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ABSTRACT  
 

This study examined the service quality and buyers'behaviourin Port Harcourt Metropolis. 
The qualitative research technique was adopted. The study considers the role of 
cosmeticians in the beauty business which requires the development of an entrepreneurial 
spirit and providing information on how perceived service can be improved. The findings 
amongst them are the enhancement of the development of the category from disposable 
incomes, health awareness and behavioural patterns in the buying of products in the market 
place. The implications of the findings include a strong correlation between the service 
quality and customer satisfaction, financial performance, customer retention and customer 
loyalty as well as customer satisfaction and profitability. 

 
 
 
 
Introduction  
The role of the cosmetologist in the beauty sector 
requires the development of an entrepreneurial 
spirit. Cosmetologists participate in development 
and executive power in a successful advertising 
campaign. A first class service is a concept that has 
attracted the attention of researchers in the field of 
operations management and marketing research. 
studies carried out with the help of experts and 
suppliers in a satisfactory manner, have a strong 
link with customer satisfaction, financial costs, 
production costs, customer loyalty, customer loyalty 
and the achievement of a marketing approach 
(Cronin e Taylor, 1992 Cronin, Brady and Hult, 
2000; Duncan and Eliot 2004, Wong, Rexhas and 
Phau, 2008).Organizatsii operating in the service 
sector, depending on the quality of the service 
component of their strategic marketing plan 
(Mitchel, 1990 Spathis, Petridou and Glaveli, 2004). 
This allows companies to achieve a higher level of 
service quality, greater customer satisfaction and 
able to maintain a constant competitiveness (Lewis 
and Mitchell, 1990 Menter, Ostron, Rountre and 
Bitner, 2000, Guo, Duff and Hair, 2008), due to 
cultural and environmental consequences, in 
general, service customers at 

 
 
 
 
 
different international borders perceive the quality 
of service in different ways. Therefore, managers 
must first recognize the environmental factors that 
can influence the perception of service quality. 
Secondly, this quality of service should be defined 
and conceptualized. A good quality of service offers 
a competitive advantage to any commercial 
enterprise. For example, Al-Hawari and Edward 
(2005) have suggested that the perception of 
customer service quality has had a huge impact on 
the business process. This article - to find out the 
literature on the idea of ?serving in the first class. It 
offers a special definition of service quality, 
presents the general characteristics of proposals that 
attempt to describe services with the highest quality 
expectations and exclusive service of fashion and 
the importance of quality of service. ultimately, it 
offers information on how the perceived service can 
be advanced. 
 
Objective of the Study  
The general objective of this paper is to contribute 
to the body of literature in the area of consumer 
buyers behaviours of cosmetic dealers in the 
market place. Specifically, it sets out: 
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I) To inspect the effects of service perception a 

consumers brand loyalty 
ii) To inspect the effects of service expectation 

on consumers brand loyalty.  
iii) To ascertain the influence of service 

perception on consumers product preference.  
iv) To determine the effect of service perception 

on consumer product preference. 
 
Literature Review Definitions 
of Service Quality  
The term “service quality” is commonly used to 
express different concepts. Johnson and Clark 
(2005) in Ogba and Tan (2009), used service 
quality to describe how an organization treats its 
customers. Accordingly, service quality covers 
how customers' requirements and desires are met, 
as well as how the service delivered matches 
customers' expectations. 
 
Furthermore, Johnson and Clark suggest that service 
quality is the consideration of various related 
components, including satisfaction, the relative 
impression of an organization's services and the 
quality that is delivered. From the foregoing, it can 
be observed that the quality of the service can be 
defined as customer satisfaction, which is the result 
of the evaluation made by the customers on the 
service offered. This assessment is based on a 
comparison between their perception of service 
delivery and their previous expectations. This is 
similar to the definition of Cronin and Taylor 
(1992), the definition that quality of service is an 
integral part of customer satisfaction. Sasser, et al 
(1978) and Caruana (2002) in Ogba and Tan (2009) 
have noted that the quality of the service is the 
result of a comparison between the customers, who, 
in their opinion, the service companies have to offer 
and receive services from companies that provide 
services. Gronroos (1984) in Ogba and Tan (2009) 
also determine the quality of service as a result of 
the comparison that consumers make between their 
expectations and perceptions. Parasuaraman, 
Zeithanmi and Berry (1985), Ogba and Tan (2009) 
examined various quality service surveys and 
proposed three proposals as follows:  
1. Service quality is not as easy for a customer to 

evaluate as goods quality.  
2. service fine belief is the outcome of the 

evaluation that a patron makes among their 
expectancies and the overall performance of a 
service. 
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three. first-rate assessment now not only relies 
upon at the outcome of a carrier, but also consists 
of evaluation of the method of service transport. 
 
