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Abstract 
With the focus of the scholars and literature on the importance of customer value, the emphasis has been paid to 
this concept in a great number of retailing specialties, but it was neglected in the case of community pharmacies. 
This research focuses on the service value, trust and employee performance as factors explaining loyalty to 
pharmacies and adds the verification of the impact of the integration of primary healthcare services as a way to 
enhance or sustain the level of loyalty to the initial pharmacy or switching intentions toward other pharmacies 
which integrate this kind of service. Thus, an original conceptual model is proposed and tested. A survey was 
distributed electronically via a social media application (WhatsApp) to participants based on the convenience 
sampling technique. 492 respondents submitted the survey. Results show that perceived value, employee 
performance and trust influence initial loyalty. In addition, the integration of Primary Healthcare services sustains 
this loyalty, but initial loyalty does not prevent switching intentions in case other pharmacies integrate primary 
healthcare services. 
Keywords: primary healthcare service, pharmacy, loyalty, perceived value, trust, retailing 
1. Introduction 
The important role that the community pharmacy plays is increasingly recognized (Fathelrahman et al, 2016). Its 
main mission is to dispense medications to the community members, but it is also considered as “the first point of 
call” for people who seek advice for slight sickness self-care treatments. The Primary Healthcare service is a 
promising activity which can be integrated in community pharmacy services, but it needs to be backed-up by an 
improvement of public perception (Martínez-Mardones et al., 2020). The Saudi Arabia vision 2030 highlights the 
importance of primary healthcare, stating that it serves as the cornerstone of a strong healthcare system. It also 
underscores the immense benefits that primary health care has on the health of people. Community pharmacy 
provides basic services such as drug retailing and can extend this activity to providing primary healthcare services 
(PHCS) such as blood pressure checking and treatment of non-serious diseases or injuries. Although PHCS is a 
new concept in community pharmacy, its implementation has not been without challenge across the world. There 
exist studies such as those that have highlighted the importance of primary health care services, while in Saudi 
Arabia no studies have been done on this concept in the case of community pharmacies, as this is still not applied 
in the Saudi market. Particularly, there exists little literature on the impact of primary health care services (PHCS) 
provided by community pharmacies on customer behavior. Community pharmacies with PHCS may impact the 
relationship that exists between the customers and the service providers, namely pharmacies. The adoption of 
PHCS by pharmacy owners aims to add value to community patients/customers and to meet their requirements in 
order to enhance loyalty within the community. The pharmacists frequently work as forefront workers and their 
capacity is very crucial due to the nature of the job and customer requirements. As far as we know, there is no 
scientific attempt to verify the impact of a possible integration of PHCS on consumer-pharmacy relationship. 
The purpose of this research is to study the predictor of customers’ loyalty toward the community pharmacy and 
establish the importance of adding PHCS as a way to enhance the loyalty toward the pharmacy.  
First, it is interesting to present a literature review of the most important elements leading patients and customers 
to be loyal to a pharmacy. As the products and prices are mostly similar between pharmacies, the main variables 
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leading to prefer a pharmacy among others would be the interpersonal service quality, mainly related to the 
employee performance, the trust toward the pharmacy as it has an advising role. Perceived value is also important 
in any service but not yet verified in the community pharmacies case. The theoretical background of these variables 
is based on a literature review which led to find the frameworks of Rabbanee et al (2015) and Wongleedee (2020) 
applied to the pharmacy sector. We adapt his model and extend it by focusing on the impact of the integration of 
PHCS. 
This study has potential theoretical and practical implications. The former stems mainly from the originality of 
splitting loyalty into two phases, the Initial loyalty, and the expected loyalty after the integration of PHCS. We also 
add the idea of switching intention if PHCS is integrated by the pharmacy’s competitor. The latter is related first 
to highlighting the important predictors of loyalty to community pharmacies. Another managerial interest of this 
research is about presenting the integration of simple services as a way to enhance the initial loyalty and avoid 
switching behaviors. 
2. Literature review  
2.1 Loyalty and Switching Intention.  
Castaldo et al (2016) explain the lack of studies on loyalty toward pharmacies by the fact that these are mainly 
viewed as drug dispensers. Zeithaml et al. (1996) consider that loyalty is characterized by positive behaviors 
regarding a provider. These behaviors may be attitudinal including the preference for a brand or a provider, 
intention to buy or repurchase a product, word-of-mouth... Loyalty is also defined as a profound “commitment to 
rebuy or re-patronize a preferred product/service consistently in the future …” (Oliver. 1999. p. 34). Molinillo et 
al (2021) argued that customer loyalty intention is a one-dimensional construct that captures customers’ intentions 
to repurchase and recommend.  
Prior studies have indicated that loyalty can be associated with various concepts reflecting the relationship between 
consumers and a company or a type of commerce. These concepts include engagement (Shawky et al., 2020), 
commitment, stickiness intention (Molinillo et al., 2021) and long-term psychological connection (Xue et al., 
2020).  
