Indonesian Journal of Pharmacy

VOL 32 (2) 2021: 241-250 | RESEARCH ARTICLE

Building Patient Loyalty in Pharmacy Service: A Comprehensive Model
Prasojo Pribadi?, Susi Ari Kristina?, Suci Paramitasari Syahlani3, Satibiz*

L Department of Pharmacy Management, Faculty of Health Science, Universitas Muhammadiyah Magelang,
JI. Mayjend Bambang Soegeng 21, Magelang, Central Java, Indonesia.

2. Department of Pharmaceutics, Faculty of Pharmacy, Universitas Gadjah Mada, Sekip Utara 55281
Yogyakarta, Indonesia.

3. Department of Livestock Sozio-Economics, Faculty of Animal Science, Universitas Gadjah Mada, JI. Fauna
No.03, Yogyakarta, Indonesia

ABSTRACT

The function of pharmaceutical services has been broadened to
become patient-centered care that emphasize building relationships
between patients and service providers. Furthermore, loyalty indicate a
powerful and positive connection between customers and service provider.
This study aims to examine the mechanism of pharmacy services, patient
emotions, satisfaction, and trust in influencing patient’s loyalty. A cross-
sectional survey was conducted in the outpatient department (OPD) from six
referral hospitals. The purposive sampling method was used in this study,
with inclusion criteria: patients over 17 years old, volunteered to be a
respondent, as well as using pharmacy service experience at least three
times. A total 300 usable responses were obtained. Self-administered
questionnaire method was utilized. The partial least square-structural
equation modeling (PLS-SEM) approach was performed for data analysis.
The results showed that pharmacy service has a significant effect on
emotions, satisfaction, and trust (p<0.05). Patient satisfaction has a positive
effect on trust and loyalty (p<0.05). While trust has a significant influence on
patient loyalty (p<0.05). Positive emotions has a positive effect on patient
loyalty. Furthermore, positive emotions, satisfaction, and trust has a fully
mediating role. The association between pharmacy service and trust is
partially mediated by satisfaction. Trust has a partial mediating effect on the
relationship between satisfaction and patient loyalty. In addition, pharmacy
services has an indirect effect on patient loyalty. Pharmacists have a
professional and ethical obligation to assess the patient's requirements and
condition holistically, taking into account emotional, psychological, social,
and biological factors. Pharmacists can employ practical ways to promote
patient-centered communication, engage patients in their treatment, and
foster the formation of a pharmacist-patient relationship based on mutual
respect, this leads to a common knowledge of all the issues, goals, and
challenges to therapy management.
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INTRODUCTION
The high volume of prescriptions shows an
increase in demand for pharmaceutical services, it

conventional function of pharmaceutical services
from drug supply to become patient-centered care.
This service is an essential aspect of developing

is reported that 80% of patients who visit
puskesmas get pharmaceutical services (Insani et
al, 2017; Kim and Ruger, 2008). The pharmacy
department plays a crucial role in the final process
of healthcare, thereby shifting the paradigm of the

patient-care provider relationships, which is a
popular indicator of healthcare quality (Insani et
al.,, 2017; Khudair and Raza, 2013). Currently, the
management of healthcare services in Indonesia
does not give preferences in enhancing patient
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satisfaction through the service function of the
pharmacy (Ramli and Sjahruddin, 2015).

Moreover, the existing literature stated that
customers' loyalty is a basic element in a service
business, which indicates a strong and positive
relationship between customers and service
providers (Chang et al., 2013; Mittal and Lassar,
1998). Since the implementation of the Universal
Health Coverage (UHC) in Indonesia, there has
been an aggressive expansion of profit private
hospitals, compared to the non-profits (Health
Policy Plus, 2018). Therefore, the healthcare sector
requires loyal customers to survive in a challenging
and competitive business environment (Ehigie,
2006; Tosyali et al., 2019). Many factors affected
the company's success in maintaining customers'
loyalty, which include: service quality, trust and
satisfaction. Most of the empirical investigations
proved a positive relationship between service
quality perceptions, satisfaction and loyalty (Arab
etal, 2012; Kim et al, 2017; Sumaedi et al., 2014).
Meanwhile, the manner of delivering quality
pharmacy access and services can strengthen
patient loyalty to the hospital.

