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ABSTRACT

The pharmaceuticals industry is one of the sectors of the economy of Nigeria that is exploiting the influence of branding to achieve competitive advantage in the marketing of its products. The pharmaceutical industry has seen a steady growth over the years, of which most of the major industry players manufacture their own drugs and supplement their production with imports from their international partners. This has increased the competition in the industry and in some cases brought about unfair competition due to the influx of fake drugs in the market. This raises the concerns of how companies strive to improve business performance and customer service and branding are key factors to consider. The study focused on corporate branding. The main objective of the study was to determine the effect of customer service on branding and organizational performance in the retailing of pharmaceutical products. The study was conducted using customers of Tuyil Pharmacy Ltd., Ilorin. Two hundred and thirty customers were selected for this study. The statistical tool used for this study was SPSS and STATA. From the findings, branding had a positive significant effect on organizational performance, customer service also had a positive significant effect on organizational performance. There was a partial mediation as the introduction of customer service into the branding and organizational performance relationship reduced the effect of branding on organizational performance. It was recommended that firms improve upon their branding activities whiles strengthening their customer service activities in order to improve organizational performance.
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CHAPTER ONE
INTRODUCTION
1.1 	Background of the Study
The pharmaceuticals industry is one of the sectors of the economy of Nigeria that is exploiting the influence of branding to achieve competitive advantage in the distribution of its products. The pharmaceutical industry has seen a steady growth over the years, of which most of the major industry players manufacture their own drugs and supplement their production with imports from their global partners. This has increased the competition in the industry and in some cases brought about unfair competition due to the influx of fake drugs in the market. This raises the concern of how companies strive to improve business performance and customer service and branding are key factors to consider. Pharmaceutical branding is a vital approach to make mindfulness and produce intrigue and expanded certainty among potential customers. Since branding basically helps in separation of an item by separating it from others, it has become a basic component in the company's positioning procedure. Positioning is the path by which marketers endeavor to make a particular picture or impression in the psyche of the consumers or prospects (Kotler and Keller, 2009).
An important aspect of a brand's position in a product category is how similar or different the brand is perceived to be in comparison with other brands in the product category. For positioning a new brand, especially one that is in some way different from present brands in the category, several choices are available to the marketer. First, the marketer can choose to position the brand within the overall market as a "differentiated" product. With this strategy, the brand is positioned so that it is seen as sharing important attributes or product characteristics with other brands in the category and as being superior on the differentiating or distinguishing attributes (Dickson and Ginter 1987). 
Branding and brand positioning are philosophically rooted in product design, which is the process of thinking about how to give birth to something people would require, desire, accept, and be committed to - a product. Designing a product is both cognitive and specific. Cognitive: at the level of deep mental imaginations, conception, vague visual thinking and, hypothetical planning. Specific: when all the mental troubles are beginning to transform, emerge and manifest, through psychomotor effects into tangible, physical product. The design of a product consists of all its ingredient compounds, shape, style, coloration, and packaging among other elements. Essentially, cognitive product thinking addresses the generic issues about the product. A generic product is one with universal or general description that can provide solution to a common human problem. Examples of generic products are motorcars, houses, meat, food, company, ministry, government, town, village, city, state, and every such thing with a common name. They remain so generic until they are selected, treated, differentiated and presented to attract a user group, who now pay for all the efforts, to derive their own pleasure and satisfaction. This process of turning a generic product into a specific one gives birth to the idea of owning a brand and/or branding.
Customer service is key in activities intended to boost the level of customer satisfaction that is, the provision of service before, during and after, with the intention that the product or service meet up customer expectation, (Rhee and Bell, 2002). According to Kotler (2007), the importance of customer service in a whole business process cannot be overstated. It is also the basis for customer satisfaction, loyalty, and high profitability and consequently increases organizational growth. Thus, good customer service is the prime factor that can separate a company from its competitors. Therefore, to state that success in business is due to the good customer service is a true saying, in other words if the customer service of any organization is very good and appreciated by customers, the growth of the organization increases in terms of sales growth, profit, branding and employees growth.



1.2 	Statement of the Problem
Companies all over the world whether the service or manufacturing firms, recognize the essential role branding plays in the course of business. In the present day marketing practice, branding has become an active weapon marketers use to strengthen their competitive advantage and thus improve the accomplishment of their prearranged objectives.
Over the past few years, a steady growth has been recorded in the pharmaceutical industry in Nigeria, whereby major companies are either into the production of their own drugs or supplementing their production with imports from international partners. This has resulted in increased competition and, in some cases, unfair competition because of the invasion of counterfeit drugs on the market. This often creates a bad image for genuine pharmaceutical companies who have high level of rating for their company’s brand. Pharmaceutical products produced by pharmaceutical companies in Nigeria are usually disbursed using pharmaceutical wholesalers, licensed chemical stores, pharmacies, clinics, hospitals and even street vendors as well, making its stringent quality control a serious issue. According to Anabila and Awunyo-Vitor (2014), the pharmaceutical business has not been convincing in utilizing the force of their brands in respect to their partners in the consumer goods markets. This is fundamentally on the grounds that pharmaceutical items have dependably contended with each other based on functional attributes (clinical and item related elements). It is against this background that branding is increasingly necessary due to the influx of fake drugs in the system, and that branding goes down to the very core of survival for companies and serve as a competitive advantage in the marketplace. In order to differentiate pharmaceuticals from each other it is expedient to create a corporate image or brand that would make the difference.
Well established strategies in customer service are necessary in order to satisfy and create a competitive advantage. In recent times customers demand more than ever even to the extent that operators in the retail industry have to execute tasks in a timely manner and provide friendly service to customers (Tlapana, 2009).
In order to keep having an upper hand in the business, pharmaceutical organizations have had to distinguish winning marketing techniques that give upper hand on a management practices. This study therefore seeks to establish the relationship that exist between branding and organizational performance and also the effect branding has on organizational performance if customer service is introduced in order to create and maintain competitive advantage.

1.3 	Research Questions
In answering the objectives for the study, the following questions were asked:
· To what extent does branding influence organizational performance?
· What is the influence of branding on customer service?
· To what extent does customer service influence organizational performance?

1.4 	Objectives of the Study
In order to evaluate the effects branding and customer service in organizational performance, the following objectives were set:
· To determine the effect of branding on organizational performance.
· To assess the influence of branding on customer service.
· To examine the effect of customer service on organizational performance.

1.5	Research Hypotheses
H0: there is no significant evidence that branding influence organizational performance.
H0: there is no significant evidence that branding influence customer services.
H0: there is no significant evidence that customer service influence organizational performance.


1.6	Significance of the Study
Apart from benefit the ultimate goal of any research is to improve the existing knowledge, the result of the recommendation if properly implemented, leads to so many opportunities for the following people.
· Researcher: The study is significant to the researcher as it is one of the basic requirements for the awardof Higher National Diploma in Marketing. It is an intellectual and also helps in gaining more knowledge.
· Government: The result of the project will bring understanding, create employment and increaserevenue through tax collection
· Academic/Institution: This study will equally be of immense benefits to the institution, which canserve as references to update information pertaining to the topic and also improve the knowledge of student so as to develop from where they stop and then improve more.
· Society: It improves the standard of living, social and also making available of peace and harmonywithin the society. Creating of job, better understanding between the government and people.

