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Customer Satisfaction and Loyalty in Community Pharmacy Business
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Abstract

In Thailand, the community pharmacy business has grown 15-20% annually. This growth rate
leads to a higher rate of market competition and new community pharmacies. To survive in this
circumstance, some community pharmacies have to reduce their costs, which may affect the quality of
pharmaceutical services, customer satisfaction, and customer loyalty. They need to explore some factors
or strategies to keep their customers and sustain their businesses. Like other service businesses, the
main target of community pharmacies is to create customer satisfaction and loyalty and, consequently,
have return customers. Physical or tangible factors were used to build customer satisfaction in the past,
but they are only supportive factors at present. Influencing factors to create customer satisfaction and
loyalty today are pharmacists’ trust and expertise, communication skills, friendly service, and quality
care. Customers bring benefits to pharmacy businesses. Thus, community pharmacies should explore

related factors and strategies to insure sustainable businesses.

Keywords: customer satisfaction, customer loyalty, community pharmacy business
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