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Abstract

This research aimed to (1) study the personal factors of customers using community
pharmacies in Pak Phanang District, Nakhon Si Thammarat Province; (2) examine the service quality
of community pharmacies in the area; (3) investigate purchasing decisions at community pharmacies
in the district; (4) compare purchasing decisions based on personal factors; and (5) analyze the
influence of service quality on purchasing decisions. The sample consisted of 400 customers who
used services at community pharmacies in Pak Phanang District. Data were analyzed using
frequency, percentage, standard deviation, mean, t-test, one-way ANOVA, and multiple regression
analysis.

The results revealed that (1) most respondents were female, aged 31 — 40, held a bachelor's
degree, and had a monthly income between 15,000 — 30,000 Baht; (2) the overall service quality of
community pharmacies was rated at the highest level across all dimensions - reliability, assurance,
tangibility, responsiveness, and empathy; (3) the overall level of purchasing decisions was also rated
at the highest level, covering purchase decision, post - purchase behavior, information search,
problem recognition, and evaluation of alternatives; (4) age and average monthly income significantly
affected the level of purchasing decisions at the 0.05 level; and (5) service quality in terms of
tangibility, assurance, and empathy had a statistically significant influence on purchasing decisions

at the 0.05 level.

Keywords: Service quality, Purchasing decision, Community pharmacy
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