Loyalty has a great importance for commercial success, and it is generally identified that it is in line with the long-
term goals of any business, via the retention of customers (AlRefaie, 2015; Molinillo et al, 2021). Behavioral 
loyalty corresponds to apparent consumer characteristics like the shopping frequency at a pharmacy, while 
attitudinal loyalty refers to the perception that the customer has on the facility based on the past shopping behaviors. 
In this study, the authors define loyalty toward the pharmacy in two ways:   
- The loyalty toward the initial community pharmacy: this loyalty is already existing; it concerns the loyalty 
toward the community pharmacy that the customer is used to deal with. This pharmacy provides only basic services, 
such as medications, cosmetics, and health products.  
- Post loyalty: It is the expected loyalty toward the same pharmacy if it includes PHCS in the future. 
Service switching is a significant research topic because preventing the possibility of client-switching from a 
service provider to another is a sensitive and challenging task (Quoquab et al. 2018; Thaichon and Jebarajakirthy, 
2016). Quoquab et al (2018) present it in a mobile service context as a situation where users intend to switch from 
an actual service provider to another. The term switch relates to the customer changing their current engagement 
and relationship with their current service provider and in all likely manner change to the services offered by the 
competitor in the market. 
The idea of switching would come to consumers because they do not bear poor or lacking services. Thus, perceived 
service quality inferiority compared to other service providers or degradation of this quality would lead to service 
switching (Quoquab et al. 2018). Complete switching occurs when the customer has lost all the interest in the 
pharmacy and will not be able to come even for any service within the facility. Provider Switching is generally 
associated with switching costs and the availability of a better option (competitors are more attractive). 
Quoquab et al (2018) explain this relationship by the expectancy-disconfirmation paradigm. Indeed, switching 
intention decreases when the outputs outperform expectations and increases when actual services are below prior 
expectations.   
As the introduction of new service is hypothetical, we cannot link perceived quality to possible switching intentions 
to other pharmacies. Rather we will verify if the actual loyalty to the pharmacy will not prevent this switching 
intention if other pharmacies include the PHCS to their services.  
Switching intention refers to the possibility that exists for a given customer to switch brands and choose the 
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services of the other service provider in the market and is used to provide an organization an indication of whether 
a given customer wants to change or stay within the organization or if the customer wants to change and defect. If 
the service that is given by another service provider is convenient and serve the best interest of the individual, then 
the switching intention can occur and loyalty diminished (Meesala & Paul, 2018; Gupta & Rokade, 2016). 
We expect that an initial loyalty level with a pharmacy will have a positive impact on the level of loyalty after 
adding a new service (post loyalty), namely the PHCS. Moreover, it will reduce of the impact of switching to other 
pharmacies that integrate that new services. The idea is that the pharmacy should have created a high level of 
loyalty to enhance the post loyalty and to hamper post switching intentions if the pharmacy is late to install this 
new service while other competitors are fast to integrate it. 
H1- Initial loyalty has a positive impact on Post loyalty if PHCS is integrated by the pharmacy. 
H2- Initial loyalty has a negative impact on Post switching intention to other pharmacies including PHCS. 
2.3 Determinants of Loyalty 
2.3.1 Employees Performance 
In many services, the performance of employees when interacting with customers is significant as a determinant 
of the organization’s success. Researchers have been able to emphasize the importance of employee performance 
in service workplaces (Worlu et al., 2016; Wang et al, 2017; Rabbanee et al, 2015). Rabbanee et al (2015) present 
employee performance as the set employee behaviors in relevance with the company’s goals, namely the pharmacy 
goals. It is a part of service quality as perception of service quality is mainly formed by their perception of 
employee behavior. Rabbanee et al (2015) found that employees play a key role in pharmacies and that this role is 
even higher in importance compared to the one played by other retail stores’ employees. Indeed, pharmacists are 
frontline employees having delicate and critical tasks because of the specificities of their job (combining expert 
health services with selling tasks) and the special customer demand. The latter involves expertise in health 
consultation and appropriate emotion sharing at some point in the process of the service transaction (Rabbanee et 
al, 2015).  
Dwivedi (2015) establishes that greater customer satisfaction in the organization can be reached at and achieved 
through the putting in place improvements made by the organization that would be able to ensure that there exists 
proficiency, the efficiency of service and engagement through service quality. Thus, the employees play a very 
crucial role in the organization performance. Meesala & Paul. (2018) established the fact that employee 
performance plays a decisive role in customer loyalty and perception of service value.  The display of numerous 
behavior by employees enhances the perception of quality service by the customers. The non-technical perspective 
in measuring employee performance refers to the strengths and the frequency of smiling to the customers, 
establishing eye contact, greeting the customer and being kind and helpful to the customer (Meesala & Paul. 2018).  
AlRefaie (2015) identifies that customer loyalty is further influenced by service quality, customer expectation and 
whether this is met, price strategy and product quality. Gupta & Rokade, (2016) identify that pharmacists need to 
