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The growth and permanence of companies depends ongood or bad customer service, which is why it is
consideredan important aspect for the success of any organization.The main objective of this project was to find
out the wayin which post-sale customer service is currently offeredwithin companies in the pharmaceutical
sector of the cityof Barranquilla in order to propose potential strategies forthis service. Through descriptive
research, the data wascollected through 200 surveys conducted with clients of pharmaceutical companies in
Barranquilla in order toidentify their perception of the service they are receiving.The results of the surveys
alowed us to demonstrate theimportance of providing a good service, not only at thetime of the sale, but also
after it
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