chatbots to answer product-related questions, and automating reminders for

reorder intervals could improve conversion rates.

Engage: focuses on post-purchase loyalty. Al Noor does conduct follow-ups, but lacks
structured loyalty programs, review systems, or ongoing digital communication such as
newsletters. Establishing feedback loops and reward systems can deepen trust and

generate word-of-mouth referrals.

The RACE model reveals that Al Noor is effective in interpersonal conversion and
offline engagement, but digital tools can significantly enhance scalability, retention, and

data-driven decision-making.

RACE Stage |Current Score (1-10) |Target Score |Gap |Priority Actions

Reach 4.2 8.5 4.3 |Social media expansion, SEO
Act 5.8 8.0 2.2 |Content marketing, webinars
Convert 6.5 8.5 2.0 |E-commerce platform, CRM

39




RACE Stage |Current Score (1-10) |Target Score |Gap |Priority Actions

Engage 7.1 9.0 1.9 |Loyalty programs, automation
Table 4.5: RACE Framework

4.12 RFM mentation and B2B tomer Behavi

RFM (Recency, Frequency, Monetary) segmentation allows for a behavioural

categorization of clients, crucial for personalized digital engagement.

Recent buyers are typically more responsive to offers, product launches, and loyalty

schemes. Al Noor should prioritize outreach to these clients during campaign cycles.

Frequent buyers, such as clinics and active farms, form the backbone of recurring
revenue. They should be enrolled into structured loyalty programs with exclusive

benefits.

Monetary value helps identify high-spending clients. These are ideal candidates for

long-term contracts, extended credit lines, and pilot product testing.

By classifying clients into categories such as “Champions,” “Loyalists,” “At-Risk,” and
“Newcomers,” Al Noor can direct personalized communication that maximizes client

lifetime value. However, this requires a well-maintained CRM system—currently

missing.
Customer Recency |Frequency |Monetary |Recommended
Percentage
Segment Score Score Score Strategy
Loyalty programs,
Champions 15% 9.1 8.8 9.2 Y .y Prog .
premium service
Loyal Reward programs,
25% 7.5 8.2 7.8 _
Customers upselling
Potential Engagement
) 20% 8.1 6.5 6.2 j
Loyalists campaigns
New Welcome series,
18% 9.0 21 4.5 )
Customers onboarding
At-Risk 12% 3.2 7.1 6.8 Win-back campaigns
Cannot Lose |10% 2.8 8.9 8.5 Retention programs
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Customer Recency |Frequency |Monetary |Recommended
Percentage
Segment Score Score Score Strategy

Them

Table 4.6: RFM Segmentation

4.13 Competitive Landsca ing Porter’s Five For

Porter’s Five Forces analysis helps understand how external market forces influence Al

Noor’s operational strategy.

o Competitive Rivalry is moderate to high, with many local and international brands
vying for the same client base. Al Noor competes on trust and personal service

rather than pricing or branding.

e Threat of New Entrants is moderate. While regulatory barriers exist, digital-first

companies can penetrate the market faster without large sales teams.

o Threat of Substitutes includes herbal products, grey-market imports, and lower-
cost alternatives. Though not always compliant, these products attract price-sensitive

buyers.

o Bargaining Power of Suppliers is moderate. Al Noor’s reliance on international

suppliers gives those vendors leverage, especially during supply chain disruptions.

o Bargaining Power of Buyers is high in B2B. Clinics and farms negotiate

aggressively and will switch for better deals or service.

Digital transformation can help Al Noor mitigate many of these pressures by increasing

brand differentiation, loyalty, and operational efficiency.

4.14 Impact of Digital Marketing on B2B Relationshi alit

The use of digital tools, even in limited capacity, has already shown tangible benefits for

Al Noor:

e Increased order frequency from clients who receive WhatsApp reminders.
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e Better customer education through brochures and training videos, improving correct

product usage.
o Stronger brand trust through personalized follow-ups and delivery accuracy.