understand what the customers want for them to provide service quality. Further, AlRefaie, (2015) identifies that 
customers would usually access the quality of service based on perception. 
 The higher the level of performance by the employees of a given brand of the company would have a high 
influence on the loyalty levels. When employees are engaged and perform their duties well in the pharmacy, then 
the customers are bound to be satisfied and thus will go and come back again for the same service at the pharmacy. 
Indeed, Wang et al. (2017) verify the influence of service excellence, which is mainly associated with employee 
performance, on the store revisit likelihood and store recommendation. 
Jung et al (2021) focus on the interactive facet of retailing contexts, where retail employees have a key role in 
creating value. They assert that employee attitudes are among the determinants of customer attitudinal and 
behavioral responses, namely customer brand equity, and loyalty. This assumption is justified by the fact that 
contact employees are able to deliver excellent service and thereby, can influence customer loyalty. Accordingly,  
H3: Employees Performance has a Positive Impact on Loyalty toward community Pharmacy.   
2.3.2 Perceived Value  
Value has a strategic significance as it is a basis of competitive advantages (Song et al, 2019; Woodruff, 1997). In 
an administrative perspective applied to pharmacies, pharmacy value refers to attaining quality objectives 
simultaneously with a reduction or stabilization of healthcare spending. It may also aim at reducing healthcare 
costs while stabilizing or enhancing quality levels (Urick and Urmie, 2019). 
At the conceptual level, Castaldo et al. (2016) assert that the perception of value is a customer's cognition that is 
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based on relational exchanges that such have made with the service providers. Perceived value is an outcome of 
the tradeoff between benefits and costs perceived by customers after (or during) the purchase or consumption of a 
good or a service (Graciola et al, 2020; Zeithaml, 1988; Worlu et al., 2016). This definition is considered in a 
perspective assuming customers as rational economic people who always ask for maximum return with minimum 
efforts (Song et al, 2019). Accordingly, our study considers that value perception is an overall assessment made 
by pharmacy clients regarding the pharmacy services, based on perceived benefits and sacrifices. 
Marketing literature proposes a value model where perceived value influences directly the customer loyalty 
(Sweeney et al., 1999). Worlu et al (2016) consider that this concept is simply an instant factor explaining 
repurchase intentions. Indeed, customers tend to repurchase goods or services from the provider who offers a 
higher value for the money spent (Molinillo et al, 2021; Garrouch, 2021a, b) 
Recent studies confirmed that perceived value increases continuance intentions or loyalty with service providers 
in general  (Molinillo et al, 2021; Garrouch, 2021a; Garrouch et al., 2020, 2012), and particularly in healthcare 
services (Worlu et al. 2016, Wu et al, 2016; Rabbanee et al, 2015). Accordingly, 
H4: Perceived value have a positive impact on Loyalty toward the Initial Community Pharmacy.  
2.3.3 Trust   
Trust is amongst the determining factors of and behavior intentions loyalty in many services (Garrouch and 
Timoulali, 2020; Berry, 2016; AlRefaie, 2015; Mayer et al., 1995). According to Morgan and Hunt (1994) trust is 
a certain degree of confidence of one party of an exchange toward another party’s integrity and reliability. This 
confidence is assessed as the willingness of the trustor to put oneself in a situation of vulnerability to possible 
actions of the trustee because the former expects that the latter will have the ability and motivation to act according 
to the trustor’s interest and expectations (Mayer et al., 1995).  
Customer conviction plays an essential role as the pharmacies need to improve patients' (i.e., buyers') trust. This 
is influenced by appropriate counseling from the pharmacist (Perepelkin, and Di Zhang, 2011) and by factors 
related to operational facets of a community pharmacies and their staff . According to AlRefaie, (2015), the failure 
by the pharmacist to understand the expectations of the patient and the requirements that he or she wants from the 
healthcare facility would result in customer losing trust in the facility.  
In this research we focus on the trust toward the pharmacy as per the perception of its customers. In a consumer 
perspective, trusting clients generally believe in the ability of the organization (pharmacy) and its employees as 
well as their motivation to meet the quality expectations. Rabbanee et al (2015) focus on the pharmacy context 
and asserts that trust in community pharmacies is two-dimensional as it has a cognitive and an affective facets. 
Most of the customers of a healthcare facility might usually not identify the underlying elements of the treatment 
process. They are not able to ascertain whether the services have been carried in the right manner or not as they 
have little knowledge of the medical and the pharmaceutical processes. Thus, the trust that they have in the is what 
drives them to maintain and attain confidence on the facility and to further develop loyalty. Accordingly, Gwinner 
et al. (1998) maintained that trust is among the psychological benefits that are important than in the customer-
provider relationship. Patients have obviously higher expectations regarding healthcare services, compared to other 
sectors (Lee, 2021)  
In a healthcare service context, Torres et al. (2009) suggested that trust influences patients’ loyalty. Castaldo et al 
(2016) verified the impact of two trust perspectives on loyalty toward pharmacies: trust in pharmacist and trust in 
pharmacy. They verified that the former has an impact on the latter, which in turn has a significant impact of loyalty. 
H5: Trust Has a Positive Impact on Loyalty Toward the Initial Community Pharmacy.  
The Model summarizing previous hypotheses is displayed in Figure 1: 
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Figure 1. Conceptual model 