1.7	Scope of the Study
In measuring the coverage of this study in relating to scope, the following shall be clarified and understanding.
· Time scope: The time scope covers by the research work is period of 2019-2020. All datacollected has within the period and any information from the internet or text book etc.
· Geography scope: The geographical scope is limited to the activities in Ilorin west local government,Kwara State in Central Nigeria, it had a population of 777, 667 making it the 6th largest city in Nigeria by population. It co-ordinate 80 36N 4033E. The primary ethnic group of Kwara State is Yoruba with significant Nupe, Bariba and Fulani minorities.
· Industrial scope: The study limits its scope on the manufacturing sector of Nigeria only and precisely on how branding in a manufacturing sector enhances profitability (case of Nigeria Bottling Company).
· Conceptual scope: Here, attempts are made to look at concept of branding, product branding, branding strategy, effects of product branding or their significant contribution on organizational profitability.

1.8	Limitation and Constraints to the Study
Against the backdrop, however the researcher as anticipated would be constrained by a number of limited factors such as:
· Finance: The researcher, encounter financial difficulties which was as a result of economy depressionthat the country is experiencing currently. Thus, the researcher was able to finance the research work successful as a result of support from mother and relatives.
· Time factor: The time involved in gathering this document and completion is another problemencountered. The researcher has a very short period to collect, compile and collate the result and at the same time attend classes, do assignment, test and other things. Therefore the researcher was able to manage the time and other effectively by attending lecture from Monday to Thursday and limiting the research to Friday only.

· Attitude of the respondent: The principal limitation in this study is in the aspect of data collection.This is because the party executive members are reluctant in giving the necessary information because they felt information may be revealed to their (opposing competitor) this problem was the bud through regular and constant assurance that all information supplied shall be treated as confidential as possible. I also proved my studentship by collecting letter of information from school and presenting my school identification card.

1.9	Definition of Key Terms
Profit: this is the money made in business or by selling things especially afterpaying the cost involved. It could also be seen as inflow of assets into the firm as a result of sales of goods and or service by such firm.
Brand: brand is defined as the totality of product features such as a name, term,symbol, colour, design, mark or combination of things that distinguish it from other products or a means by which the firm identifies it to consumers.
Customer Service: Customer service is a game plan of activities proposed to enhance the level of purchaser loyalty, that is, the obtainment of service some time as of late, in the midst of and after so that the product or organization meet client wish, (Rhee and Bell, 2002)
Organization Performance: Organizational performance comprises the actual output or results of an organization as measured against its intended outputs.
Product: A product is an object or system made available for consumer use; it is anything that can be offered to a market to satisfy the desire or need of a customer.








CHAPTER TWO
LITERATURE REVIEW
2.1 	Introduction
This chapter reviews literature on customer service, branding and organizational performance and how they relate with each other in order to improve businesses.

2.2	Conceptual Review
2.2.1	 Branding
Since marketing is an intricate phenomenon, impacted by society, business environment, customer conduct, an institutionalized worldwide way to deal with marketing may not generally be relevant for a brand's local attractiveness. The responsibility of global marketing and maximizing items' business and helpful quality to build marketing and effectiveness are still restricted to pharmaceutical organizations (Delagneau, 2004).
In many businesses, branding is an instrument that passes on item advantages to clients as names or images to which interesting and persuading affiliations are appended. Aside from the manysided quality of the items, the part of branding in pharmaceutical industry is imperative and complex because of the official assignment in the item's profile, the naming, the avoidance of direct promoting of moral medications to the patients, and short item life cycles (Lim et al., 2010).

2.2.2	Customer Service
Customer service is defined as the retailer’s efforts to improve what customers’ experience when shopping. This is done by ensuring that the set of activities or programs offered is more rewarding (Harris, 2010) in order that the value associated with any product or services purchased by customers tend will increase. In modern times, the idea that customer service is solely the ability of the retailer to meet customer specifications is not accurate. In order to define customer service adequately, basic element which include meeting customer’s requirement effectively by supplying and delivering expert, necessary, superior services and helping on time, during the moment the customers’ needs is served must be incorporated. Customer service is a game plan of activities proposed to enhance the level of purchaser loyalty, that is, the obtainment of service some time as of late, in the midst of and after so that the product or organization meet client wish, (Rhee and Bell, 2002). Customer service can be considered as acknowledging what customers need and seeing that they get it. Beyond the fact that some specific exercises that are done in the range of customer service is marketing in nature; yet genuine customer service is every ones obligation and not just the marketing office (Fry. L, Charles and E.Hattwich, 1998).

2.2.3	Organizational Performance
Several researchers have varying views of performance and it continues to be a controversial topic among researchers. According to Javier (2002), performance is synonymous to the popular 3Es (economy, efficiency and effectiveness) of any activity or program. Daft (2000) however in his definition stated that organizationalperformance is the ability of the organization to use its resources effectively and efficiently in order to attain its goals. Richardo (2001) also defined organizational performance as a company’s ability to achieve its objectives and goals. Several definitions have been propounded for organizational performance and this also brings about conceptual problem.
According to Hefferman and Flood (2000), the term organizational performance, as a concept in modern management has suffered from problems associated with clarifying its concepts in a number of areas. One was with the issue of its definition whiles the others was the issue of its measurement.
Performance was sometimes substituted for productivity. However Ricardo (2001) mentioned that there was a variation between productivity and performance. He saidthat productivity was a ratio representing the amount of work done in a given time frame.
Performance is a broader indicator which includes productivity and quality, consistency and other factors. In oriented evaluation results, productivity procedures were generally considered. Ricardo (2001) said that the results- oriented behavior (based on criteria) and relative (normative) measures, concepts and instruments, education and training, management development and leadership training are needed skills and attitudes for building performance management. Therefore from the above, performance must be defined in a broader view to include economy, effectiveness, quality, efficiency, consistency behavior and normative measures (Ricardo, 2001).

2.3	Elements of Customer Service
In order to provide basic elements in customer service, communication with the customer is key. (Kotler and Keller, 2011).Communication is defined as a two way process where two or more people understand and share information or ideas among themselves. In order for service providers to be proficient in communicating to the customers, there need to be an understanding between the customer and the service provider. The elements are listed as follows: Building customer intelligence, listening to customers, resolving problems fairly, and quick resolution of problems.

2.3.1 	Building Customer Intelligence
Retailers always have the task of facing challenges associated with communicating effectively with their customers and this occurs when they do not really understand their customers. When retailers are able to intimately understand their customers, they are able to provide rewarding customer service to them. Building customer intelligence makes provision for understanding the customer. It involves the process of gathering information, setting up a historical database and the development of the active, potential and lost customers, (Harris, 2010). Building customer intelligence aids the retailer to better serve the different types of groups of customers in an organization. It provides informed ways by which services can be tailored or service approach to each customer in the organization (Kotler and Keller 2011).

2.3.2 	Listening To Customers
In recent years, customers easily get emotional when expressing their sentiments with the retailer. Service personnel must therefore provide a listening ear and also give customers adequate time to complain without interruption. According to Johnston and Marshall (2010), when the retailer gives the customer undivided attention when complaining, they are in a good position to understand the customer’s complaints and can therefore relieve tense moments.
When a customer is being interrupted frequently, it can worsen the emotional state of the consumer. In some situations, a refund is not enough to satisfy a customer, however apologizing for any inconvenience caused may be reasonable (Levy and Weitz 2012). It is through listening that retailers would get to know and understand customer issues and quickly resolve them.

2.3.3 	Resolving Problems Fairly
Whenever a customer complains about an issue, it is important for the customer service personnel to focus on bringing back the customer. Positive impression is created when customers feel their complaints have been fairly handled.
Nikbin et al (2010) suggests that customers prefer tangible solutions to their grievances than intangible ones. However a combination of both would please the customer.




2.3.4 	Quick Resolution of Problems
In modern times, customers pay attention to the time taken in order to have their complaints resolved or have their service delivered. It is necessary for every service personnel to have the capability of handling customer complaints in a timely manner to avoid wasting the time of customers. (Judge et al., 2001).