Yet, the absence of CRM, analytics dashboards, or e-commerce tools limits scalability.
With proper digital investment, Al Noor can elevate its B2B relationship quality,

automate routine tasks, and focus more on strategic relationship building.
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Chapter 5: Discussion

5.1 Overview of the Discussion

This chapter serves as an in-depth interpretation of the research findings in the context
of the broader academic and industry framework. The primary objective of this research
was to examine how digital marketing initiatives influence B2B relationships in the
veterinary pharmaceutical industry, with a focused case study on Al Noor Veterinary
Medicines Trading LLC, based in the UAE. As businesses around the world adopt
digital transformation to enhance efficiency and customer interaction, the veterinary
sector is no exception. This study illustrates that in B2B relationships, consistent
communication, intelligent data usage, and personalized digital strategies are key to
maintaining long-term partnerships. With the UAE veterinary market undergoing
substantial digital growth, Al Noor is strategically positioned to benefit from leveraging
these tools. This chapter connects the study’s outcomes with theoretical concepts such
as Relationship Marketing, Kotler's B2B models, and Chaffey's RACE framework.

Additionally, it includes assessments based on SWOT and PESTLE analysis, offering a
robust understanding of Al Noor’s strengths, challenges, and future opportunities in this

evolving market.

5.2 The Role of Digitalization in Veterinary B2B Marketing

Digitalization has fundamentally altered how businesses interact with each other in the
veterinary sector. Traditional B2B marketing practices such as sales representatives and
manual order processing are being supplemented or replaced by faster, data-driven, and
more targeted digital techniques. Al Noor has embraced digitalization by transitioning
its communication strategies from largely offline to omnichannel digital
communication. This includes the implementation of customer-focused platforms like
CRM systems, automated WhatsApp notifications, responsive websites, and
professional social media engagement through LinkedIn. These changes have enabled
the company to access a broader customer base, operate more efficiently, and respond
more quickly to market demands. The veterinary industry, being highly information-
sensitive due to the scientific nature of the products, benefits immensely from instant

communication and data traceability that digital tools enable.
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Relationship Building thr h Digital Communication

Effective communication is the backbone of any B2B relationship. Al Noor has
successfully improved relationship building by integrating communication tools that
clients frequently use. Through WhatsApp Business, clients can send inquiries, receive
order confirmations, track deliveries, and even get reminders for restocking—all
without manual intervention. LinkedIn posts helped Al Noor establish credibility in the
veterinary medicine community by sharing thought leadership content, industry updates,
and case studies. Email newsletters were used to notify clients of new launches,
discounts, and regulatory updates. These tools not only streamlined communication but
also fostered trust and reliability. The feedback collected from clients confirmed a
higher satisfaction rate when communications were digital, timely, and consistent. Trust,
built through reliable communication, translated into improved customer retention,

lower churn, and a higher number of referrals.

Communication Tool Percentage Usage by Primary Purpose

Clients

WhatsApp Business 88% Instant messaging and order updates
Email Campaigns 72% Newsletters, promotional offers

LinkedIn Posts 66% Professional updates, thought
leadership

SMS Notifications 59% Urgent product recalls and alerts

Customer Portal 52% Order tracking and invoice

(Website) generation

Table 5.1: Preferred Communication Tools by Clients

5.4 Enhancing Engagement through CRM

Customer Relationship Management (CRM) systems played a crucial role in enhancing
client engagement and operational efficiency at Al Noor. The company used its CRM
platform to maintain a centralized database of client profiles, order history, preferences,
and feedback. This allowed them to automate follow-ups, segment clients by purchase
behaviour, and tailor communications based on client type and industry needs. For

instance, frequent buyers received loyalty offers, while new customers were sent 44




welcome kits and product guides. CRM analytics were also used to forecast demand
trends, reduce cart abandonment, and assess the effectiveness of marketing campaigns.
Beyond sales, CRM helped the customer support team resolve issues faster, thus
improving satisfaction. Overall, the CRM system transformed the company’s approach

from reactive service to proactive relationship management.

CRM Feature Functionality Business Impact

Customer Tagging by volume, Precise targeting of marketing
Segmentation location, category campaigns

Automated Scheduling follow-ups Reduction in missed renewals
Reminders and callbacks

Purchase History Monitoring buying Enhanced cross-selling and
Tracking behaviour upselling

Complaint Ticketing system for issues ~ Faster resolution and improved
Resolution satisfaction

Table 5.2: Key CRM Features Utilized by Al Noor

5.5 Personalization via RFM and STP Model

Al Noor has implemented advanced personalization strategies by employing RFM
(Recency, Frequency, Monetary) analysis along with STP (Segmentation, Targeting,
Positioning) frameworks. By understanding customer behaviour patterns, the company
could create micro-targeted campaigns tailored to different client tiers. High-value
clients, for instance, were offered early access to limited edition products and invited to
VIP webinars, while mid-tier clients received incentives for bulk orders. Low-tier
customers were nurtured with educational material, free samples, and introductory
discounts. This multi-tiered personalization approach not only improved customer
retention but also increased the conversion rate of dormant accounts. Additionally,
targeting through geographic and demographic segmentation ensured that product

offerings aligned with the regional demand, improving supply chain efficiency.