Previous loyalty literature in the context of
pharmaceutical service were conducted in several
countries. Augusto & Bastos formulated an
conceptual framework to show that loyalty is the
outcome of service quality and satisfaction of
pharmacies in Portugal (Augusto and Bastos,
2008). Athavale et al. identify antecedents and
consequences of pharmacy loyal behaviour
(Athavale et al., 2014). Insani assessed the effect of
pharmaceutical service quality on patient loyalty
and determined the mediating role of patient
satisfaction (Insani et al, 2017). Heryanto
examined the effect of pharmaceutical service
quality on patient satisfaction and loyalty in public
hospitals (Heryanto et al., 2016). Inrecent research,
Castaldo developed and tested two models to
identify determinants of pharmacy store loyalty for
community in [taly (Castaldo et al., 2016). However,
the study only focused on a few determinants of
loyalty and does not disclose the emotional factors
which roles were equally important.

Post-purchase behaviour is the outcome of
information processing (cognitive) and emotional
experience (affective) of a product or service that is
felt, then gives a conclusion (Darsono, 2012). The
involvement of emotional factors are important in
patient satisfaction and loyalty, numerous studies
discovered a significant relationship between
involvement and emotional level regarding service
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experiences on satisfaction and loyalty (Chebat and
Slusarczyk, 2005; DeWitt et al., 2008; Dubé et al.,
1996; Vinagre and Neves, 2010, 2008). However,
most of them are applicable in the general
healthcare sector. Presently, the studies involving
emotional factors in pharmaceutical services in
both developed and developing countries are still
very limited. This research propose a more complex
conceptual framework by including negative and
positive emotions, simultaneously. The purpose of
this research is to explore the mechanism of
pharmacy services, patient emotions, satisfaction,
and trust in influencing patient loyalty in a referral
hospital setting. Furthermore, it determines the
mediating role of emotions, satisfaction and trust.

MATERIAL AND METHODS
Research design and subjects

A cross-sectional survey was conducted in
the outpatient department (OPD) from six referral
hospitals. The purposive sampling method was
used in this study, with inclusion criteria: patients
over 17 years old, volunteered to be a respondent,
as well as using pharmacy service experience at
least three times. Informed consents were also
asked to patients before interviewing. The data was
collected during September-December, 2018 in the
Special Region of Yogyakarta Province.

A total of 500 questionnaires were
distributed and 300 wusable responses were
obtained. The response rate was 60%. Self-
administered questionnaire method was utilized.
In this study, there are 12 paths of analysis so that
the minimum sample size is 120. According to Hair
et al. (2014) the number of samples in partial least
square-structural equation modeling (PLS-SEM) is
ten times the largest number of model paths
directed at certain constructs in the model.

Research instrument

The survey instrument was developed based
on a literature review. A total of 27 indicators and
6 constructs were adopted from several existing
literature, with the following details: 9 indicators of
pharmacy service (Gupchup et al, 1996; Khudair
and Raza, 2013; Tinelli et al.,, 2011), 3 indicators of
trust (Lien et al., 2014), 3 indicators of satisfaction
and 3 indicators of patient loyalty (Sumaedi et al.,
2014) on a four-point Likert scale from “strongly
disagree” to “strongly agree”. The positive and
negative emotions consist of 3 and 6 indicators
on a four-point scale from never to very often
(Dubé et al., 1996; Vinagre and Neves, 2010, 2008).
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Table I. The Respondents’ Demographic Profile

Characteristic Number %
Gender
Female 172 57.3
Male 128 42.7
Marital status
Married 174 58
Single 126 42
Age group
18-24 61 20.3
25-44 160 53.3
45-64 64 21.3
>64 15 5
Education
Elementary School 12 4
Junior High School 26 8.7
Senior High School 153 51
Diploma 33 11
Bachelor 69 23
Master 7 2.3
Monthly income (IDR)
<1.500.000 131 43.7
1.500.000-2.500.000 113 37.7
2.500.000-3.500.000 37 12.3
>3.500.000 19 6.3
Occupation
Students 38 12.7
Government employee 28 9.3
Private employee 75 25
Entrepreneur 70 23.3
Farmer 20 6.7
Other 69 23
Type of insurance membership
General patients 65 21.7
PBI (Contribution Aid Recipients) 165 55
Non-PBI (Not a Contribution Aid Recipient) 68 22.7
Private insurance 2 0.7
The designed questionnaire was discussed with Fulfillment  of  convergent  validity

experts (3 academics and 2 practitioners) to obtain
content validity.