2.4 	Characteristics of Customer Service
When retailers or service providers understand very well the characteristics of service, they are in a better position to structure the service package to lure customers. Customer service consists of four features which include perishability, intangibility, heterogeneity and simultaneity (Areni, 2003),

2.4.1 	Perishability
Customer service cannot be kept in stock to be used in future because of its perishable nature. Service packages which are not used today cannot be stored in order to satisfy peak periods in demand for future purposes (Dadfar et al., 2012).The perishable nature of service raises the issues of limited capacity in satisfying demands which might end up lost in sales. For example, when a supermarket does not have adequate till operators, they might lose the day’s sales if customers in the queue decide to leave and shop elsewhere. Perishability makes service providers alert in order for them to evaluate their service capacity in terms of their capacity and demand to meet customers’ needs to reach a balance.

2.4.2 	Intangibility
According to du Plessis et al (2012), intangibility is a characteristic of service which makes it impossible to smell it, see it, touch it, difficult to grasp, explain or demonstrate. It is not realistic to offer a customer, a sample of service. For example, the demonstration of how service personnel handle complaints from customers. This means that potential customers make their decisions based on past experiences and ideas about a service organization. It is important therefore that retailers deliver quality services to customers in order to ensure that they spread favorable word of mouth concerning the organization.

2.4.3 	Simultaneity
When service is simultaneous it means that service is produced and consumed at the same time and are inseparable. According to Du Plessis et al (2012), service delivery cannot be separated from the provider producing it. When customer service is inseparable, it limits the area a service can fully satisfy. This is because customers would have to visit a particular sales outlet in order to receive a service. For example, in a pharmacy, in order for the pharmacist to prescribe medicine for a patient, the pharmacist and the patient must be present at the pharmacy in order for the patient to describe his or her ailments to the pharmacist who would in turn, prescribe the medicine. As a result, service personnel find it challenging catering for customers who might not be able to visit the store.

2.4.4 	Heterogeneity
The heterogeneity of customer service explains that service varies from one customer to the other, as a result the delivery of service is not consistent. This occurs because different individuals are involved in the delivery of service. According to Areni, (2003), people possess different personalities and capabilities and this makes it impossible in standardizing service. Service personnel can however be trained in order to execute customer service excellently and professionally. There needs to be quality control in order to ensure consistencies. Total quality management is needed in order to ensure that quality standards are implemented and reinforced in customer service delivery.



2.5 	Importance of Branding
From customer’s point of view, a branded product makes choice easier. In the absence of branding, customers would have to go through the tedious task of having to assess different categories of products in times of shopping. They could not have been fully convinced of the desired products they are purchasing. A branded product ensures that there is accuracy when searching and selecting product and also helps in itsevaluation. When companies have strong brand, they have the privilege of charging higher prices even when facing stiff competition. Noting the increasing understanding of branding as a means of creating competitive advantage by providing intangible and tangible benefits, more organizations are expected to embrace the benefits that branding brings, (Anabila and Awunyo-Vitor, 2014).
When a product is branded, it identifies the company that produced the products and thereby reducing the risk associated with after purchase dissatisfaction. Branding is very important as it aids in targeting new markets when brand extension strategies are used. When brands are extended several markets are reached. It also helps in the introduction of new product lines. Consumers are known to willingly adopt new products of popular brands. Branding also promotes the status and name of the company.

2.6 	Measuring Organizational Performance
Organizational performance has been widely acknowledged as very important and there have been quite a number of debates concerning both the issue of terminology and the conceptual bases for measuring performance. The term performance may not be fully explained by a single measure. There have also been inconsistencies in themeasuring organizational performance even though several researchers (Peter & Crawford, 2004, Lee, 2005) used quantitative data in measuring organizational performance. Examples include, return on sales, return on investments etc. In defining performance, efficiency related actions which are related to the input/output relationship and effectiveness related actions, which involves issues like employee satisfaction and business growth must be included. The industrious drive for measurement in the thought of authoritative execution is scrutinized by Boyle (2000) amongst others (Caulkin, 2001; Seddon, 2000), who investigates the invalid possibility of measuring much, if not most, of the parts of life and associations that are essential. Many researchers have used several variables in the measurement of organizational performance. They include financial measures such as profitability, gross profit, return on investment (ROI), return on equity (ROI), return on asset (ROA), return on sale (ROS), stock price, liquidity and operational efficiency, revenue growth, sales growth, export growth, market share (Gimenez, 2000). This study would focus on the financial measures of performance.

2.6.1 	Financial Measures of Organizational Performance
Performance has been theorized using non-financial and financial measures from both perceptual and objective sources. Objectives measures included are secondary source financial measures such as profit growth, return on investment, return on assets. They are not biased and are useful when conducting single-industry studies because they are uniformed in measurement across all organizations.
According to Drew (2010), financial measures assist researchers in constructing benchmarking analysis and trend analysis. Included among the perceptual sources are employee evaluation of the effectiveness of the organization or financial health and their total level of satisfaction.
Most organizations use the term performance in describing a range of measurements which include output efficiency, input efficiency and also transactional efficiency. Every organization has its own objectives and ways for measuring organizational performance. However, Doyle (1994) mentioned that the most commonly used tool in measuring organizational performance is its profitability. This position is also supported by Nash (1993) who said that the best indicator to check whether an organization has met its goals or not is profitability. Other researchers also supported the use of ROE, ROA and profit margin as the common measure of performance (Richardo, 2001). According to Richardo (2001), companies who were successful were those with higher return on equity and those who have made performance management system support every facet of the organization from the top level management to the lower level workers.
However, according to Nicholas (1998), organizations were not giving a balanced idea of their performance. They overemphasized the financial criteria preoccupation with previous performance. General measurement of performance were not related to the objectives and strategies of the organization but were inward looking and did not capture performance measures required to gain and retain customers or create sustainable advantage competitive.

2.6.2 	Non - Financial Measures of Performance
Non-financial measures of performance are the organizational performance that is not expressed in monetary terms. Common examples include measures of customer satisfaction and rating, employee rating, product quality, share of the market, and availability of new products. Non- financial performance measures are sometimes considered to be leading indicators of future financial performance, while current financial performance measures such as earnings or return on assets are commonlyconsidered to be trailing measures of performance. However this work shall apply the non-financial subjective measures of business performance (Micheels and Gow, 2008) as financial data were not available due to the highly confidential nature of the information.




2.7	Factors that Influence Organizational Performance
Organizational performance, according to Cho and Dansereau (2010), refers to the performance of a company as compared to its goals and objectives. In addition, Tomal and Jones (2015) define organizational performance as the actual results or output of an organization as measured against that organization’s intended outputs.

2.7.1	Leadership Competencies
The success of an organization depends on the competency of its leaders and the organizational culture those leaders create. The beliefs and values of an organization’s leaders will always influence its performance (Soebbing et al., 2015). Ssekakubo et al. (2014) studied leadership competencies and its effects on organizational performance and noted that leadership competencies can improve employee performance; this improvement is evinced by enhanced organizational performance. Asree et al. (2010) stated that vision, integrity, openness, dedication, and creativity among leaders ensure that all employees succeed and that organizations perform better.