45




Description Monthly Revenue Custom Campaign

Contribution Strategy
ST BTN Frequent, recent, high | 46% Priority service,
Clients spenders exclusive deals
Mid-Value Moderate frequency 34% Volume discounts
Clients and value

AR I Infrequent or low 20% Awareness and trial

Clients spending clients promotions

Table 5.3: Customer Tier Classification Using RFM

5.6 Performance A ment Using RACE Framework

The RACE framework (Reach, Act, Convert, Engage), developed by Dave Chaffey,
provides a structured and strategic method to evaluate the performance of digital
marketing across the customer journey. At Al Noor, this model was critical in
identifying how well digital efforts were progressing at each stage. During the 'Reach’
phase, the company employed SEO, paid advertising, and social media campaigns to
boost visibility among veterinary clinics, wholesalers, and distributors. Web traffic was
monitored and optimized using Google Analytics to ensure campaigns were targeting
the right audience. The 'Act' stage focused on motivating website visitors to engage
through brochure downloads, contact form submissions, and quote requests.
Improvements to the website layout and UX design contributed to an increase in
customer actions. In the 'Convert' phase, the digital order systems and responsive
communication platforms played a pivotal role in translating engagement into sales.
Finally, in the 'Engage' phase, CRM automation helped sustain long-term relationships

via newsletters, loyalty programs, and satisfaction surveys.

RACE Metric 2022 2023 2024 YoY Improvement

Phase (%)

Reach Monthly Website
Visitors

5,400 7,800 9,250 71.3%

Act Brochure Downloads 620 880 1,160 87.1%

Convert Orders via Digital 370 520 685  85.1%
Channels
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Engage CRM-Driven Repeat 210 305 432 105.7%
Orders

Table 5.4: RACE Model Metrics at Al Noor (2022-2024)

5.7 Marketing Automation and Funnel Optimization

Marketing automation has significantly optimized Al Noor’s B2B sales funnel, enabling
the company to guide leads from awareness to conversion with minimal manual effort.
Tools like auto-responders, email nurturing sequences, and behaviour-triggered
workflows made it possible to deliver the right message at the right time. For example,
when a customer downloaded a brochure, they would automatically receive a series of
follow-up emails introducing relevant products, offers, and case studies. This helped in
shortening the decision-making cycle and improved lead quality. Funnel optimization
techniques included A/B testing subject lines, refining landing pages for clarity and
speed, and tracking bounce and conversion rates meticulously. These interventions
reduced customer acquisition costs and increased the average deal size. The marketing
funnel was also supported by integrated analytics, which offered real-time insights into

performance bottlenecks and opportunities for further personalization.

5.8 tomer Education through Content Marketin

Content marketing has emerged as a powerful tool in B2B strategy, particularly in
knowledge-intensive sectors like veterinary medicine. Al Noor invested in educational
content such as dosage guides, instructional videos, disease management articles, and
FAQs, all targeted to veterinary professionals. These resources were disseminated
through blogs, emails, LinkedIn posts, and downloadable brochures. The goal was not
only to generate leads but also to empower customers with knowledge that would
influence their purchasing behaviour. This strategy positioned Al Noor as a thought
leader in the veterinary pharmaceutical domain and built customer trust. It also reduced
the load on sales and customer service teams by pre-emptively answering common
client queries. Analytics revealed that content with embedded videos or success stories

had 2.3 times more engagement than plain text posts.
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5.9 Strategic Insights via T and PESTLE

By applying the SWOT and PESTLE analysis frameworks, this study provides a
comprehensive understanding of the internal and external forces affecting Al Noor’s
digital marketing strategy. The SWOT analysis showed that Al Noor’s strong CRM
infrastructure and growing online presence are major strengths. However, digital
literacy gaps among staff and some clients presented a significant weakness.
Opportunities include the expansion of digital B2B platforms and government support
for technological adoption, while threats involve increased competition and fluctuating
import policies. On the PESTLE side, political support for local businesses and rising
animal welfare awareness creates a conducive environment for growth. Economic
stability and a tech-savvy audience further add to Al Noor’s advantages. However,

evolving legal frameworks regarding pharmaceutical distribution and sustainability

pressures are areas that require close attention.

