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Abstract 

This study empirically examine the relationship between 

service quality and customer satisfaction in Pharmaceutical 

companies in Lagos State, Nigeria. Survey questionnaire 

was constructed covering 3 service quality dimensions 

based on SERVQUAL model. Data were collected from 378 

respondents from the total population of 6734 customers. 

Also, customer satisfaction was regressed against each of 

service quality dimensions. The results of the null 

hypotheses tested revealed that a coefficient determination 

(R2) of 91.70% of reliability; 96.90% of assurance; and 

97.30% of empathy are responsible for customers’ 

satisfaction. Analysis results indicate that reliability, 

assurance and empathy have significant impact on the 

customers’ satisfaction. The study implies that service 

quality plays an important role as a driver for higher 

customer satisfaction level in pharmaceutical companies’ 

services. Managers would focus on reliability, assurance, 

and empathy to achieve high degree of customers’ 

satisfaction. 

 

 

Introduction 

The pharmaceutical industry need to address the quality of their services and how 

customers’ satisfaction can be improved. The level of customer satisfaction can be 

determined by the level of quality of service. Meanwhile, customer satisfaction is not 

limited to tangible offers alone; the process of delivering tangible goods can either be 

satisfactory or dissatisfactory. Customer satisfaction plays a key role in a successful 
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business operation and influences the business strategy of any firm or business 

unit/enterprise. Customer satisfaction is the mediator in the relationship between 

relational benefits, customer loyalty and word-of-mouth publicity                                                 

(Molina, Consuegra & Esteban, 2009).  

Customer satisfaction leads to repeat purchases, loyalty and to customer retention 

today most successful companies have taken the strategy of raising expectations and 

delivering performance to match. Highly satisfied customers produce several benefits 

for the company. Satisfied customers remain connected for a longer period and talk 

favourably to others about the company and its products and services.  

Researches had been carried out by many scholars on different fields. Mai, Khuong & 

Ngo (2016), examined factors affecting customers satisfaction and customers loyalty 

to improve profit for the local taxi companies and found that the duo of service quality 

and pricing significantly influence customer’s satisfaction. Service quality has 

attracted the attention of academicians over the years but majorly in the manufacturing 

sector of the economy. Since 1980s, however, the importance of quality for business 

performance in service sector has been also widely recognized in the literature through 

the great impacts on different dimensions of business performance. To study service 

quality, several measurement frameworks were established such as functional quality 

model Gronroos (1984), SERVQUAL (Parasuraman, Zeithaml & Berry (1985 & 

1988), synthesized model of service quality and SERVPERF (Cronin & Taylor, 1992). 

The researchers also highlighted the importance of service quality with direct effects 

on customer satisfaction as well as indirect effects on customer loyalty (Hossain, 2012; 

Al Khattab & Aldehayyat, 2011; Karunaratne & Jayawardena, 2010). 

Having considered many researches that have been conducted on general aspects of 

customers’ satisfaction in various industries Mai, Khuong & Ngo, (2016), there is a 

felt need to study on service quality’s effect on customers’ satisfaction within Nigerian 

pharmaceutical industry. More importantly, there is apparently scanty study that have 

been conducted to investigate the efficiency of the delivery system put in place by 

pharmaceutical companies in Lagos state. In light of this, the study was undertaken 

with the objective of investigating the impact of service quality on customers’ 

satisfaction among selected pharmaceutical companies in Lagos State, Nigeria. 

Specifically, the study examines the effect of Service quality dimensions (assurance, 

reliability and empathy) on customer satisfaction in some selected pharmaceutical 

companies in Lagos State.  