2.7.2 	Employee Satisfaction
Numerous organizational and behavioral research studies have examined links between employee and organizational performance, leading to various definitions of the two concepts. For instance, Price (2001) defined employee performance as the effective orientation of an employee in regard to his or her work. Additionally, Sempane et al.(2002) considered employee performance to constitute an individual’soverall perception and evaluation of the work environment, and it may also be viewed as a positive emotional status that develops from an individual’s job appraisal and job experiences (Islam and Siengthai, 2009) Research has also focused on the subject of employee satisfaction and organizational performance. In this regard, there is general consensus that the attainment of organizational productivity and efficiency depends on the satisfaction of employees and holistic sensitivity to both their socioemotional and physiological needs (Schneider et al., 2003). From these studies, we deduce that organizations seeking to improve organizational performance must address employee satisfaction, which in turn helps to stimulate better employee performance, thus improving overall organizational performance. Conversely, dissatisfied employees are more likely to experience negative effects on their mental health status and job performance, thus leading to a decline in organizational productivity and performance (Judge et al., 2001).

2.8 	Customer Service in the Retailing of Pharmaceutical Products
Dadfar et al. (2012) recognized the core clients and touch focuses in pharmaceutical marketing with retail as the last focal point. They focused on the fact that each client touch point signifies an opportunity and threat, and supplier/administration suppliermust ensure consumer loyalty at every touch point. As, rivalry turned out to be additionally testing, the pharmaceutical organizations have no other decision than separating themselves in from the front line when managing customers. Accordingly, the drug stores and their nature of administration have turned into the purpose of interest.
One of a kind attributes of pharmaceutical business sector is that the final consumer is not the leader in picking which medication to buy (Kim and King, 2009). Besides, pharmaceutical marketing is a multi-client/multi-touch framework which makes it hard to organize and focus on the customer (Dadfar et al., 2012). For instance, doctors choose and recommend the medications; merchants/wholesalers purchase drugs from makers/shippers; retail drug stores buy drugs from merchants; the end-clients purchase the endorsed drugs from the drug stores, and more often than not the insurance agencies pay the medication cost. According to Bissell et al. (1997) keeping up a pharmacy has a critical social and in addition a useful part in medicinal services framework. Drug data and expert discussion to the customers are turning out to be increasingly noteworthy. These capacities put the drug store in a position of going about as the principal contact in the social insurance framework. That is, the patient may visit the pharmacy as a contrasting option to the doctor.

2.9 	Effect of Branding on Organizational Performance
Leiser (2004) explained that there exist many factors that attribute to the brand being successful when extended into new markets or products categories; the prominent one among them being brand credibility. The imagery and stature of the brand is sold alongside with the service delivered to the customers who buy the brand, (O’Loughlinand Szmigin, 2005). Pharmaceutical branding is to make mindfulness among potential clients about the advantage of medications and drugs. The marketing procedure and brand give people in general, prepared learning of what the item is about and makes a state of distinguishing the brand amongst numerous other comparable items in the market (Blackett, 2005). To add to this, the whole branding process has esteem for an organization as it helps the business concentrate on, improve and be predictable with its message. Also, it permits an organization to constantly test the message and check whether it is being understood in the correct way (Malone, 2004) Making brands will empower the organizations to separate their products from those of competition utilizing both intangible and intangible advantages. Branding can maintain brand against non-specific items after the lapse of the patent. A solid brand will profit by high purchaser loyalty, permitting solid deals even after the patent has lapsed. In addition, brands will affect the conduct and state of mind of patient and specialists (Schuiling and Moss, 2004)

2.10 	Effect of Branding on Customer service
The pharmaceutical business has come late with respect to adopting branding as a strategy to go by. Amid the early centuries, the pharmaceutical business delighted in accomplishment over an extended period, accomplishing double digit development reliably. The accomplishment of the business relied on upon solid R&D, utilization of patent, and a strong sales power. In any case, with development in the business backing off, firms have been scanning for better approaches to keep up their brand positions (Schuiling and Moss, 2004). Therefore, pharmaceutical organizations have had the need to grasp marketing and branding strategies to a more prominent degreethan they have been previously (Blackett, 2005) Branding is an important concept in trading activities and academic researches. It is for the same reason that successful brands help market-owners to acquire a competitive advantage which includes opportunities to increase market share successfully, resilience against competitors’ developmental pressures and the capability to create entry barriers for rivals. Branding mitigates customers’ risk feeling during buying the services. Likewise, a high level brand enhances customers’ satisfaction and loyalty degree (Kim et al., 2008).

2.11 	Effect of Customer Service on Organizational Performance
According to Howardell, (2003), customer service is when retailers combine a range of activities or strategies and offers them to customers in order to increase service quality, in other words the shopping experience is perceived as more rewarding. In today's economy customer service is very key in gaining competitive advantage for organizations as satisfied customers provide repeat purchase and in addition contribute in sending out a positive word of mouth to potential customers, (Areni, 2003). Research has shown year after year that, customer retention is becoming profitable in many industries. Delivering superior customer service generates quiet a number of benefits to service providers especially in the pharmaceutical industry. The benefits include, cost reduction, salvation of time, increase in profits and market share etc. Delivering consistent good customer service can be challenging even if companies benefit from high quality services. When the environment is highly competitive, companies must focus on providing superior customer service in order to maintain customer satisfaction and also retain their profitable customers.


2.12	Theoretical Review
2.12.1	Theory of Brand preference
Consumer attitude models, such as Fishbein’s model (1965), which are based on the expectancy-value model, are commonly used to understand consumer preferences. According to this model, the consumer’s preference for a brand is a function of his/her cognitive beliefs about the brand’s weighted attributes (Bass &Talarzyk, 1972; Bass &Wilkie, 1973). This model contributes to the study of preferences and is still widely used (Allen, Machleit, Kleine, &Notani, 2005; Muthitcharoen, Palvia, & Grover, 2011). However, it has been criticised over the years for the following: First, brand preference is measured by a single value, the result of an algebraic equation (Bagozzi, 1982), and focuses on utilitarian beliefs as the main driver of consumer evaluation responses. Second, it ignores other sources, such as emotional responses (Agarwal & Malhotra, 2005; Allen et al., 2005), which contribute to preference development (Bagozzi, 1982; Grimm, 2005; Zajonc& Markus, 1982). Third, the narrow view of this model limits its use to certain types of mainly utilitarian products (Park & Srinivasan, 1994). However, the applicability of multi-attribute models to products with tangible attributes that contribute only in a minor way to consumer preferences has been questioned (Holbrook & Hirschman, 1982; Zajonc& Markus, 1982). Fourth, the inclusion of weightings as a part of the algebraic equation presented in this model decreases its predictive power (Churchill, 1972; Sheth&Talarzyk, 1972). Besides, the halo effect of this model can lead to wrong decisions related to brand design and positioning (Leuthesser, Kohli, &Harich, 1995). This has sparked the need to consider other paths to brand preference formation other than the consumer’s salient beliefs of brand attributes.

2.12.2	Theory of Brand Experience
The concept of consumer experience emerged at the beginning of the 1980s (Holbrook & Hirschman, 1982) to overcome the limitations of traditional consumer behaviour theories. This view highlights the importance of neglected variables such as considering consumers as emotional beings as well as thinkers (Addis & Holbrook, 2001). It investigates consumer responses to the symbolic, aesthetic, imaginative and fantasy meanings of the product, raising the role of multi-sensory experience aspects (Addis & Holbrook, 2001; Hansen, 2005; Hirschman, 1989; Holbrook & Hirschman, 1982; Tsai, 2005). Accordingly, this view expands and supplements the information processing perspective, enriching it with the experiential perspective.
Despite this trigger, the concept of consumer experience did not return to the fore until the end of the 1990s, with Pine and Gilmore (1998) introducing experience as an upgrade or progression of economic value. Schmitt (1999) then positioned the consumer’s holistic experience into brand marketing, discussing the reasons behind the shift from traditional marketing to experiential marketing, and proposed strategic experiential modules (SEMs). According to Gentile et al. (2007), experience is a continuous concept that reflects the irrational aspects of consumers interacting with the brand, and goes beyond the bounded rationality assumption. From this perspective, while the brand is therefore perceived as a rich source of experience providing value to consumers (Schmitt, 1999), according to Tynan and McKechnie (2009), value is not an added component to the brand but is created whilst consumers are experiencing the brand.