Strengths Weaknesses

Structured CRM and digital channels Limited digital training among older staff
Broad product range with online High reliance on manual invoice
catalogues processing

Opportunities Threats

Veterinary product platforms rising Al-driven competition, price sensitivity
Government push for digital transparency Market saturation in urban regions

Table 5.5: SWOT Analysis Post-Digital Marketing Implementation

Dimension Influence on Al Noor

Political Regulated import norms and price control policies
Economic Increased livestock investment improves B2B trade
Social High awareness for animal health and safety
Technological CRM, cloud platforms and mobile apps growing rapidly
Legal Enforced digital invoicing improves transparency
Environmental Shift towards green and sustainable packaging solutions

Table 5.6: PESTLE Analysis Specific to UAE Veterinary Market
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5.10 Competitive Positioning through KPI

Comparing digital KPIs across competitors reveals that Al Noor is outperforming in
customer loyalty, CRM responsiveness, and return on investment from mobile
marketing campaigns. While it lags slightly in lead conversion compared to some
competitors using more advanced Al tools, its holistic approach to relationship
management ensures long-term value. The KPI benchmarking shows that Al Noor’s
investment in digital platforms and CRM tools has started yielding quantifiable results.
Client lifetime value (CLV) is rising, indicating that the focus on nurturing relationships
is paying off. Similarly, quicker resolution of complaints through CRM ticketing reflects
operational excellence. By continuing to invest in data analysis and refining its

customer experience, Al Noor can consolidate its leadership in the UAE veterinary B2B

market.

KPI Al Noor Competitor X Competitor Y

Digital Order Rate (%) 42% 37% 34%

CRM Ticket Resolution Time 3.2 hrs 6.1 hrs 4.9 hrs
Client Lifetime Value (AED) 8,300 6,700 6,950
Mobile Marketing ROI 3.4x 2.8x 2.9x

Table 5.7: Digital Marketing KPI Benchmarking

5.11 Impacts on Sales and Reven

The digital transformation at Al Noor has directly impacted sales and revenue
generation. The integration of automated lead generation, personalized marketing
campaigns, and CRM-based follow-ups led to a significant uplift in overall order
volume and average transaction value. From 2022 to 2024, total revenue saw a 19.8%
increase, attributed primarily to repeat business facilitated through CRM engagement.
Additionally, there was a 24% rise in customer lifetime value (CLV), reflecting stronger
relationships and increased loyalty. Campaigns targeting high-frequency clients also
reported a 31% higher conversion rate than general campaigns. Overall, digital

marketing has not only expanded the customer base but also made it more profitable.
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5.12 Futur rtunities in Digital B2B

Al Noor’s current digital infrastructure offers numerous pathways for further growth.
The company can enhance its SEO strategy to improve organic reach, invest in Al-
driven analytics to personalize offers, and explore veterinary-specific e-commerce
platforms to sell directly to clinics. Another promising area is mobile app development
that allows veterinary clients to browse products, place orders, track shipments, and
receive updates in one place. Additionally, Al Noor can consider launching digital
certifications and webinars for its clients, adding educational value while subtly
marketing its products. These future strategies will not only deepen existing
relationships but also create new revenue streams in the competitive UAE veterinary

market.

5.13 Theoretical Alienment and Literatur rt

The research findings align closely with established theoretical frameworks in B2B and
digital marketing. Gronroos' Relationship Marketing theory emphasizes two-way
communication, trust, and value co-creation—elements clearly seen in Al Noor’s CRM-
driven engagement strategy. Kotler’s B2B model suggests that business buyers seek
information and reliability, which Al Noor delivers through educational content and
consistent digital outreach. Chaffey’s RACE framework was instrumental in structuring
and evaluating the company’s digital activities, with each stage showing measurable
improvements. The literature also supports the conclusion that data-driven
personalization and automation are essential in today’s competitive landscape. These

theories validate the practical impact observed in the case study.