inside the try and offer a one of a kind definition 
of carrier quality based at the importance of 
carrier exceptional, Petridou et al in Ogba and Tan 
(2009) defined service excellent as a route to 
courting that grows between the business 
enterprise and the consumer (Edwards and Eliot, 
1994). this kind of view is held by using 
Parasuraman, Zeithami and Berry (1988) in Ogba 
and Tan (2012) who sees carrier best because the 
measurement of the right fashionable of provider 
shipping which meets the clients' expectations. 
 
not like the previous definitions, Caruana (2002) 
sees provider exceptional as the outcome of its – 
dimensional views, including “output” and 
“method”. in addition the version proposed by 
Gronroos (1984, 1990) in Ogba and Tan (2009), 
explains the position of dimensions. The technical 
(or output) size refers to what is definitely delivered 
to the client, which includes a solution provided 
through a representative or a meal through a 
restaurant. The useful (or technique) measurement 
refers to how the stop result of the manner is 
transferred to the customer; in different words, how 
personnel' in a service organization performs their 
assignment and roles, how the service is introduced 
and what they say to their customers. 
 
Satisfaction will also depend on the quality of 
products and services, what exactly is quality? 
Several experts have defined it as "suitability for 
use", "respect for freedom from variation", and so 
on. (Kotler and Keller, 2009). Quality is all the 
features and characteristics of a product or service 
that meets its declared or implied needs 
(Selvosser, 2006). This is definitely a customer-
oriented definition. It can be clearly stated that 
this definition requires an absolute understanding 
of the individuality or the consumer's perspective 
in determining the satisfaction and quality of the 
services received. 
 
According to GC's former chairman, John F. 
Welech Jr. “quality is our best assurance of 
customer allegiance, our strongest defence against 
foreign competition, and path to sustained growth 
and earnings (Paul, 2002).The desire to produce 
goods that surpass the world markets has led to the 
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fact that some countries and a group of countries 
have recognized or rewarded companies that are 
examples of best quality practices. The impact of 
product and service quality, customer satisfaction 
and profitability are closely related. The quality 
level leads to higher levels of customer satisfaction, 
which maintain high prices and often reduce costs. 
Studies have shown a high correlation between 
product quality and profitability (Baker, 2006), 
companies that have reduced costs for customers 
pay a price when they experience quality of 
customer experience (Chronicology Choice of 
Clearing House, 2001 and Wenske, 1999) 

 
Conceptual Framework  
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Source: Researcher desk, 2017  
Consumer Behavour Studies  
Gersen, (2000) studied ethical consumer, moral 
norms and packaging choice. In this study, it has 
emerged that most Danish consumers have 
developed personal standards regarding the choice 
of environmentally friendly packaging and personal 
standards, which was an important predictor of their 
tendency to declare themselves to choose eco-
friendly packaging in the supermarket. In another 
development, Reno (2007) studied the effect of eco-
labeling on consumer behavior. the primary cause 
of the observe become to assess the relative 
significance of labeling in packaging over other 
attributes of the product (such as emblem, charge, 
color, and so forth.) to make selections on shopping 
for a customer. The methodological method chosen 
turned into the analysis of discrete preference. This 
look at also sought to investigate whether or not 
labeling and packaging differed between product 
corporations. a total of 302 customers have been 
interviewed; more than half of the interviews were 
carried out in the German language place. the 
chosen variables were inside the modern mood, 
over time, in buying the target in opposition to 
advertising and marketing sustainability. The 
maximum crucial end result of the study turned into 
the big availability to pay for the strength packaging 
of powerful products. 

 
 
 
Consumer Buying Behaviour Studies  
Broad bridge and Morgan (2007) studied consumer 
buying behavior and perception toward retail and 
brand baby products. A mixed method (qualitative 
and quantitative) research techniques was adopted in 
this study. In this study, consumer perceptions and 
buying behavior of baby care products purchasers . 
The primary research results shown that consumers 
need to feel confident in the product in terms of 
quality, productivity and packaging. 
 