2.12.3	Theory of Brand Knowledge
The holistic perspective of brands was emphasised by the content of brand knowledge described by Keller (1993, 2003). Cognitive beliefs are not limited to consumer perceptions about brand knowledge constituted at the conscious level (Holbrook & Hirschman, 1982). Such non-attributed associations have been proven to contribute towards shaping consumer brand preferences (e.g. Chitturi, Raghunathan, & Mahajan, 2007; Grimm, 2005; Okada, 2005; Overby& Lee, 2006; Sirgy et al., 1997). Brand knowledge is conceptualised based on the meanings that consumers learn about and associate with the brand in their minds. These meanings include utilitarian and functional, economic and rational attributes/benefits associations, and symbolic or imaginative, sensory associations (Erdem et al., 1999; Keller, 1993; Plummer, 2000). Keller (1993) argues that brand-related attributes are elicited from intrinsic cues, while non-related attributes of brands can be developed from information about price, appearance, brand personality and self-congruity. Petruzzellis (2010) identifies brand knowledge as symbolic/emotional, utilitarian and economic associations.
In studying consumer preference, economists consider price as a constraint in utility maximisation. High importance is given to price prior to purchasing decisions (McFadden, 1999). Price is an important extrinsic cue (Zeithaml, 1988), and should be included as an independent component in a utility model predicting consumer preferences (Hayakawa, 1976). It is a significant factor affecting consumer choice apart from intrinsic brand cues (Horsky, Misra, & Nelson, 2006). Price is a dimension of brand equity, which affects brand preference (Chang & Liu, 2009; Cobb-Walgren, Ruble, &Donthu, 1995; Tolba& Hassan, 2009), and measures brand loyalty (Simon & Sullivan, 1993).
Appearance is considered by Keller (1993) to be a non-product attribute, unrelated to brand performance or functionality. A product’s appearance can have a symbolic, aesthetic value that affects consumers’ product evaluation (Creusen&Schoormans, 2005), and acts as a major differentiating attribute in consumer preference and choices (Reimann, Zaichkowsky, Neuhaus, Bender, & Weber, 2010). Firms are shifting from tangible and functional product attributes towards creating aesthetically appealing designs. In addition, associations such as brand personality (Aaker, 1997) and self-congruity (Sirgy et al., 1997) have been demonstrated to build consumer preferences.
Therefore, the cognitive information that constitutes consumer brand knowledge is composed of their perceptions on attributes, price, appearance and symbolic associations such as brand personality and self-congruity. These factors reflect the functional, economic, aesthetic and symbolic/emotional brand meanings.

2.13	Empirical Review
In the study of Muhammad Azmat and Abdul Sami Lakhani (2015). Impact of Brand positioning strategies on consumer standpoint (A consumer’s Perception). This research is conducted to see an impact of brand positioning strategies on consumer’s perception. The research basically revolves around 3 strategies of positioning i.e. beneficial positioning, surrogate positioning (Psychological) , Competitive positioning the impact of these strategies being checked by showing 250 consumers random brands in television commercials which contains the above said positioning strategies the questionnaires has been designed in a way that tells the responsiveness of different consumers by watching the ads of the brands and what they feel and what is there perception about the particular brand whether highly negative, negative, neutral, positive or highly positive. The outcome of the research revealed that surrogate positioning by the brands showed the highest positive response, while the other two positioning strategies came out more or less on the negative side in terms of consumer perception. The analysis technique used is one sample t test and the software used is SPSS.
RehamEbrahim et al (2015). A brand preference and repurchase intention model: the role of consumer experience. The study of brand preference has been limited to traditional marketing focusing on functional attributes to maximize utility. But now the shift to experiential marketing broadens the role of the brand from a bundle of attributes to experiences. Technological advancements have helped to increase the similarities between brand attributes and product commoditization. Consequently, consumers cannot shape their preferences among brands using rational attributes only. They seek out brands that create experiences; that intrigue them in a sensorial, emotional and creative way. This study seeks to develop a model that provides an understanding of how brand knowledge and brand experience determine brand preference and to investigate its impact on brand repurchase intention. Accordingly, exploratory focus group discussions are employed followed by a survey of mobile phone users in Egypt. The findings provide insights into the relative importance of consumer perceptions on different brand knowledge factors in shaping brand preferences. It also demonstrates the significance of consumers’ experiential responses towards brands in developing their brand preferences that in turn influence brand repurchase intention. The model therefore offers managers a new perspective for building strong brands able to gain consumer preferences.
In the study of BrijeshSivathanu (2016). Digital Branding: An Empirical Study with Special Reference to E-Commerce Startups. This paper aims to highlight the digital branding practices of e-commerce start-ups and study its impact on the consumer buying behavior. A primary survey was conducted in Pune city using a structured questionnaire among 380 consumers who have purchased online. The exploratory factor analysis technique was deployed to identify the antecedents contributing to the digital branding of the e-commerce start-ups. Multiple Linear regression technique was used to understand the impact of the digital branding practices of the e-commerce start-ups on the consumer buying behavior. The results and findings clearly show that there exists a significant impact of the digital branding practices on the consumer buying behavior. This study attempts to interweave the disciplines of digital branding and consumer buying behavior, a crucial activity for the survival of e-commerce start-ups, given their lack of resources, financial cost constraints and the fundamental need to find and maintain clients. The significant contribution of this paper is that it provides a basis for conceptualizing a model of digital branding practices for the e-commerce startup firms performing under dynamic and competitive global environments.
Muhammad Amir Adam and Farah Sultan Khan (2017). Empirical Study of Consumer Buying Behavior Towards International Brands in FMCG Sector of Pakistan. This study was undertaken in order to ascertain and to be able to prove the hypothesis created. There are certain variable which I have taken to determine the impact of them on consumer purchase intention towards International brands. Primary data was collected from a sample of 200 from different consumers in Karachi which includes all students, house wife, working ladies and men etc. By the conducted survey I came up with the result which was calculated through a software SPSS through Regression Analysis. The result which camp up proved that 30.6 percent of quality variable has an impact on consumer purchase intention towards International brands. It has no positive impact on consumer purchase intention towards International brand.30.6 percent of price variable has an impact on consumer purchase intention towards International brands. It has no positive impact on consumer purchase intention towards International brand. 65.9 percent of country of origin variable has an impact on consumer purchase intention towards International brands. It has high positive impact on consumer purchase intention towards International brand.56.7 percent of brand consciousness variable has an impact on consumer purchase intention towards International brands. It has slightly positive impact on consumer purchase intention towards International brand.
Anton A Setyawan, Kussudiyarsana, Imronudin (2015). Brand trust and brand loyalty, an empirical study in indonesia consumers. This research analyses the effects of brand reputation, brand predictability, brand satisfaction, brand liking, brand experience, trust in the company and brand competence to brand loyalty, with trust in a brand as a mediating variable. This model use a model proposed by Lau and Lee (2000). Lau and Lee (2000) use this model to measure consumer’s loyalty in a low involvement product. This research uses a different setting. To analyze the data, this research uses hierarchical regression analyses. The result shows that only to variables have significant effect to brand loyalty, they are consumer’s trust in a company and brand satisfaction. The managerial implications of this research are, first, a company which produces a high involvement product must conduct an effective marketing communication with their costumer. Second, a company should increase their service so that consumer’s will satisfy with their brand.