 

Literature Review 

Service Quality  

Service quality was defined as “the global evaluation or attitude of overall excellence 

of services” (Parasuraman et al., 1985). Service quality is the distinction between 
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consumers' expectations for service performance and their perceptions of the service 

received, (Zeithaml and Bitner, 1996).They also defined service quality as, "the 

delivery of excellent or superior service relative to customer expectations". The study 

in banking sector by Parasuraman et al. (1985) stated that "customers' perceptions of 

quality are influenced by various gaps which lead to service quality shortfalls and, in 

particular, that the quality perceived in a service is a function of the gap between 

customers' desires/expectations and their perceptions of the service that is actually 

received". The service quality has so far been studied across various fields such as 

banking industry, telecommunication companies, education sector and manufacturing 

companies. The results showed that service quality had their own dimension such as 

reliability, responsiveness, competence, understanding, courtesy, communication, 

access, security, credibility and tangibility (Hermon & Nitecki, 2001). 

 

Service Quality Dimensions 

According to (Lewis, 1993) the dimensions of service quality focus on "interactions 

between a service firm and its customers. Parasuraman et al. (1985), identified ten 

dimensions of service quality (e.g. credibility, security, accessibility, communication, 

understanding the consumer, tangibles, reliability, responsiveness, competence and 

courtesy). However, Zeithaml and Bitner, (1990) gave five broad dimensions of 

service quality as follows;  

Tangibles: Appearance of physical facilities, equipment, personnel and written 

materials. 

Reliability: Ability to perform the promised service dependably and accurately. 

Responsiveness: Willingness to help customers and provide prompt service. 

Assurance: Employees’ knowledge and courtesy and their ability to inspire trust and 

confidence. 

Empathy: Caring, easy access, good communication, customer understanding and 

individualized attention given to customers. 

The dimensions of service quality deployed in this study include: Reliability, 

Assurance and Empathy. Reliability refers to ability to deliver the promised service 

perfectly and within a predefined time period, also dependently and accurately; while 

assurance can be described as knowledge and courtesy of employees and their ability 

to inspire or convey trust and confidence. Which builds a strong and positive bonding 

between the customer and their service providers and empathy also means provision 

of caring, individualized attention to the customers.  

SERVQUAL scale was originally developed by Parasuraman et al. in 1985 by 

comparing expectations with perceptions on 10 service quality aspects. By 1988, this 

scale was further identified with 5 dimensions of service quality namely Tangible, 
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Reliability, Responsiveness, Assurance and Empathy. These five dimensions are thus 

assessed by a total of 44 items in which 22 items to measure the general expectations 

of customers concerning a service; and the remaining 22 items to measure the 

perceptions of customers regarding the levels of service actually provided by the 

company within that service category (Ladhari, 2009). 

Customer: Grigoroudis and Siskos (2009) provide definition for ‘customer’ upon two 

approaches: With reference to loyalty, “A customer is the person that assesses the 

quality of the offered products and services” and on process oriented approach, “the 

customer is the person or group that receives the work output customer means the party 

to which the goods are to be supplied or service rendered by the supplier”. 

Customer Satisfaction: Customer satisfaction is a business philosophy which relates 

to the creation of value for customers, anticipating and managing their expectations, 

and demonstrating ability and responsibility to satisfy their needs. According to Kotler 

and Armstrong (2010), for businesses to deliver, customers need satisfying goods and 

services. They need to meet or exceed the customers’ expectations of value. As 

Valdani (2009) points out, enterprises exist because they have a customer to serve. 

Product quality and customer satisfaction are key factors in the battle to obtain 

competitive advantage and customer retention. 

Customer satisfaction is not a guarantee of repeat patronage. Satisfied customers jump 

ship every day, and the reasons are not always due to customer dissatisfaction, some 

customers are lost due to indifference which arises from pure neglect (Michael & 

Meuter, 2008). Customer satisfaction is the heart of marketing.  

Quite understandably, marketing practitioners have often lay claim with customer 

satisfaction, using slogans such as “Our focus is customer satisfaction”, or “The 

customer is a king” “Customer is our reason for being in business.” etc.  

In light of the fierce competition within the pharmaceutical sector, pharmaceutical 

firms need to ensure that customers remain the cornerstone of their business strategy 

and that they are able to “delight” the customer. Defined Satisfaction as “a post choice 

evaluative judgment concerning a specific selection”. Geise & Cote (2000) identified 

three general components of satisfaction. They opined that 

1. Satisfaction is a response (emotional or cognitive); 

2. The response pertains to a particular focus (expectations, consumption 

experience, etc.); 

3. The response occurs at a particular time (after consumption, after choice, based 

on accumulated experience, etc.). Hence, there is no single concept for 

satisfaction. 

