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Factors Affected the Drug Retailer’s Satisfaction toward Pharmaceutical

Manufacturer and Distributor: Case Study of T. Man Pharma Incorporation
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Abstract

This survey research aimed to investigate
factors affected drug retailer’s ‘satisfaction of T.
Man Pharma Incorporation, a pharmaceutical
manufacturer and distributor.  Particularly, the
following independent factors were studied:
market-oriented, ser\;fice quality, product quality,
promotion strategay, manufacturer trust,
representative trust. Data was collected using
survey questionnaire. Population of the research
was the drug retailers and pharmacists in drug
retailers registered with Ministry of Public Health
around 5,355. The sample size calculated using
G*Power suggested 306 of the samples. Data was
analyzed using the following statistical tools:
descriptive  statistics such as means, modes,
percentiles, and standard deviations, and Multiple
Regression Analysis. The research suggestions were
that the drug producers and distributors should
satisfied the drug retailers by emphasizing on
service quality (B = 0.265), promotion strategy (R =
0.239), and representative trust (3 = 0.161). For

instance, the drug producers and distributors
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should improve services with technologies and

efficiently, understand and use effective

promotionél strategies such as  using
advertisement, public relations, and free samples.
Last but not least, the representatives of drug

producers and distributors should gain trust from

the drug retailers by referring to the
representatives’ past experiences and
performances.

Keywords: Market-Oriented, Service Quality,
Product Quality, Promotion Strategy
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