Hysen and Mensur (2008) conducted a study on 
consumer buying behavior on dairy products in 
Kosovo. This study was a survey, and 304 
respondents interviewed 677 super markets and 397 
mini-stores. consumer perception of dairy products 
has been evaluated using the various variables, ie 
habits, trust, price, quality, packaging, consumer 
age, product origin, type archive, brand and 
consumer plan great impact on the purchase of dairy 
products. In another development, Prathiraja and 
Ariyawardana (2003) have studied the influence of 
labeling food products on consumer behavior. This 
observe has proven that consumers use nutrients 
labeling while making purchasing choices, and has 
been proven to be related to health recognition. but, 
maximum respondents said they had been willing to 
pay more for food data on food. 
 
Haque, Khatibi, and Rahman (2009) studied the 
factors influencing patron shopping for behaviour 
of piracy effect to Malaysian used a dependent 
questionnaire to elicit records from respondents. It 
changed into determined that those elements 
ought to have an impact on customers' perception 
on piracy thereby showing off the established 
variable. It have become proven that social have 
an effect on would encompass susceptibility, this 
means that an person may buy a pirated product 
sincerely due to the truth his/her friend or family 
individuals sold the product and added it to them. 
 
Empirical Review  
Focusing on definition of service quality based on 
perception. Palmer (1994) argues that service 
quality can be defined as the perceived level of 
service performance. This fits with Liljander and 
Tore's (1995) view that service quality is the 
perceived level of service coming from the 
assessment of the difference linking the expectation 
and the performance of the service. It has also been 
argued that if perceptions are higher than 
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expectations, the level of service quality will be 
high (Parasuramna, Zeithaml and Berry (1988) in 
Ogba and Tan (2009), therefore, service quality can 
be measured by knowing and identifying the 
customer's perception of cosmetics products and 
their expectations. This clearly support the opinion 
that service quality definitions rely on abstract 
dimensions, such as perceptions, expectations and 
satisfaction of cosmetic products in Port Harcourt 
Metropolis. Consequently service can be measured 
by identification of the differences linking the 
abstractions of cosmetic in a market environs. For 
instance, if service quality is defined as the 
difference linking expectations and perceptions 
from which the level of satisfaction can be derived, 
it seems logical, that measuring the difference 
linking the two will lead to not only a definition of 
service quality but also a measurement of its 
existence or non-existence, regardless of what 
“quality” may be (Parasuraman, Zeithami and 
Berry, 1985). The measure of these different is 
called “gap analysis”. 
 
Irrespective of the above, service quality also has 
general concepts that provide an idea of how work 
should be done. as an example, many groups layout 
a great coverage for the service provided and use, it 
as the idea for all work, as well as hints for how the 
agency must danger its clients. The definition of the 
great of services in the course of childbirth is that 
the provider have to be directed to and satisfy 
customers' expectancies, in addition to pleasant their 
desires, demands and wishes (Edwardsson, 
Thoarnsson and John, 1994). consequently, it's 
miles critical to concentrate and understand the 
wishes of the customers, then meet these needs and 
strive to fulfill them so one can provide a aggressive 
benefit. it's far beneficial to note that the initial 
definitions are vital due to the fact they seem to 
represent a clean picture of what definitely approach 
quality of provider. The frequency with which these 
definitions were utilized in various studies 
published inside the ultimate forty years is 
wonderful. 
 
primarily based on the above, one way to start 
growing the best definition of a provider is to 
recognize the aim of high-quality of provider. If the 
intention is to meet customer expectations, the 
definition will "meet patron expectations" (Johnston 
and Clark, 2005). any other probably useful manner 
to determine service satisfactory is to 
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understand how service businesses see the 
satisfactory of carrier from the customer's point of 
view. whatever the perspective, it's miles clear 
that carrier great cannot be considered beyond its 
conceptual value, with an emphasis on assembly 
carrier specifications, assembly customer 
expectancies and purchaser pride in Port Harcourt 
town. 
 