There has been a debate on satisfaction, whether satisfaction is a process or an 

outcome. Several researchers argued that satisfaction is an evaluation process (Fornell, 
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(1992), Henseler & Ringle,  (2009). Others considered satisfaction as a response to a 

process (Howard & Sheth, 1969; Oliver 1987). Howard & Sheth 1969 as cited in Day 

1984) considered satisfaction as a buyers cognitive state while Westbrook & Reilly 

(1983) referred to it as an emotional response.  

 

Research Methodology 

Adopted Theory for the Study 

The theory underpinning this study is assimilation-contrast theory. In a highly 

competitive marketing environment like the pharmaceutical industry in Nigeria, an 

understanding of assimilation and contrast effects is of substantial interest. The theory 

was introduced by Anderson and Sullivian (1993) in the context of post-exposure 

product performance based on seminar research which suggests that judgments of 

objects can be affected by contextual factors (Joan and Brian, 1993).  

A quantitative design using the survey method was chosen for the study and the 

hypotheses proposed for this study was tested using simple linear regressions. Also, 

customer satisfaction was regressed against each of service quality dimensions, 

namely; Reliability, Assurance, and Empathy. Analyses were performed using the 

statistical packages for social sciences (SPSS version 20.0). All tests were carried out 

at 5% level of significance. The population of the study includes consumers of 

Vitabiotics Nig. Ltd., Glaxosmithkline (GSK) Plc and Evans Medical Plc, all in Lagos 

State. The companies were randomly chosen among seventy nine (79) pharmaceutical 

companies that are within Lagos State, (pharmacynewsonline.blogspot.com.ng/ 

2016).This study adopted systematic sampling technique to select three hundred and 

seventy-eight (378) respondents from the total population of six thousand, seven 

hundred and thirty-four (6734) customers of the three pharmaceutical companies (a 

form of probability sampling method).  

 

Data Presentation and Analysis 

Customers’ Satisfaction Analysis 

This section of the chapter considered perceptions of respondents on the effect of 

dimensions of service quality on customers’ satisfaction in Pharmaceutical Companies 

in Nigeria. These perceptions would be carried out in line with research objectives 

earlier set out for the study. 

 

Hypothesis One Testing 

H0: There is no significant relationship between reliability and customers’ 

satisfaction in Lagos State pharmaceutical companies. 

(A) Model for testing the relationship between reliability of pharmaceutical 

products quality and customers’ satisfaction 
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y = β0 + β1X + ei − − − − − − − − − − − − − − − − − − − − − − − − − −(i) 

Where, y = dependent variable, that is, customers’ satisfaction (CSAT). (ii) 

Type equation here. 

Table 1: F-Calculated for Testing the Significance of Overall Influence of Reliability 

on Customers’ Satisfaction  

SV  SS DF MS F-CAL SIGN  

Regression  0.234 1 0.234 23.082 0.010 

Residual  0.021 3 0.007   

Total   4    

Source: Researcher’s Computation (2020) 

 

Table 2: T-Calculated for Testing the Individual’s Influence of Reliability on 

Customers’    Satisfaction  

Predictors Unstandardized 

coefficient 

B         Std.error 

Standardized 

coefficient 

Beta 

T-calculated Sign  

Reliability (x) 2.314 0.402 0.958 5.752 0.010 

Constant  3.285 0.089  36.991 0.0000 

Source: Researcher’s Computation (2020) 

 

Table 3: Coefficient for Determining the Overall Contribution of Reliability to 

Customers’ Satisfaction  

R R2 Adjusted R2 Standard error of the estimate 

0.958 0.917 0.889 0.084 

Source: Researcher’s Computation (2020) 

 