The first stage tested the convergent validity
and construct reliability. The second stage assessed
the discriminant validity. Convergent validity is
fulfilled when the loading factor of indicators and
Average Variance Extracted (AVE) of constructs are
greater than 0.5 (Bagozzi and Yi, 1991; Fornell and
Larcker, 1981). The reliability of instrument is met
when the Composite Reliability (CR) and Cronbach
Alpha (CA) values are greater than 0.70 (Gefen et
al,, 2000).
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requirements is indicated by the loading factor
values ranging 0.588-0.949 and AVE between
0.555-0.735, surpassing the required values
(>0.50). Moreover, convergent validity is also
assessed by CR and CA value. CR values ranging
from 0.880-0.952 and CA between 0.796-0.926,
surpassing the required value (>0.70). The
discriminant validity is determined when the
square root of the AVE is greater than the
correlation value between the construct and all
other. All constructs met the discriminant validity
criteria. Therefore, the research instrument was
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declared to meet the criteria of convergent and
discriminant validity.

Data analysis

Smart-PLS 3.0 software was used to analyze
the data. The PLS-SEM analysis in this research
used the approach suggested Fornell and Anderson
(Anderson and Gerbing, 1988; Fornell and Larcker,
1981). A PLS-SEM was employed to analyze the
data as follows: (1) evaluate the inner models, (2)
path analysis. Meanwhile, the bootstrap function is
used to test hypotheses and obtain the path
coefficient values.

Ethical consideration

The Medical and Health Research Ethics
Committee (MHREC) of the Faculty of Medicine,
Gadjah Mada University, Indonesia, approved the

study with the reference number
KE/FK/1042/EC/2017.
RESULT AND DISCUSSION

The profile of respondents socio-demographic
The profile of respondents socio-
demographic were presented in Table 1. A total of
300 questionnaires were examined in this study.
The demographic data indicated that the
respondents were dominated by females with a
percentage of 57.3 % and the rest were male at 42.7
%. Most respondents were married (58%). Age 25-
44 (53.3 %) and 45-64 (21.3 %) constituted the
largest age group of respondents. Furthermore, for
the latest education, it was dominated by high
school graduates by 51 %, 23 % (Bachelor's
degree), and 11 % (Diploma). Only 2.3 % have a
Masters's degree. For income level, around 43.7 %
earn less than 1.500.000 IDR and 37.7 % earn
1.500.000-2.500.000 IDR. Most respondents were

private employees (25 %), followed by
entrepreneurs by 23.3 %. The insurance
membership status. The type of insurance

membership, most respondents were PBI (55%)
(Table I). The majority of 66.5 % of respondents
had experienced hospital outpatient services more
three times a year.

Inner model

The R? value of the patient loyalty was 0.589
which showed that the independent variables in
the model were able explain 58.9 % of the patient
loyalty. According to Ghozali & Latan, a GoF value
of 0.1 was considered small, a GoF value of 0.25 was
medium, and a GoF with a value greater than 0.36
was large (Ghozali and Latan, 2015) (Table II and
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Figure 1). Therefore, when the GoF value is 0.44,
the structural model is categorized as fit model.

Tabel II. Inner Model of Patient Loyalty

R-Square GoF
Patient Loyalty ~ 0.589 GoF=VAVE x R2
Negative Emotion 0.011 GoF=v0.709x 0.272

Positive Emotion 0.018 GoF=0.44
Satisfaction 0.208
Trust 0.534
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Figure 1. Model Structural of Patient Loyalty.

The main motive of this study is to analyze
the mechanism of pharmacy services, emotions,
satisfaction, and trust in influencing patient loyalty
and evaluate their potential mediating roles.
Therefore,unaffected direction was firstestablished
in this research, pharmacy services with negative
and positive emotions, and loyalty (Table III).

Table III summarized the results from all
path which analyzed and provided the statistical
evidence that pharmacy service had a significant
effect on positive emotions, satisfaction, and trust.
Satisfaction has a positive effect on trust and
patient loyalty. Trust has a significant influence on
patient loyalty. Furthermore, positive emotions has
a significant effect patient loyalty.