 
3. Research Methodology  
3.1 Design and Sample 
A survey was distributed electronically via a social media application (WhatsApp) to participants from the public 
based on the convenience sampling technique. 492 respondents submitted the survey. The survey has two sections. 
The first part measured the loyalty toward the community pharmacy that the responded have recently visited. After, 
answering all items, the respondent is introduced to the idea of integrating PHCS in this or other pharmacies. After 
this introduction of the idea, the sample have answered to items measuring two variables: 
- The possible loyalty to the pharmacy if it includes PHCS  
- The possible switching intention to other pharmacies which exclusively include PHCS  
Table 1 shows the respondents demographic information:  
 
Table 1. Respondent’s Demographic Information  

Variables  Classification  Count  Percentage %  

Gender  
Male  304  61.8%  
Female  188  38.2%  

Age  

Less than 18  6  1.2%  
18-30  182  37%  
31-40  157  31.9%  
41-50  68  13.8%  
More than 51  79  16.1%  

Nationality  
Saudi  469  95.3%  
Non-Saudi  23  4.7%  

Monthly income  

Less than 4000 SR  74  15%  
5000-10,000 SR  81  16.5%  
10,000-15,000 SR  118  24%  
15,000-30,000 SR  148  30.1%  
More than 30,000 SR  71  14.4%  

Level of education  

Ph.D.  18  3.7%  
Master  89  18.1%  
Bachelor  309  62.8%  
High school  70  14.2%  
Less than high school  6  1.2%  

 
The majority of responses from a males’ respondents (61.8 %) but the sample includes a respectable number of 
female subjects (188). Data were analyzed via SMARP-PLS software. 
3.2 Measurements and Data Analysis 
All measurement items are borrowed from prior published articles except the switching intention which is built 
via a brainstorming between experts in marketing and pharmaceutical.    
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Perceived value was measured with the scale of Yang and Peterson (2004) and adapted to the pharmacy context 
By Rabbanee et al (2015). The employee performance scale is measured via the scale of Salanova et al. (2005). 
Trust is assessed using the work of Harris and Goode (2004). Loyalty and Post-loyalty measures are adapted from 
the work of Rabbanee et al (2015).The expected switching intention items are created after a brainstorming with 
one marketing specialist and one specialist in community pharmacies, which resulted in three items. Table 2 shows 
the Variables of the factors:  
 
Table 2. Measurements  

Variables  Item  

Employee 
Performance  
(EP)  

Employees of this pharmacy: 
- are able to put themselves in the Patients/customer place. 
- deliver an excellent service quality which is difficult to find in other pharmacies. 
- surprise customers/patients with excellent services. 