Interpretation and Discussion of Results  

Tables 1 to 3 above present the results of the test statistics computed for testing null 

hypothesis one. In table 1, the p-value of the F-statistics calculated for determining the 

overall significant of null hypothesis one of 0.010 was less than the critical value of 

5%. This revealed that the null hypothesis which stated that there is no significant 

relationship between reliability and customers’ satisfaction in Lagos State 

pharmaceutical companies was rejected. It could be asserted that there was a 

significant relationship between reliability and customers’ satisfaction in Lagos State 

Pharmaceutical companies. The reliability of quality of products produced by a 

company had a long way to go in enhancing the satisfaction of customers. From table 

2, the regression coefficient computed for reliability of 2.314 indicated an existence 

of a positive relationship between reliability and customers’ satisfaction.  
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Furthermore, the coefficient of determination (R2) obtained for the test of hypothesis 

in table 3 of 0.917 revealed that 91.70% of product reliability was responsible for 

customers’ satisfaction of the selected pharmaceutical companies in Lagos State. 

Therefore, products reliability and customers’ satisfaction were directly related. 

 

Hypothesis Two Testing 

H0: There is no significant relationship between assurance and customers’ satisfaction. 

(B) Model for testing the relationship between assurance and customers’ 

satisfaction  

y = β0 + β1X + ei − − − − − − − − − − − − − − − − − − − − − −(iii) 

Where, y= dependent variable, that is, customers’ satisfaction (CSAT).  

 

Table 4: F Calculated for Testing the Significance of Overall Influence of Assurance 

on Customers’ Satisfaction  

SV SS DF MS F-CAL SIGN  

Regression 0.183 1 0.183 124.310 0.0000 

Residual  0.006 4 0.001   

Total  0.189 5    

Source: Researcher’s Computation (2020) 

 

Table 5: T-Calculated for Testing the Individual’s Influence of Assurance on 

Customers’ Satisfaction  

Predictor Unstandardized 

coefficient 

B         Std.Error 

Standardized 

coefficient 

T-cal Sign  

Assurance (X) 4.883 0.438 0.984 11.149 0.0000 

Constant 3.020 0.075  40.066 0.0000 

Source: Researcher’s Computation (2020) 

Table 6: Coefficient for Determining the Overall Contribution of Assurance to 

Customers’ Satisfaction 

R R2  Adjusted R2 Standard error of the estimate 

0.984 0.969 0.961 0.038 

Source: Researcher’s Computation (2020) 

 

Interpretation and Discussion of Results  

Tables 4 to 6 above present the results of the test statistics computed for testing null 

hypothesis two. In table 4, the p-value of the F-statistics calculated of 0.0000 was less 

than the critical value of 5%. This implied that that null hypothesis which stated that 
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there is no significant relationship between assurance and customers’ satisfaction was 

rejected. It could be asserted that there was a significant relationship between 

assurance and customers’ satisfaction since the null hypothesis was rejected.  

Furthermore, table 5 shows that the regression coefficient obtained for assurance of 

4.883 was positive. This revealed that there was an existence of a positive relationship 

between assurance of the selected pharmaceutical industries products and customers’ 

satisfaction.  

Also, from table 6, the coefficient of determination (R2) computed for the test of 0.969 

indicates that 96.90% of assurance was responsible for customers’ satisfaction in the 

selected pharmaceutical companies. It could be concluded that assurance of the 

pharmaceutical company’s products might be a good predictor variable for customers’ 

satisfaction.  

Hypothesis Three Testing 

HO: There is no significant relationship between empathy and customers’ satisfaction. 

(A)  Model for testing the relationship between empathy and customers’ 

satisfaction  

y = β0 + β1X + ei − − − − − − − − − − − − − − − − − − − − − (v) 

Where, y= dependent variable, that is, customers’ satisfaction (CSAT).  