CHAPTER THREE
RESEARCH METHODOLOGY

3.1 	Introduction
This chapter focuses more on the methodology used in gathering data for study and a brief overview of pharmacies in Nigeria. The methodology describes methods and processes followed in order to conduct this research. The population, sample size and sampling technique, method of data collection, data analysis would be described in details.

3.2 	Research Design
The descriptive research design was used to develop snapshots of a particular situation (Mcnabb, 2002). Descriptive research design involves large samples which are used to give descriptions of an event or define attitudes, opinions or behaviors that are measures or observed in a particular environment (Mcnabb, 2002). As a descriptive research, a combination of techniques was used to describe how customer service affects organizational performance, branding affects performance and also how customer service plays a mediating role between branding and performance.
Both quantitative and qualitative methodology were adopted the collection of data. Quantitative methods were used because it was possible to collect some numerical data for analysis and to help answer research questions and meet the objectives of the study. 
Also, some of the data were not possible to collect numerically, therefore qualitative techniques were also adopted.

3.3 	Population of the Study
According to Saunders et al., (2007), population is defined as the full set of casesfrom which a sample is taken. The study was limited to customers of Tuyil Pharmacy in the Ilorin metropolis. This is because Tuyil Pharmacy is one of the leading Pharmaceutical companies in Nigeria and have built their brand and customer base of the years.
Data was gathered from these primary sources of respondents, that is, customers of Tuyil Pharmacy in the Ilorin metropolis. The estimated population of customers of Tuyil Pharmacy was five hundred (500).

3.4 	Sampling Technique
Sampling is concerned with the selection of a subset of individuals from within a statistical population to estimate characteristics of the whole population (TashakkoriTeddlie, 2003). Convenience sampling technique was used in selecting the sample of customers. This type of nonprobability sampling involves the sample being drawn from that part of the population which is close to hand (Tashakkori&Teddlie, 2003). That is, a population is selected because it is readily available and convenient.

3.5	Sample Size
In order to select an appropriate sample size, Slovin’s (1973) sampling technique was assumed. The formula is presented as; n = N/ [1+N (e) 2] (where n = sample size; N = sample frame; and e = margin of error/ confidence level). From the above, population of the customers were five hundred (500).
[image: ]

The sample size used for the customers was two hundred and thirty (230)



3.6 	Method of Data Collection
According to Schutt (2006), data are a set of values of qualitative or quantitative variables. This study made used of both primary and secondary sources of data. Secondary data refers to data that was collected by someone other than the user (Schutt, 2006). Common sources of secondary data for social science include censuses, information collected by government departments, organizational records and data that was originally collected for other research purposes. Primary data, by contrast, are collected by the investigator conducting the research.
The primary data were those that were obtained using questionnaires. Secondary sources were those collected published documents, articles, internet sources and the company’s records. The questionnaires were designed for the customers of the pharmacy.

3.7 	Method of Data Analysis
The Statistical Package for Social Sciences (SPSS) and STATA were the statistical tool used in analyzing primary data gathered from the field. Furthermore, descriptive statistics such as frequency distribution tables, charts, and graphs were used to identify results collected from the field (O'Neil and Schutt, 2014). Pearson correlationwas used in analyzing the relationships between the variables whiles linear regression was used in measuring the impact of customer service on organizational performance, branding on organizational performance and customer service and branding and customer service on organizational performance.


3.8 	Reliability and Validity
The variables in the questionnaire was tested using the Cronbach’s Alpha for reliability. In analyzing data collected from the respondents on the topic under discussion, the researcher test internal consistency among the variables used for the study. This is to enable the study to be reliable hence the use of cronbach alpha. Devellis (2003) believed that the cronbach alpha coefficient should be above 0.7. Cronbach alpha values above 0.7 are acceptable and values that are above 0.8 are preferable.

3.9	Profile of the Organization
Tuyil Pharmaceutical Industries Limited is based in Ilorin registered as manufacturers of Pharmaceutical Products, Syrups Tablets and capsules. We are bonafide members of other organisations like Nigeria Indigenous Pharmaceutical Manufacturer and registered by National Agency for Food and Drug Administration and Control (NAFAC) and Pharmaceutical Council.
Pharmaceutical Manufacturers Group of Manufacturers Association of Nigeria (PMG-MAN); a sub sector of Manufacturers Association of Nigeria (MAN) represents all the manufacturers of pharmaceuticals and allied products in Nigeria, who collectively play key role in ensuring that Nigerians have timely access to affordable, safe and high quality medicies.
This group was inaugurated in 1983 by its founding fathers, led by the then chairman Otunba G. Olukoya and was launched by Minister of Health Prof. OlikoyeRansomeKuti on 24th October 1984 with 20 foundation member companies. Today the number is over 120 companies. PMG-MAN is affiliated to the West African Pharmaceutical Manufacturers Association (WAPMA) and the Federation of African Pharmaceutical Manufacturer’s Assciation (FAPMA).







CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS
4.1 	Introduction
This section highlights the results and findings of the study conducted. A total of two hundred and thirty customers of Tuyil Pharmacy were sampled for the study. The data collection instrument used were questionnaires. Out of the total sample of two hundred and thirty, one hundred and ninety five responded, hence giving the response rate of 84.8%.

4.2	Data Presentation
4.2.1 	Demographic characteristics of respondents
The characteristics of the respondents who were customers of Tuyil Pharmacy, Ilorin in this study included gender, Age, Level of Education and employment level.

Table 4.2 Demographics Characteristics of the Respondents (N=195)
	
	Frequency
	Percent

	GENDER
Male
Female
	
86
109
	
44.1
55.9

	AGE
18-30
31-40
41-55
56 and Above
	
32
64
68
31
	
16.4
32.8
34.9
15.9


	EDUCATION
Basic Education
Secondary Education
Tertiary
Non-Formal 
	
33
62
58
42
	
16.9
31.8
29.7
21.5

	EMPLOYMENT
Unemployed
Employed
Retired
	
36
151
8
	
18.5
77.4
4.1


Source: Field Survey, 2025

From the table above, it can be seen that the female respondents were one hundred and nine, representing 55.9% of the total population, the males made up a total of eighty six (86) representing 44.1%. This illustrates that more of Tuyil Pharmacy’s customers are females The ages ranged between 41-55 recorded the highest number of respondents which was sixty eight representing 34.9%. The next highest age was 31-40 years recording sixty-four representing 32.58%. 18-30 years and 56 and above recorded the lowest of thirty two and thirty one respectively representing 16.4% and 15.9% respectively.
Majority of the respondents representing 31.8% had secondary education whiles 29.7% had tertiary education. Respondents who had no formal education represented 21.5% whiles those who had basic education represented 16.9%. Concerning the employment level of respondents, 77.4% were employed, whiles 18.5% and 4.1% were unemployed and retired respectively.
These demographic characteristics are a reflection of the customer base of Tuyil Pharmacy. This information can be considered when the company is planning activities for its customers. The demography of customers is important to companies as it assists in the designing of tailor made products to suit their needs.