Perceived 
Value  
(PV)  

In comparison to alternative pharmacies, this pharmacy  
-offers attractive prices for their product.  
- charges me fairly for similar products/services. 
- provides me more free services. 
- provides me with good value, compared to what I pay. 
- will provide me good value  

Initial 
Loyalty   

-This pharmacy store is my first choice.  
-I consider myself to be loyal to this pharmacy store.  
-I will not buy from other stores if I find my products in this pharmacy store.  
-I spread positive word-of-mouth about this pharmacy store.  
-I recommend this pharmacy store to my friends. 
 -If my friends are looking for a pharmacy store, I tell them to try this one 

Post-
Loyalty 
toward 
pharmacy 
after  
Availability 
of PHCS   

After integrating Primary healthcare services in this pharmacy 
-I will consider myself to be loyal to this pharmacy store.  
-This pharmacy will be my first choice.  
-I will not buy from other pharmacy stores if I find my products in this new pharmacy model store.  
-I will use these primary health care services even if those services are chargeable.  

Switching 
Intention  

After integrating primary healthcare services in other pharmacies 
-I will go to other pharmacies providing primary health care services (PHCS).  
-I will go to other pharmacies providing PHCS even it's far from me.  
-I will use these primary health care services even if those services are chargeable.  

Trust 

-There are no limits to how far this pharmacy will go to solve a service problem i may have.  
-If this pharmacy store makes promises about products/services it’s probably true.  
-In my experience, this pharmacy store is very reliable. 
-I feel I know what to expect from this pharmacy store.  

 
The method used to analyze this study’s data consisted of starting by screening data and the dimensionality of 
scales via SPSS. The analysis relied in a second step on Smart PLS which helped checking the measurement model 
and the structural one.  
4. Results 
4.1 Reliability and Validity Measurements  
Reliability is verified via Alpha of Cronbach and composite reliability (CR). Both satisfied the threshold 0.7, as 
shown in the following Table 3. It shows also that all AVEs (average variance extracted) are above 0.5, which 
witnesses a good convergent validity.  
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Table 3. Reliability measures 

 
Cronbach's 
Alpha 

Rho_A 
Composite 
Reliability 

Average Variance Extracted 
(AVE) 

EP 0.757 0.776 0.860 0.673 
LOY 1 0.923 0.927 0.940 0.725 
PLO 0.867 0.884 0.910 0.719 
Trust 0.839 0.859 0.892 0.674 
PV 0.891 0.896 0.920 0.698 
Switching 
intention 

0.730 0.765 0.842 0.640 

 
The measures show also a good the discriminant validity, as the cross-loading matrix table (Table 4), proves that 
all used items loaded higher values, in association with their correspondent construct in comparison to those with 
other constructs. 
 
Table 4. Cross-loading matrix 

  EP LOY 1 PLO Trust PV 
Switching 
intention 

EP 0.820           

LOY 1 0.490 0.851         

PLO 0.314 0.671 0.848       

Trust 0.527 0.697 0.533 0.821     

PV 0.547 0.558 0.325 0.652 0.835   

Switching intention 0.114 0.239 0.371 0.180 0.128 0.800 

 
4.2 Hypotheses Testing and Discussion 
In the following, Table 5 shows the path estimates and their correspondent P values. 
 
