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The Impact of Social Responsibility on Enhancing Customer 

Perception in Pharmaceutical Companies: A Perspective from 
Pharmaceutical Industry Clients in Yemen 

Abstract 

This research aims to measure the impact of social responsibility on 
enhancing customer perception in pharmaceutical manufacturing 
companies in the capital Sana'a. The descriptive analytical approach was 
employed, where the study population consisted of pharmacies in the 
capital Sana'a. The sample was also determined to include 150 pharmacists 
and pharmacy owners. The research reached a set of results, the most 
important of which are: 
1. Most of the sample members responded with "agree" to the paragraphs 

of the social responsibility dimensions by a percentage of (35%). The 
general arithmetic mean for the paragraphs of the social responsibility 
dimensions was (3.30) and a general standard deviation of (1.06), which 
indicates that pharmacists and pharmacy owners agree on the 
application of social responsibility by pharmaceutical companies. 

2. There is a statistically significant effect between the dimensions of 
social responsibility and the customer perception of pharmaceutical 
companies. 

The study recommended the following: 
• The need to strengthen pharmaceutical companies in environmental 
aspects and environmental protection, especially since they are health 
companies. 
• The need to oblige pharmaceutical companies to social responsibility in 
all its aspects, otherwise punitive measures will be taken by the Ministry 
of Health and the concerned authorities. 
 
Keywords: Social responsibility, Customer Perception, Company 

Customers, Managerial 
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