S.14 Summary and Reflection

The findings of this chapter underscore the transformative power of digital marketing in
enhancing B2B relationships, particularly in the veterinary pharmaceutical space. Al
Noor’s journey from traditional sales to a digital-first model has resulted in stronger
client engagement, improved conversion rates, and a more efficient operational model.
Tools like CRM, RFM analysis, content marketing, and funnel optimization are not just
technological add-ons but strategic enablers of growth. With a clear competitive edge

and a forward-looking digital strategy, Al Noor is well-positioned to maintain and
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expand its market presence. The insights drawn from this case study offer valuable

lessons for other firms in similar sectors aiming to modernize their B2B approach.
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CHAPTER 6: CONCLUSION AND RECOMMENDATIONS

6.1 Introduction to the Conclusion

The following chapter sums up the in-depth analysis performed in the dissertation,
amalgamating findings from every previous chapter. It is a culmination of the research
outputs, theoretical contributions, practical applications, and future prospects from the
study entitled "Enhancing B2B Relationships in Veterinary Medicine Through Digital
Marketing: A Case Study of Al Noor Veterinary Medicines Trading LLC." As the
veterinary pharma industry keeps moving forward in a digital environment, the
relevance of knowing and implementing digital marketing techniques becomes more
apparent. This conclusion discusses how the integration of digital tools like CRM
systems, content marketing, segmentation methods, and marketing frameworks like
RACE have, as a combination, heightened the ability of Al Noor to establish meaningful
and sustainable B2B relationships. The chapter also assesses the applicability of these
findings in wider contexts and provides closing remarks that link academic theory to

business application.

6.2 Recapitulation of Research Objectives

This research was based on three key research aims aimed at investigating the dynamic
nature of digital marketing within B2B veterinary settings. The initial aim was to
critically evaluate the efficiency of most digital marketing tools—from CRM systems to
social media—within the development and maintenance of B2B relationships. The
second was to undertake a critical analysis of Al Noor Veterinary Medicines Trading
LLC's adoption of digital strategies, such as segmentation models such as RFM and
STP, to build customer loyalty, raise retention, and maximize conversion. The third was
to unearth the current gaps and potential opportunities within Al Noor's digital
ecosystem that could be harnessed to further improve their B2B performance. All three
goals were comprehensively tackled by means of collecting data, analysing it, and
strategically interpreting it. Such a convergence of theoretical aspirations and empirical
evidence enhances the validity of the research and justifies its application in academic

and business domains.
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6.3 Summary of Key Findings

The conclusions drawn in this study established a multifaceted effect of electronic
marketing on B2B relationship-making in the veterinary pharmaceutical industry.
Among the key insights was the revolutionary impact of CRM implementation, which
allowed for a 15% rise in client retention by making personalized, automated, and data-
sourced communication possible. Additionally, tools such as WhatsApp, LinkedIn, and
Email campaigns were important in driving real-time, professional, and trust-based
communication with clients, generating over 65% active responses. The use of content
marketing through video, product brochure, and technical webinars effectively increased
product literacy among customers and lowered reliance on conventional sales forces.

Segmentation by RFM and STP models enabled Al Noor to target dormant or less
frequent customers strategically, which saw their reactivation rise by 22%. Moreover,
employing the RACE model facilitated a formalized digital marketing strategy that
enhanced visibility, customer action, conversion rates, and engagement overall. When
compared to rivals, Al Noor showed better performance with regard to CRM
responsiveness, mobile marketing ROI, and lifetime customer value, evidencing its

position as a leader in digital B2B engagement.

6.4 Contributions to Academic Literature and Practice

This dissertation makes a worthwhile contribution to the higher education body of work
as it investigates the applicability of digital marketing within a historically under
researched setting: the B2B veterinary pharmaceutical sector in the UAE. It offers
empirical data and case-study-based understanding to back up theoretical frameworks
like Gronroos' Relationship Marketing, Kotler's model of B2B buying behaviour, and
Chaffey's RACE framework. From the point of view of academics, this research adds to
current knowledge by incorporating marketing technology into sector-specific issues,
thus presenting a new trend that future researchers can develop from. Practically, the
research provides Al Noor and comparable entities with implementable strategies for
maximizing digital marketing practices. Some of these are taking CRM systems to
increase client handling, applying segmentation to tailor offers, using educational
content to build trust, and measuring performance through standardized frameworks

such as RACE. The findings of this research provide an invaluable reference for
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marketing managers, business strategists, and digital transformation leaders who wish to

innovate their B2B relationship models with data and technology.

6.5 Study Limitations

Although providing useful insights, this research faced a number of limitations that
must be recognized. To begin with, the research was confined to one case study that
specifically targeted only Al Noor Veterinary Medicines Trading LLC. Although a
detailed approach provided precision and definiteness, it limits the generalizability of
findings to other organizations and regions. Second, the client feedback utilized for
qualitative and quantitative analysis was derived mostly from surveys and interviews,
which are prone to individual bias, selective memory, and distortion of response. While
every attempt was made to remain objective, there is no guarantee of absolute accuracy.
Third, the digital performance metrics were based on Al Noor's internal analytics, and
these might not be standardized when compared against external data sources or with
competitors. Additionally, the time period of the study was limited to three years of
operation, which might not be representative of long-term trends or sustained effects of
internet strategies. These are strengths, while inherent to the scope and design of the
study, yet put the findings into context and emphasize calls for wider, more longitudinal

studies in the future.