4.3	Data Analysis
4.3.1 	Descriptive Summary of Variables (Branding, Customer Service and Organizational Performance).
The respondents were asked to rate the brand, customer service and organizational performance of Tuyil Pharmacy and mean responses were computed as indicated in Table 4.3

Table 4.3 Descriptive Summary of the variables

	Variable
	Obs
	Mean
	Std. Dev.
	Min
	Max

	
	
	
	
	
	

	Branding
	195
	4.1754
	.418403
	3.2
	4.8

	
	
	
	
	
	

	Customer Service
	195
	4.3477
	.2435399
	3.8
	4.8

	
	
	
	
	
	

	Organizational Performance
	195
	2.2753
	.431878
	2
	3

	
	
	
	
	
	


Source: Field Survey, 2025


4.3.1.1	Branding
From table 4.3, the mean data of the variables were analyzed. Branding obtained a mean score of 4.18 which is on a higher side. The items measured were the perceived quality, the awareness of the brand, the brand association and the loyalty of the brand by the customers. This indicates that the customers of Tuyil Pharmacy have a high perception towards the brand. Customers rate the brand of the pharmacy very high and thereby giving the impression that the Brand of Tuyil Pharmacy is high. Customers were asked to rate the perceived quality of the products of Tuyil. According to Chandler and Owen (2002) brands that are, in a genuine sense, effective in the business sectors frequently go past satisfying customers' enthusiastic needs or quietly articulate a brand guarantee.

4.3.1.2	Customer Service
The mean for the customer service activities of Tuyil Pharmacy recorded a score of 4.35. This indicates that customers of Tuyil Pharmacy rate the customer service activities very high. The items measured were divided into two sections. One section looked at the rating of the pharmacy in terms of its organization. This included the cleanliness of the pharmacy, the comfort and convenience of the waiting areas and also the length of time one had to wait in order to be served. The second section looked at the rating of the service provided by the staff or pharmacist of the pharmacy. This included the politeness of the pharmacist/staff, queries answered, provision of efficient service, and the service received. This means that the company takes its customers seriously thereby putting measures in place that would make the customers satisfied and also meet their needs. This attests to the research done by Tlapana (2009) indicating that in recent times customers demand more than ever even to the extent that operators in the retail industry have to execute tasks in a timely manner and provide friendly service to customers.

4.3.1.3 Organizational Performance
Customers were asked to rate the performance of the company and the responses recorded a mean score of 2.28. This is on a higher note, meaning that in the eyes of customers, the company’s performance is rated high. The statement was posed in such a way that respondents would rate the performance of the organization. Even though it is a subjective manner of measurement which builds on the perspective of the respondent rather than on the performance itself (Adalsteinsson and Gudlaugsson, 2007). Fortunately, there is evidence of consistency between subjective and objective performance measures (Pratono, & Mahmood, 2014).

4.3.2 	Effect of Branding on Organizational Performance
Hypothesis 1: Branding has a positive significant effect on organizational performance.
Regression analysis was done to test the hypothesis. The results are indicated below in Table 4.4




Table 4.4 Effect of Corporate Branding on Organizational Performance

	Model
	Unstandardized
	Standardized
	t
	Sig.

	
	
	
	
	
	

	
	Coefficients
	Coefficients
	
	

	
	
	
	
	
	

	
	B
	Std. Error
	Beta
	
	

	
	
	
	
	
	

	(Constant)
	-.123
	.786
	
	-.157
	.875

	
	
	
	
	
	

	Branding
	.692
	.189
	.255
	3.664
	.000

	
	
	
	
	
	



Source: Field Data (2025). Dependent Variable: Organizational Performance


From the analysis conducted, the table indicates that branding and organizational performance are significantly and positively correlated (P=0.692; p<0.01). Therefore there is significant positive relationship between branding and organizational performance. This can be attributed to the high rating of the brand of Tuyil Pharmacy by the customers which has reflected in their performance as indicated by the customers. This attests to the research done by Schuiling and Moss (2004) that a high brand with benefit a company by increasing customer loyalty thereby leading to increase sales and improved organizational performance. That is why Blackett (2005), in his study mentioned that pharmaceutical organizations have had the need to grasp marketing and branding strategies to a more prominent degree than they have been previously in order to improve performance.







4.3.3 	Effect of Customer service on Branding
Hypothesis 2: Branding has a significant relationship with customer service.

Table 4.5 Effect of Corporate Branding on Customer service
	Model
	
	Unstandardized
	Standardized
	T
	Sig.

	
	
	Coefficients
	
	Coefficients
	
	

	
	
	
	
	
	
	

	
	
	B
	Std. Error
	Beta
	
	

	
	
	
	
	
	

	(Constant)
	4.376
	.362
	
	12.097
	.000

	1
	Customer
	
	
	
	
	

	service
	
	-.052
	.087
	-.043
	-.594
	.000

	
	
	
	
	
	
	



Source: Field Survey, 2025. a. Dependent Variable: Branding


From table 4.5, customer service and branding are significantly related (P= -0.052; p-value<0.01). It further shows that branding had a negative impact on customer service. According to the analysis customer service and branding are negatively related. An increase in branding activities may lead to a reduction in the customer service of the organization. This may indicate that as companies focus more on improving upon their brand, they may ignore their customer service activities and thus reduce their customer service activities and vice versa. However according to Kim et al (2008), a high level of brand would enhance customer’s satisfaction and loyalty degree. Even though the company might have been doing well in its branding activities, it is likely that it is rather losing focus on its customer service activities. For mediation to take place the independent variable must be a significant predictor of the mediating variable (Baron and Kelly, 1986)


4.3.4 	Effect of Customer Service on Organizational Performance
Hypothesis 3: Customer service has a significant relationship with organizational performance

An analysis was done in order to determine the relationship between customer service and organizational performance.

Table 4.6 Effect of Customer Service on Organizational Performance
	Model
	
	Unstandardized
	Standardized
	T
	Sig.
	

	
	
	Coefficients
	
	Coefficients
	
	
	

	
	
	
	
	
	
	
	

	
	
	B
	Std. Error
	Beta
	
	
	

	
	
	
	
	
	
	

	(Constant)
	-.472
	.632
	
	-.747
	.456
	

	1
	Customer
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	.775
	.152
	.345
	5.112
	.000
	

	
	
	
	
	
	
	
	

	Service
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	



Source: Field Survey, 2025 Dependent Variable: Organizational Performance


The table above indicates a positive relationship between customer service and organizational performance. Customer service significantly impacted on organizational performance (P= 0.775; p-value<0.001). From the test, customer service and organizational performance are significantly positively related. Delivering consistent good customer service can be challenging even if companies benefit from high quality services. When the environment is highly competitive, companies must focus on providing superior customer service in order to maintain customer satisfaction and also retain their profitable customers, thus improving the performance of the organization. Delivering superior customer service generates quiet a number of benefits to service providers especially in the pharmaceutical industry. The benefits include, cost reduction, salvation of time, increase in profits and market share. (Areni, 2003)

4.3.5 	Reliability
In analyzing data collected from the respondents on the topic under discussion, the researcher test internal consistency among the variables used for the study. This is to enable the study to be reliable hence the use of cronbach alpha. Devellis (2003) believed that the cronbach alpha coefficient should be above 0.7. Cronbach alpha values above 0.7 are acceptable and values that are above 0.8 are preferable. Cronbach alpha reliability statistics was shown in table 4.3 below.