Palm (1994) considered the intangibility of the 
service. He claims that the service is intangible 
because, unlike goods, the service does not have a 
physical presence. In light of the fact that the service 
is intangible, it is difficult to measure, so a customer 
who wishes to evaluate the quality of the service 
depends on material characteristics such as delivery, 
consistency, tuning and speed. This clearly explains 
the importance of trust and confidence in measuring 
intangible services, such as banks (Al Marri, Ahmad 
and Zairi, 2007). Despite the fact that the service is 
intangible, it has special characteristics. For 
example, the service can not be maintained, so the 
ability to sell or buy a service can easily be lost 
(Shield, 1995) in Ogba and Tan (2009), the service 
itself can not be owned, but the right to manage the 
maintenance process belongs instead (Palmer 
1994).It has also been recommended that "the 
carrier is inseparable from the manufacturing and 
the consumption of the service takes location 
simultaneously and in the same area, the customer 
participates inside the production of services.it is 
consequently very hard to centralize the mass 
manufacturing services (Obaid, 2006) for example, 
while a purchaser affords particular instructions to 
the hairdresser or accountant to offer sure files, it is 
clear that the consumer has impressed the fine of the 
services. 
 
The management of a service company should 
have a clear vision of the provider it affords for 
you to distinguish it from other providers. 
additionally, they must recognize that embracing a 
carrier method can positively effect profitability 
and that this sort of method is a by no means 
ending adventure. They should additionally work 
to enhance the reliability size (Parasuraman, 
Zeithami and Berry, 2009). 
 
Theoretical Framework  
The Social Judgment Theory (SJT) is considered 
relevant to the arguments raised on this work. this is 
a persuasion principle proposed via Carl Hovland 
 

 
129 



FUNAI Journal of Accounting Business and Finance (FJABAF) 

 
and MuzaferSherif in 1980. This principle has 
considered how human beings observe each new 
concept presented to them, comparing it with the 
sensible factor of view. SJT is a idea that focuses on 
inner procedures of judging a person in terms of 
shape, material, colour, text, and emblem. SJT want 
to had been an explanatory approach designed for 
the facts when it's miles possibly to persuade the 
messages. converting attitudes is the principle 
intention of having the communique. SJT pursuits 
to signify the conditions beneath which this 
variation takes location, and to are anticipating the 
course and diploma of thoughts-set exchange 
(Hovland and Sherif, 1980). In popular, researchers 
have sought to develop a concept to address: the 
danger that human beings will trade their 
characteristic, the probable direction of change in 
their mind-set and the volume of willpower to their 
position (Leon and Leslie, 2007) . SJT researchers 
have argued that expectancies of mind-set change 
can be primarily based on the extent of involvement 
of the recipient's message, the stimulus shape (and 
what number of options it lets in) and the values 
(reliability) of the supply. This theory emerge as 
born of social psychology and become primarily 
based on laboratory records acquired because of 
experiments. those experiments studied the 
intellectual evaluation of physical devices, which at 
the time were called psychophysical studies. The 
participants had been asked to assess a few 
additives of the object, along with weight or colour, 
with every other, another object. Researchers 
discovered that when a elegant grow to be provided, 
members categorised gadgets in relation to 
traditional factors. Social relationships cannot be 
blended, mainly with reference to problems at the 
same time as the relationship is intense (Sheriff, 
Sheriff and Nebergal, 1965). because of this a 
person may additionally disagree with a whole lot 
much less intense situations of their location, even 
though they'll be in a single course. additionally, 
regardless of the fact that humans may look the 
equal, their "favourite" and "much less preferred" 
options can be different. hence, the connection of all 
men can simplest be understood in phrases of every 
other feature, that's appropriate (or no longer) 
further to its stand (Griggin, 2009). This continuum 
illustrates the decisive second of SJT, called 
amplitude of popularity, rejection and shortage of 
dedication. "the ones latitudes are, respectively, 
some of preferred, offensive and indifferent 
installations.ultimately positioning datum relies 

 
 
 
upon on the suggestions defined by way of 
someone's function (Hovland and Sherif, 1980) 
.consequently, the mind-set to social problems 
cannot be summarized in 2d, but, on the opposite, 
they may be inside desirable degrees of 
corresponding positions. 
 
These degrees together create a complete range of 
individual approach. Sherif and Hovland (1980) 
determined the breadth of the decision: as the range 
of products in which a person is considered 
acceptable to him (including the "most appropriate" 
for him). The latitude of the deviation is in front of 
the continuum. This is defined as including 
"positions that it considers undesirable (including" 
the most undesirable "for him). 
 