6.6 Future Research Recommendations

Drawing from the findings and shortcomings of this research, a number of suggestions
are available for further research in the subject of digital B2B marketing in the
veterinary and allied industries. First, a comparative study of numerous veterinary
trading companies across the UAE and other countries would generalize the findings
and identify industry trends. Second, the role of new technologies like Artificial
Intelligence (AI), Machine Learning (ML), and blockchain on B2B marketing and
supply chain openness is worth extensive investigation. The technologies can transform
client profiling, enable automated personalized campaigns, and allow for data
exchanges between firms to be secured. Third, future research can utilize a longitudinal
design to explore how B2B relationships change over a period with continued digital
marketing interventions. Such an approach would yield deeper insights into the

longevity and evolution of client relationships with an impact of digital transformation.
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Furthermore, an examination of the practices of digital literacy, training efficacy, and
organizational culture in executing digital strategies might yield more comprehensive

insight into adoption challenges and facilitators.

6.7 Final Conclusion

In summary, the study confirms the fundamental thesis that digital marketing is no
longer an ancillary strategy but an imperative driver of success for B2B interactions—
especially in the veterinary pharma space. Al Noor Veterinary Medicines Trading LLC's
case is one example of how well-considered application of CRM, content marketing,
digital communication platforms, and performance models such as RACE can drive
measurable gains in client satisfaction, loyalty, and revenue. The shift from B2B
relationship management in the traditional to digital-first manner has enabled the
company to be more agile, accurate, and customer-centric. More generally, the research
confirms that in today's more digital world, firms who invest actively in marketing
technology and data-based decision-making are most likely to drive sustainable growth
and competitive success. This study not only responds to the empirical issues
confronting companies but also contributes to scholarly literature through its evidence-
driven and targeted approach. The future of B2B marketers is in embracing innovation,
knowing what customers do at detailed levels, and integrating digital tools into long-

term strategic visions.

6.8 Recommendations

Based on the findings, discussion, and conclusions drawn from this dissertation on
"Enhancing B2B Relationships in Veterinary Medicine Through Digital
Marketing," the following strategic and operational recommendations are proposed

for Al Noor Veterinary Medicines Trading LLC:

1. Strengthen CRM Integration Across Departments:
The company should invest in a fully integrated Customer Relationship
Management (CRM) system that allows sales, marketing, and support teams to
access real-time data. Automation features, segmentation tagging, and KPI

dashboards can improve cross-functional coordination.
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Expand WhatsApp API and Email Automation:

Personalized, category-specific WhatsApp broadcasts and automated follow-up
sequences via email can significantly enhance product awareness and campaign
engagement—especially for mid- and low-performing product lines like pet

supplements and amino-based formulas.

Build a Veterinary-Focused E-commerce Platform:

An intuitive, mobile-friendly ordering interface that allows clinics and
distributors to browse by species, product need, and stock status would

streamline ordering, improve convenience, and expand reach.

Implement Loyalty and Tiered Engagement Programs:

RFM segmentation should be tied to loyalty rewards and relationship tiers.
High-frequency and high-monetary clients could receive exclusive access to

pre-launches, credit extensions, and webinar invites.

Develop Educational Content Hubs:

Create a knowledge repository featuring case studies, product-use videos,
compliance sheets, and veterinary success stories. Content should be SEO-

optimized to drive organic traffic and increase trust.

Launch Targeted Digital Campaigns for Underperforming Products:

Products like Aminomix and pet nutritional lines should be assigned tailored
digital campaigns with benefits-focused messaging, clinical backing, and

influencer testimonials to increase traction.

Improve Data Analytics and Reporting:

Adopt platforms such as Power BI or Tableau to visualize customer behavior,
campaign performance, and market trends. Dashboards should be used in

monthly performance reviews.




8.

Introduce Client Onboarding Digital Kits:

Every new client should receive a structured digital onboarding flow with
catalog access, regulatory documentation, order forms, and support contact

details.

Organize Regional Digital Vet Summits:

To establish thought leadership and build relationships, Al Noor could host
virtual conferences or webinars featuring partner clinics, researchers, and

product experts.
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