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Abstract
Service quality is crucial factor to achieve a competitive advantage by the firms. The study
aims at examining effect of service quality dimensions on customer loyalty. To achieve this,
community pharmacies’ customers were surveyed using a structured questionnaire on five
dimensions of service delivery: tangibility, reliability, responsiveness, assurance and
empathy. The findings reveal that all service quality dimensions have positive significant
effect on customer loyalty. The results demonstrate the importance of service delivery in
health care industries. Health service providers need to improve their service delivery for the
customers to stay loyal.
Introduction
Owning to the competition among community pharmacies especially in the states’ capitals,
there is a need for community pharmacies to plan their strategies that will differentiate them
from another. This can be achieved through the delivery of efficient health service quality.
For any organization, service quality remains a critical success factor to achieve a
competitive advantage (Parasuraman et al., 1998; Rust and Oliver, 1994). Parasuman et al.,
(1988) defined service quality as the overall evaluation of a specific service firm that results
from comparing that firm’s performance with the customer’s general expectations of how
firms in that industry should perform. Parasuman et al., (1985) developed a measure of
service quality dimensions called SERVQUAL and it comprises: tangibles, reliability,
responsiveness, competency, courtesy, assurance, credibility, security, access, and
understanding. These attributes are further reduced to five in 1988 by Parasuman et al.
A customer is said to loyal when he is committed to repurchase a preferred service or product
despite having the potential to switch to another product or service (Oliver, 1999). Reichheld
and Aspinall (1993) observed that customers who regularly purchase a firm's products or
services over a long period of time generate more revenues and are relatively cheaper to serve
than other customers. Hence, it is assumed that it cost less to retain an existing customer than
to attract new customer, a satisfied customer is like to come back.
Previous empirical studies have identified a mixed relationship between service quality
dimensions and customer loyal. Daniel, Joseph and Victor (2013) found out that service
quality dimensions (tangible, reliability, responsiveness, assurance, and empathy) have a
positive and significant influence on customer loyalty in retail banking. Salami and Olannye
(2013) assess perceptions of banks’ customer in Nigeria about service quality and reveal that
the service quality dimensions of tangible, reliability, responsiveness, assurance, and empathy
significantly affect customer perceptions. Reliability, empathy, and assurance are the service
quality dimensions identified to be significantly influence loyalty of banks’ customer (Kheng,
et al., 2010). The literature search reveal that previous studies neglected the community
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pharmacy sector and concentrate mainly on manufacturing or banking sector. Hence, the need
to conduct the study on this sector as the sector is unique with special features like close
regulation and interference of professionals (e.g Doctors and pharmacists) in the process of
choosing drug brands by patients.
The study aims at investigating the impact of healthcare service quality dimensions (tangible,
reliability, responsiveness, assurance, empathy) on customer loyalty.
Hypothesis
H1: There is no statistical significant relationship between tangible and customer loyalty.
H2: There is no statistical significant relationship between responsiveness and customer
loyalty
H3: There is no statistical significant relationship between reliability and customer loyalty
H4: There is no statistical significant relationship between assurance and customer loyalty
H5: There is no statistical significant relationship between empathy and customer loyalty
Research Methodology
A pre-test study was first conducted with three selected retail pharmacies and proprietary
patent medicine vendors. Structured questionnaires were administered to the retail
pharmacies and proprietary patent medicine vendors who are customers to the wholesale
community pharmacies operating in Ibadan metropolitan, a major and largest city in Nigeria.
The service quality dimensions were evaluated using SERVQUAL a model developed by
Parasuraman et al., (1985, 1988).
The study employed the following service quality attributes as independent variables:
Tangible: appearance of the physical facilities, equipment, and personnel.
Reliability: ability to perform the promised service dependently and accurately.
Responsiveness: Willingness to help customers and provide prompt service.
Assurance: Knowledge and courtesy of employees and their ability to inspire trust and
confidence.
Empathy: Caring and individualized attention that the firm provides to its customers
Customer loyalty is employed as dependent variable and measured using a model developed
by Caruana (2002). A 7-point Likert scale was adopted ranging from 1 (strongly disagree) to
7 (strongly agree). A total of 400 questionnaires were distributed and 360 returned. The data
is analyzed using a statistical package for social science (SPSS) version 19.0. A Cronbach’s
Alpha of the items was 0.73 which is greater than 0.6 and it is considered acceptable
(Nunally, 1978).
Results and Discussion
The table below gives the values of Cronbach’s Alpha of each variable. The Cronbach’s
alpha value of each variable is greater than 0.6 and it is considered acceptable according to
Nunally (1978)
Table1. Reliability test
Variable
Number of Cronbach’s
Items
Alpha
Tangibility
5
0.81
Reliability
4
0.83
Empathy
4
0.80
Responsiveness
3
0.80
Assurance
3
0.81
Customer loyalty
3
0.79
Customer Satisfaction
4
0.83
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There is no significant difference in age distribution as most of the respondents (69%) are
between the ages of 26 to 55. Half of the respondents are either bachelor degree holder or
higher national diploma holder and significant numbers (71) are secondary school certificate
holders.