CSAT = β0 +  β1COMREP + ei − − − − − − − − − − − − − − − −(vi) 

 

Table 7: F-Calculated for Testing the Overall Influence of empathy on Customers’ 

Satisfaction  

SV SS DF MS F-CAL SIGN 

Regression 0.075 1 0.075 143.482 0.0000 

Residual 0.002 4 0.001   

Total  0.079 5    

Source: Researcher’s Computation (2020) 

 

Table 8: T-Calculated for Testing the Individual’s Influence of empathy on 

Customers’ Satisfaction 

Predictor Unstandardized 

coefficient 

B              Std.Error 

Standardized 

coefficient 

T-calculated Sign 

Empathy(X) 5.686 0.475 0.986 11.978 0.0000 

Constant  2.886 0.080  36.224 0.0000 

Source: Researcher’s Computation (2020) 
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Table 9: Coefficient for Determining the Overall Contribution of empathy to 

Customers’ Satisfaction 

R R2 Adjusted R2 Standard Error of the Estimate 

0.986 0.973 0.966 0.023 

Source: Researcher’s Computation (2020) 

 

Interpretation and Discussion of Results 

Tables 7 to 9 above present the results of the test statistics computed for testing null 

hypothesis three. In table 7, the p-value of the F-statistics calculated for testing 

significance of null hypothesis three of 0.0000 was less than the critical value of 5%. 

This implied that the null hypothesis which stated that there is no significant 

relationship between empathy and customers’ satisfaction was rejected. It might be 

asserted that there was a significant relationship between empathy and customer’s 

satisfaction.   

Moreover, table 8 reveals that the regression coefficient obtained for empathy of 5.686 

was positive. This indicated that the relationship between empathy and customers’ 

satisfaction was direct; hence, a unit increase in the empathy of the selected 

pharmaceutical industries in Lagos State might lead to a more than a unit improvement 

in customer’s satisfaction and vice-versa.  

Also, from table 9, the coefficient of determination (R2) obtained from the test of 0.973 

indicated that 97.30% of empathy was responsible for customers’ satisfaction at the 

selected pharmaceutical companies. 

 

The study revealed the following: 

There was a significant relationship between reliability and customers’ satisfaction in 

Lagos State pharmaceutical companies. 

There was a significant relationship between assurance and customers’ satisfaction. 

There was a significant relationship between empathy and customer’s satisfaction. 

 

Conclusion and Recommendations 

The findings revealed that there are service quality dimensions that affected 

customer’s satisfaction in Pharmaceutical companies in Nigeria. Therefore, based on 

the results of the finding; 

There was a significant relationship between product quality and customer’s 

satisfaction in Pharmaceutical companies in Nigeria. The quality of pharmaceutical 

products determined to a large extent the patronage of customers. Service quality 

should form an integral part of the overall goal of the pharmaceutical companies in 

Lagos State and Nigeria in general. This was essential in order to enhance the 
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satisfaction of customers through selling of pharmaceutical items that meet customers’ 

needs and expectations.  

It might also be concluded that there was a significant relationship between assurance 

and customer’s satisfaction of pharmaceutical products in Lagos State. There was need 

for the management of pharmaceutical companies in Lagos State to assure customers 

of the efficacy of their products. This was needful in order to ensure a situation where 

customer’s satisfaction was fully met in a particular pharmaceutical industry in term 

of assurance which had attracted continuous inflow of customers to that company.  

It was also found that there was a significant relationship between empathy and 

customers’ satisfaction.  

The following recommendations were made;  

The selected pharmaceutical companies  must ensure that the reliability of their 

products meet the required standards in terms of production, chemical composition of 

the products, appropriate implementation of quality assurance standards in production, 

and appropriate adherence to international standards on drug production such as World 

Health Organization Standards, International Pharmaceutical Societies Standard that 

require that the chemical composition and elements involved in the final production 

of a drug must be properly stated on the drug label.  All these were necessary in order 

to ensure that the customers get the better satisfaction for their money; 

The study also indicated that empathy significantly affect customer’s satisfaction. 

Hence, pharmaceutical companies should continually build and maintain their service 

quality because company’s goodwill cannot be quantified in term of money and once 

lost, pharmaceutical companies may lose their customers. 
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