The magnitude of rejection has been recognized by 
the significant developers of SJT in determining the 
level of individual participation and, consequently, 
his/her propensity to change attitudes. The higher 
the rejection latitude of the deviation, the more the 
individual is involved in the problem, and therefore 
it is more difficult to convince. In the midst of these 
opposites lies the amplitude of lack of commitment, 
the range of points of view where a person feels first 
and above all indifferent. These latitudes impose the 
likelihood of assimilation and contrast. whilst the 
factor of view expressed by way of inconsistency in 
message communications within the amplitude of 
human acceptance, the message is in all likelihood 
to be assimilated or visible as being in the direction 
of an anchor point or view of a person than it surely 
is. when the message is perceived as very exclusive 
from the anchor and for this reason falls inside the 
range of the deviation, perception is not going 
because of the contrast effect. The evaluation impact 
is what occurs whilst the message is visible as 
farther than the anchor. however, messages that 
attain latitude without any obligation are much more 
likely to get the preferred change in mindset. So, the 
more an individual is, the greater his/her range of 
rejection and consequently, the extra tough he has to 
convince (Griffin, 2009). 
 
Summary of Literature Review  
This paper therefore sought to contribute further 
to the knowledge concerning the effect of quality 
service in consumer buyersbehaviour of cosmetic 
dealers in Port Harcourt. The fact that cosmetic 
dealers in many parts of Nigeria is not quite safe 
on the products which makes the consumer have 
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sometimes negative consumption pattern. At its 
customer quality services enhances the development 
of the category will be underpinned by population 
growth arising disposable incomes and arising 
health awareness among consumers. This may be 
observed that the combinations of the variables 
identified as service perception, service expectation 
as significant influence on consumers buyers 
behaviour decisions and other variables. 
 
Methodology  
The qualitative research design was used for this 
research work, this research method is used 
extensively by scientists and researchers studying 
human behavior, opinion, themes and 
motivations. Qualitative research is also used to 
discover trends in opinion and thoughts, and go 
further into the problem. The researchers used the 
observation and participation method of the 
qualitative research design.  
Conclusion  
The essence of cosmetician in the beauty 
commercial enterprise calls for the improvement of 
an entrepreneurial spirit each inside the service 
exceptional and customer delight, economic overall 
performance, manufacturing fees, customer 
retention, client loyalty and the success of the whole 
advertising approach adopted by cosmetics dealers. 
The paper considers the provider high-quality 
primarily based at the provider belief and service 
expectation of the clients shopping for behaviours. 
The carrier fine enhances the improvement of the 
category from disposable incomes, fitness 
awareness, behaviourial patterns within the 
shopping for of products in the market place which 
can have an impact on the buying behaviour and 
decisions of the customers. 
 
Recommendation  
This paper recommends that: 
1. The organization should be able to satisfy 

their costumers in other enhance customer 
retention and customer loyalty.  

2. Organization should enhance the profitability 
of customers based on the development of 
their entrepreneurial skills.  

3. There should be adequate health awareness on 
the bahvioural patterns of the consumers in 
other to educate them and to make adequate 
decisions for the customer and the organization. 

 
The following suggestions are: 
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1. O rg a n i z a t i o n s n e e d t o i n c r e a s e t 

h e entrepreneurial spirit (non-public/public 
establishments) in retaining the provider 
exceptional and customers pleasure inside the 
business environment.  

2. The beauty sellers have to be engaged within 
the provider perceptions and expectations of 
the clients in different to beautify the 
shopping for behaviours.  
three. There must be an good enough 
improvement in customer development, the 
introduction in their consumption styles in 
relation to income and health, as well as client 
selections. 

 
Consequence of the study  
The study cannot be mentioned in isolation, as it's 
far associated with the hobby of researchers 
within the field of operations management and 
advertising studies. This take a look at simplifies 
the relationships that link provider first-rate and 
client pleasure, financial performance, consumer 
loyalty and consumer loyalty to the sports of 
advertising experts, along with a associated study 
of great service companies as leaders and can 
range from other providers, this implies the 
significance of client satisfaction with clients and 
the profitability of marketers. 
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