Table 4.7 Scale Reliability and Validity Tests
	Measures
	
	Factor
	Cronbach's
	Construct
	AVE
	Highest

	
	
	Loadings
	Alpha
	Validity
	
	Correlation

	brand
	Item 1
	.4851225
	0.7195
	0.755
	0.636
	0.3885

	
	
	
	
	
	
	

	
	Item 2
	-.6368663
	
	
	
	

	
	
	
	
	
	
	

	
	Item 3
	-.6156972
	
	
	
	

	
	
	
	
	
	
	

	
	Item 4
	-.7731861
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	Item 1
	.4932945
	0.7502
	0.766
	0.576
	0.4258

	Customer service
	
	
	
	
	
	

	
	Item 2
	.4094001
	
	
	
	

	
	
	
	
	
	
	

	
	Item 3
	-.3205684
	
	
	
	

	
	
	
	
	
	
	

	
	Item 4
	-.6167327
	
	
	
	

	
	
	
	
	
	
	

	
	Item 5
	-.8177931
	
	
	
	

	
	
	
	
	
	
	


(Author’s Computation, 2025)


4.4 	Discussion of Findings
This study explores branding and customer service as a determinant of organizational performance in the retailing of pharmaceutical products, following the four steps used by Baron and Kenny in 1986 to establish mediation. In the first step, the results show that branding is significantly impacting on organizational performance (P=0.692; p<0.01). In thesecond step, we found that branding significantly impacted with customer service (P= -0.052 R=0.02; p-value<0.01). In the third and final step, we observed that customer service affects organizational performance (P= 0.775; p-value<0.001). Study conducted by Schneider et al (2003), Asree et al. (2010) and Schneider et al (2003) all revealed that leadership competencies and employee all leads to improve performance.










CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Introduction
This chapter considers summary of findings, conclusions, recommendations and suggestions for further studies.

5.2 	Summary of Findings
Branding and organizational performance relationship has been clearly established by the study as it shows they have a strong positive and significant relationship. The new finding of this thesis is the role the customer service plays in the performance of the organization. Below is the summary of the findings.

5.2.1 	Effect of Branding on Organizational Performance
The results indicated that branding and organizational performance are significantly and positively correlated (P=0.692; p<0.01). However R square revealed that a unit change in Branding explains 6.5% variation in organizational performance. Therefore there is significant positive relationship between branding and organizational performance.

5.2.3 	Effect of Branding on Customer Service
Customer service and branding are significantly related (R=0.02; p-value<0.01). It further shows that branding negatively impact on customer service. According to the analysis customer service and branding are negatively related. An increase in branding activities may lead to a reduction in the customer service of the organization.

5.2.4 	Effect of Customer Service on Organizational Performance
The result indicated a positive relationship between customer service and organizational performance. Customer service significantly impacted on organizational performance but it explains 11.9% variation, (R2=0.119; p-value<0.001). From the test, customer service and organizational performance are significantly positively related.

5.3 	Conclusion
From the study conducted, it can be seen that both branding and customer service plays a significant role in the performance of organizations. Companies that invest in developing their brand and also putting the customer first in their activities are likely to experience improvement in their performance. Companies must involve themselves in improving upon the branding activities of the firm as it goes a long way to affect the organizational performance.

5.4 	Recommendations
As part of the recommendations for this study, the following can be looked at:
· Firms must ensure that they improve upon their branding experience for customers as this goes a long way to improve upon their performance.
· Companies must ensure that they put in measures to ensure that their customer service activities meet the needs of their customers.
· Firms must improve upon their branding activities whiles strengthening their customer service activities in order to optimize organizational performance. Organizations must strive to improve upon the brand of their companies as this affects the organizational performance of the company. A good brand goes a long way to improve upon the performance of organizations in the long run
· Firms must consider other variables that might improve organizational performance since customer service partially mediated between branding and organizational performance.
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QUESTIONNAIRE
This research is to examine “branding and customer service:a catalyst to organizational performance”. It would be very much appreciated if you could assist us through the provision of answers to the questions below. Each question is followed by a list of alternatives to choose from. Please tick the box and write where appropriate. All information provided is strictly for academic purposes and treated as confidential. Thanks.

SECTION A: DEMOGRAPHIC INFORMATION
1. 	Gender:	Male [   ]	Female [    ]
2.	Age:	18 30 years [   ]   31 – 40 years [   ]   41 – 50 years [   ]   51 and above [   ]
3.	Educational Level: Basic [   ]  Secondary[   ]   Tertiary [   ]  No formal Education [   ]
4.	Employment Status:	Unemployed [   ]   Employed [   ]   Student [   ]   Retired [   ]
Other specify_________________________________________________________

SECTION B: BRANDING
Questions was formulated based on how the respondents perceived the quality of the product of Tuyil Pharmacy, Brand Awareness, Brand Association and Loyalty. 

How do you rate the branding activities of this pharmacy? Please tick where appropriate.
	
	
	Very Low
	Low
	Neutral
	High
	Very High

	1
	I trust the quality of products from this pharmacy
	
	
	
	
	

	2
	Products from this pharmacy would be of very good quality
	
	
	
	
	

	3
	Products from this pharmacy offer excellent features 
	
	
	
	
	

	4
	Some characteristics of this pharmacy come to my mind quickly
	
	
	
	
	

	5
	I can recognize this pharmacy quickly among other competing brands
	
	
	
	
	

	6
	I like the brand image of this pharmacy 
	
	
	
	
	

	7
	This pharmacy has very unique brand image, compared to competing brands
	
	
	
	
	

	8
	I like and trust the pharmacy and its products
	
	
	
	
	

	9
	I consider myself to be loyal to this brand
	
	
	
	
	

	10
	When buying medicines, this pharmacy would be my first choice
	
	
	
	
	

	11
	I will keep on buying from this pharmacy as long as it provides me satisfied products
	
	
	
	
	

	12
	I am still willing to buy from this pharmacy even if its price is a little higher than that of its competitors
	
	
	
	
	




SECTION C: ORGANISATIONAL PERFORMANCE
17. 	How would you rate the performance of this company?
	High [     ]	Moderate [     ]		Low [     ]
18.	What attracted you to buy from this company?
………………………………………………………………………………………
………………………………………………………………………………………
SECTION D: CUSTOMER SERVICE
19. Why did you visit this pharmacy today? To collect a prescription for:
Yourself [     ]		Someone else [     ]	Both [     ]
for some other reason (please state)……………………………………………

20.	How satisfied were you with the time it took to provide your prescription and/or any other services you required?
	Not at all satisfied [     ]	Not very satisfied [     ]
	Fairly satisfied [     ]		Very satisfied [     ]


Thinking about any previous visits as well as todays, how would you rate the pharmacy on the following factors? (Please tick where appropriate)

	
	
	Very
	Fairly
	Neutral
	Fairly
	Very

	
	
	poor
	poor
	
	good
	good

	
	
	
	
	
	
	

	21)
	The cleanliness of the pharmacy
	
	
	
	
	

	
	
	
	
	
	
	

	22)
	The  comfort  and  convenience  of  the
	
	
	
	
	

	waiting areas (e.g. seating or standing room)
	
	
	
	
	

	
	
	
	
	
	
	

	23)
	Having in stock the medicines/appliances
	
	
	
	
	

	you need
	
	
	
	
	

	
	
	
	
	
	

	24)Offering a clear and well organized layout
	
	
	
	
	

	
	
	
	
	
	
	

	25)
	How long you have to wait to be served
	
	
	
	
	

	
	
	
	
	
	
	




Including any previous visits to this pharmacy, how would you rate the pharmacist and the other staff who work there? (Please tick where appropriate)
	
	Being polite and taking the time to listento what you want
	Very Low
	Low
	Neutral
	High
	Very High

	26
	Answering any queries you may have
	
	
	
	
	

	27
	The services you received from a pharmacist providing services
	
	
	
	
	

	28
	The service you received from the other pharmacy staff providing services
	
	
	
	
	

	29
	The service you received from the other pharmacy staff
	
	
	
	
	


30.	Which of the following best describes how you use this pharmacy? 
This is the pharmacy that you choose to visit if possible.  Yes [   ]  No [   ]
This is one of several pharmacies that you use when you need to pharmacy. Yes [   ]  No [   ]
[bookmark: _GoBack]This was just convenient for you today. Yes [   ]  No [   ]
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