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ABSTRACT

The purpose of this study was to focus on the expectations and perceptions of
service quality that customers received from Chiang Mai University Pharmacy, in order to
establish the difference between customer expectation and perception. Three hundred customers
were selected by the convenience sampling technique, and were requested to fill out the
“SERVQUAL” questionnaire based on Parasuraman’s theory (1988), which consists of 5
dimensions: tangibles, reliability, responsiveness, assurance and empathy. T-test was used to
determine the difference between expectation and perception.

The result showed that the expectation score of respondents on service quality of
drug stores in general was 5.13 (from the 7-point scale). The dimension ranking the highest score
was reliability (5.36), followed by the dimensions of assurance (5.26), empathy (5.18),
responsiveness (5.00), and tangibles (4.85), respectively.

The perception score on service quality of Chiang Mai University Pharmacy was
6.06 (from the 7-point scale). The dimension ranking the highest score was assurance (6.38),
followed by the dimensions of reliability (6.25), empathy (6.01), responsiveness (5.91), and
tangibles (5.77), respectively.

The findings revealed that the customer perception score was higher than the

customer expectation score in all dimensions at the 95 percent statistical significance level. The



overall difference between them was 0.93. The most different score was found in the dimension
of assurance (1.12), followed by dimensions of tangibles (0.92), responsiveness (0.91), reliability
(0.89), and empathy (0.83), respectively. The dimension of assurance was also the most different
when using the weighing technique, followed by the dimensions of reliability, responsiveness,

tangibles, and empathy, respectively.