Variables

Table 2: Descriptive Statistic Result
Description

Gender

Male
Female
Age
16 - 25
26 - 35
36 - 45
46 - 55
56 above
Highest
Primary School Leaving Certificate
Education Secondary School Certificate
Level
National Diploma/National Certificate in Education
Bachelor Degree/Higher National Diploma
Master Degree
Doctor of Philosophy
Facility
Medicine Vendors
Type
Pharmacies

Frequency
(%)
160 (44)
200 (56)
70 (19.4)
81 (22.5)
95 (26.4)
77 (21.4)
37 (10.3)
25 (6.9)
71 (19.7)
50 (13.9)
180 (50)
30 (8.3)
4 (1.1)
200(56)
160(44)

Regression analysis shows that tangibles have positive significant effect on customer loyalty.
The result is consistent to the findings by Sureshchandar et al. (2003) but contrary to the
findings of Iddrisu et al. (2015) and Kheng et al. (2010). This demonstrates the uniqueness of
sector to the customer since they need have a certain level of confident about the healthcare
facility provided as well as personnel.
Reliability is found to have positive relationship with customer loyalty. Increasing reliability
by 1% will lead to 37% in customer loyalty. This is inconsonant with previous studies by
Iddrisu et al. (2015) and Kheng et al. (2010).
Responsiveness is found to have positive significant effect on customer loyalty. The finding
is consistent with the findings by Iddrisu et al. (2015) and Glaveli et al. (2006) but contrary to
the findings of Kheng et al. (2010). The health care providers must the zeal to help the
customers.
Regression analysis shows that empathy has positive significant effect on customer loyalty.
This result supported the findings by Iddrisu et al. (2015), Kheng et al. (2010) and Ehigies
(2006). Customer caring is an important factor in health care industries as patients need
caring.
Assurance has positive significant effect on customer loyalty. The finding is consistent with
the findings by Ndubisi (2006) but contrary to the findings of Kheng et al. (2010) and Iddrisu
et al. (2015).
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Table 3: Results of Multiple Regressions
Independent
Standardized
Variable
Coefficients, ß
Tangibles
0.28
Reliability
0.37
Responsiveness 0.24
Empathy
0.35
Assurance
0.32
R2
Adjusted R2
Constant
F value

0.868
0.785
-0.0156
376.854
(p< 0.05)

Conclusion
This study investigates the impact of service quality dimensions (tangible, reliability,
responsiveness, assurance, empathy) on customer loyalty. Questionnaires survey method was
employed in the study. The findings reveal that service quality dimensions (tangible,
reliability, responsiveness, assurance, empathy) have positive significant effect on customer
loyalty.
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