According to Baron and Kenny, full
mediation only occurs when: (a) the direct path
from the independent variable to the dependent is
not significant, and (b) the indirect pathway
through the mediating variable is significant.
Partial mediation only occurs when: (a) the direct
path between the independent variable to the
dependent is considerable and (b) the indirect
pathway is significant (Baron and Kenny, 1986).
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Table III. Hypotheses Testing

Relationship Original Sample T Statistics P Values

Negative Emotion -> Patient Loyalty -0.101 1.549 0.122
Negative Emotion -> Satisfaction -0.022 0.285 0.776
Pharmacy Service -> Patient Loyalty 0.020 0.506 0.613
Pharmacy Service -> Negative Emotion -0.107 0.902 0.367
Pharmacy Service -> Positive Emotion 0.136 1.996 0.046*
Pharmacy Service -> Satisfaction 0.453 8.478 0.000*
Pharmacy Service -> Trust 0.118 2.311 0.021*
Positive Emotion -> Patient Loyalty 0.088 2.026 0.043*
Positive Emotion -> Satisfaction -0.103 1.787 0.075
Satisfaction -> Patient Loyalty 0.322 3.453 0.001*
Satisfaction -> Trust 0.671 12.597 0.000*
Trust -> Patient Loyalty 0.471 5.523 0.000*

Table IV. The Mediation Role of Emotion, Satisfaction, and Trust

. . . Full Partial Not
Mediator Relationship Mediation | Mediation| Supported

Negative Emotion Pharmacy Quality -> Patient Loyalty vV

Negative Emotion Pharmacy Service -> Satisfaction v

Positive Emotion Pharmacy Service -> Patient Loyalty v

Positive Emotion Pharmacy Service -> Satisfaction v

Satisfaction Negative Emotion -> Patient Loyalty v

Satisfaction Positive Emotion -> Patient Loyalty vV

Satisfaction Pharmacy Service -> Trust V

Satisfaction Pharmacy Service -> Patient Loyalty V

Trust Pharmacy Service -> Patient Loyalty V

Trust Satisfaction -> Patient Loyalty v

Positive emotions, patient satisfaction, and
trust has a fully mediating role (Table IV). However,
the direct path between pharmacy service and
patient loyalty becomes irrelevant when mediators
of positive emotions, patient satisfaction and trust
are included. Patient satisfaction had a partial
mediating effect in the relationship between
pharmacy service and trust. Trust had a partial
mediating effect in the relationship between
patient satisfaction and loyalty.

This model conducted another test to
ascertain the relationship between service quality,
satisfaction, trust, and loyalty. This investigation
deepened the understanding of the relationship by
adding emotional factors (negative and positive
emotions) as antecedents of patient satisfaction
and loyalty. The interesting findings from the
results showed that positive emotions were
influenced by pharmacy service and it affected
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patient loyalty. Moreover, positive emotions also
play a fully mediating effect between pharmacy
service and patient loyalty. Many empirical studies
have shown the critical role of the influence of
emotions in customer post-purchase behaviour
(Havlena and Holbrook, 1986). Allen et al. showed
that emotions complement attitudes in predicting
consumption behaviour (Allen et al., 1992). It also
help explain the response of satisfaction (attitude)
to consumption (Westbrook and Oliver, 1991), and
emotional factors influence satisfaction and
repeated consumption (Allen et al., 1992; Laverie et
al.,, 1993). According to Li and Tam, the behavioural
intentions interpreted with willingness to
recommend hospitals to others, consenting to their
strength, and to consider them as the first choice in
future medical care. In addition, to achieve
competitive advantage, public and private
hospitals should continue to improve their services
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to ensure their quality is at the maximum level to
achieve patient satisfaction (Li et al,, 2011; Tam,
2012).

A good pharmaceutical service is oriented in
the treatment process, guarantees the availability
of drugs, safety, effectiveness, and rational use of
medicines (Novaryatiin et al, 2018). Patients
acknowledge the contribution of pharmacy service
staff to help them comprehend the benefits and
risks of treatment (Khudair and Hanssens, 2010).
Increasing the duration of counseling provides vital
information to patients, therefore, reasonably
increasing patient satisfaction (Aziz et al, 2018).
One valuable resource in a pharmacy department is
the supply of medicines. The drug availability
enable consumers to meet the needs for medicines,
therefore, affecting consumer satisfaction
(Arimbawa et al., 2014). This study discovered that
pharmacy service has a significant effect on
positive emotions, satisfaction, and trust. This
discovery supported with existing studies, showed
that pharmacy service components affects patient
satisfaction (Khudair and Hanssens, 2010; Khudair
and Raza, 2013; Larson etal., 2002; Panvelkar et al.,
2009). These also emphasized the essence of the
pharmaceutical services contribution in building
relationships with patients, which has an indirect
effect on patient loyalty. Therefore, the function of
pharmaceutical services needs to be improved in
the healthcare system. According to Castaldo, the
elements needed are pharmacist competencies,
skills, attitude towards customers, communication
skills, and managing relationships in a truthworthy
manner. However, these elements are to be
improved, in order to establish trust (Castaldo et
al, 2016).