Table 5. Path parameters and hypotheses 

   B T  P Values  Hypothesis  

Employee Performance ->  Initial Loyalty   0.133 3.022  0.003  H3  

Perceived value -> Initial Loyalty  0.134 2.842  0.005  H4  

Trust-> Initial Loyalty  0.54 12.006  0.000  H5  

Loyalty -> Post loyalty  0.671 23.611  0.000  H1  

Loyalty-> Post Switching intention  0.050  4.802  0.000  H2  

 
Employee Performance has a positive impact on the initial pharmacy loyalty before adopting of the PHCS 
(p=0.003<0.05, B=0.133, T=3.022). Thus, H3 is accepted.  
This is partially in line with the findings of Rabbanee et al, (2015) and Wongleedee (2020), because they have 
tested the indirect impact on loyalty via perceived value and trust, while we verified the direct impact on loyalty.  
This led us to raise question about the partial and total effects of employee performance on loyalty. In addition 
This continues the efforts of verifying the impact of interpersonal service quality in retailing settings (Baker et al., 
2002; Goić et al.2021). Bitner (1992) has considered that the servicescape influences the interaction between 
employees and customers, which leads in turn to positive behaviors from both stakeholders. Baker et al (2002) has 
used the concept of interpersonal service quality as a factor influencing patronage intentions toward a retailer. We 
added this idea in the specific context of pharmacy retailing. Results agree with Rabbanee et al (2015) that 
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employees play a key starring role in pharmacies. These frontline employees have delicate and critical tasks which 
combine expert health services with selling tasks.  
Perceived value has a positive impact on the loyalty toward the initial pharmacy before the adopting of the PHCS 
(p=0.005<0.05, B=0.134, T=2.842). Therefore, H4 is accepted. This is in accordance with the results of prior 
studies in the services context (Castaldo et al., 2016; Sweeney et al., 1999; Molinillo et al, 2021; Garrouch, 2021a,b) 
and namely in the context of community pharmacies (Rabbanee et al, 2015; Wongleedee, 2020). Indeed, Our result 
confirm the findings of previous studies for which customers tend to repurchase from the provider who offers a 
higher value for the money spent (Molinillo et al, 2021). This applies in particular in the healthcare services (Worlu 
et al. 2016, Wu et al, 2016; Rabbanee et al, 2015) and in community pharmacies as shown by our findings. 
Trust has a positive impact on the initial pharmacy Loyalty before the adopting of the PHCS (p=0.000, B=0.54, 
T=12.006). H3 is accepted. This is in accordance with the findings of Rabbanee et al, (2015) and Wongleedee 
(2020), who have verified the direct impact of trust on loyalty toward pharmacies. 
The loyalty toward the new pharmacy model is positively influenced by loyalty before the adopting of the PHCS 
(P=0.000, B=0.671, T=23.611). Thus, H4 is accepted.  
This a new result that has not been verified previous literature. It explanation stems from the fact that the 
introduction of a new service which is valued by customer will sustain and enhance the existent loyalty. 
The loyalty toward the initial pharmacy before the adopting of the PHCS has a significant and positive impact on 
switching intention toward other pharmacies which integrate PHCS (P=0.000, B=0.239, T=4.802). As we expected 
that this path is negative, H2 is rejected. This surprising result can be explained by the low importance of the 
loyalty contribution to the switching intention and a possibility to stay loyal to the initial community pharmacy 
and at the same time switch to other pharmacies providing PHCS when needed. This leads to think about the 
concept of the multi-loyalty (Felix, 2014). 
In this study, we find that even if the customers have the loyalty toward their initial community pharmacy which 
had not adopted PHCS, they will switch to other community pharmacies offering PHCS. Thus, PHCS will be a 
competitive advantage if provided by pharmacies. The resulting structural model is exhibited as follows (figure 2):  

 
Figure 2. Structural Model 

 
5. Conclusion  
Community pharmacies play an essential role in the health of society and it would be interesting if they further 
help the healthcare systems by providing primary healthcare service to add value to their customers and to hamper 
the possible crowding in the public healthcare sector.  
This research aims first to verify a model explaining the loyalty toward community pharmacies via three predictors: 
value, trust and employee performance. It further extends the available literature by trying to verify the speculative 
consequence of providing PHCS by what we call a new pharmacy model. This first attempt uses two possible 
reactions after a possible introduction of this service to a pharmacy to which customers are loyal: post-loyalty and 
Post-switching behavior. Results confirms our hypotheses expect the negative impact of initial loyalty on switching 
behavior.  
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Those results highlight the importance of PHCS as a tool for having a competitive advantage among pharmacies. 
Indeed, its introduction will enhance and sustain the level of loyalty and even attract customers who are loyal to 
competitor in a way which makes them multi-loyal. Thus, we recommend pharmacies to prepare for introducing 
PHCS in a value-oriented strategy. First, they should study which PHCS types are the most trustful, valuable and 
required in their facilities by its customers. Second, they need to study the legal aspects of each PHCS service.  
This research’s limitations are mainly relative to the hypothetical existence of the pharmacies integrating PHCS 
in Saudi Arabia. We just made people imagine two situations: when the initial pharmacy included PHCS and when 
other pharmacies include these service. 
Thus, the research is not an evidence base one, it proposes just the idea to be treated empirically in pharmacy 
settings that really include PHCS or using an experimental approach.  
Thus, we propose to use an experimental approach in future research. Another limit is based on the fact that we 
did not precise which type of PHCS would have a higher loyalty impact. This can be highlighted also in the 
experimental approach proposed as a future study.  
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