Harmonizing with the previous research,
this study discovered that satisfaction has a
positive effect on trust and patient loyalty (Jani and
Han, 2011; Kantsperger and Kunz, 2010; Kassim
and Asiah Abdullah, 2010; Li et al, 2011; Tam,
2012). This satisfaction builds a sense of patient
trust in health services. However, the higher the
patient satisfaction, the higher the increase in their
trust (Ramli and Sjahruddin, 2015). Consumers'
satisfaction with hospital care, establish reviews
that the hospital has been able to provide
maximum services. Therefore, this enhances
patient loyalty and enable them to use hospital
services in the future (Choi and Kim, 2013; Juhana
et al., 2015; Kumar et al., 2014; Rashid and Jusoff,
2009). Finally, trust has a significant influence on
patient loyalty (Chiu et al., 2009; Gefen, 2000; Lee,
2005; Liu et al, 2005; Wen et al., 2005). Health
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services need to maintain patient loyalty, foster
good relations with them, and maintain trust. This
research supports the relationship marketing
theory that attempts to build long-term
relationships (relational exchange) (Ramli and
Sjahruddin, 2015). Trust has become a crucial
success element in business relationships (Morgan
and Hunt, 1994). Several research suggested that
trust is the central construct to improve customer
loyalty (Moorman et al.,, 1993; Morgan and Hunt,
1994). In addition, Sheth and Parvatiyar stated that
health services are trust services and have a high
risk. Trust has been secured as a variable
connected with risk mitigation. Factors applicable
to risk mitigation curbing from service
consumption are important for creating patient's
loyalty (Sheth and Parvatiyar, 1995).

These findings have practical implications
for pharmaceutical services, emphasized the
importance  of this professional service
contribution in building relationships with
patients. Therefore, the function of pharmacy
services needs to be improved in the healthcare
system. Pharmacists need knowledge of patients
and their individual experiences of disease and
treatment. Pharmacists have a professional and
ethical obligation to assess the patient's
requirements and condition holistically, taking into
account emotional, psychological, social, and
biological factors (Naughton, 2018). Pharmacists
can employ practical ways to promote patient-
centered communication, engage patients in their
treatment, and foster the formation of a
pharmacist-patient relationship based on mutual
respect, this leads to a common knowledge of all the
issues, goals, and challenges to therapy
management. Only with thus realistic treatment
plans can be developed and followed, and
consequently increase the likelihood of better
health outcomes (Naughton, 2018). Patient care is
influenced by several factors, including agreement
regarding the role, function, and outcome of the
pharmacist-patient relationship. Clinical
pharmacists can help patients administer their
medications and reduce anxiety about using
multiple drugs. Pharmacists have unique expertise
in the correct use of drugs and the provision of a
wide range of patient care services. This expertise
is used to reduce drug side effects, improve patient
safety, and optimize drug use and health outcomes
(Mohiuddin, 2019).

This study has several restrictions including
hospital settings, limiting the application of results
to other types of health services (eg. public health
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centers). Future studies need to require the
verification of the research results with a larger
sample category and involve more hospital
institutions. Furthermore, this survey only targets
outpatient services, due to limited time and
resources.

CONCLUSION

The path analysis provides statistical
evidence that pharmacy service has substantial
effect on positive emotions, satisfaction, and trust.
Satisfaction has a favorable effect on trust and
loyalty. Trust has an important influence on patient
loyalty. Also, positive emotion has a positive effect
on patient loyalty. Positive emotions, satisfaction,
and trust appeared to have a full mediating role.
The direct path between pharmacy service and
patient loyalty becomes irrelevant when mediators
of positive emotion, satisfaction, and trust are
added. The association between pharmacy service
and trust is partially mediated by satisfaction. Trust
has a partial mediating effect on the relationship
between satisfaction and patient loyalty. Pharmacy
service has an indirect effect on patient loyalty.
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