A STUDY ON THE EFFECTS OF STORE IMAGE AND
CUSTOMER RELATIONSHIP ON STORE LOYALTY,
SPECIAL REFERENCE TO TEXTILES SECTOR IN
MANMUNAI NORTH DIVISION, BATTICALOA.
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It szems veny rare to fimd an empircal study between store images attritules costomer
relationships an store loyalty espacially im the Sri Lanleam contaxt, Winatever the Tesdile that
rexly establishad! ar expard ther brand®es im many places, to sundve they want to promate
stare boyslty kecawuse store loyallty leads to high sales revenue. Howewsr this sswe s1il mot
comprehensively resesrched by respedive arganizations in 54 Lanka. This is the nesesrch gap in
the: litarature thet will lbe addressed in this empirics] study. The problem statement dizadly
defimed im Eatticaloa the totall income off tesdile: industry kas shown dadine comparing with |as1
year. The totzl incom= declined in the semse, i's guestiorable whether store layalty play a role
armat. Soma of textiles stores sz high ssles revenue in Batticaloa, howewer those Firms comsist
loyalny customers. The Customer keyalty indudss fiour categories such as Brand logslty, Vender
loyalty, Service lioyalty, Sionz lovality. Therelore the reseandh guestion arise hers whather loyaity
customers being with the firm fior the store loyalty.

The corceptus] frame werk develops based on Bloemer etod 1298 to answer the resssnch
questions. The mathoedolozy consists of BDD samples of loyalty customers and questiont2ine (5
used to oollect primary data from respondants.. The five point: Uikert's sc=le used o assessad)
store image attributes Fn aspeds of producis and store atmosghere Fkewise oustomer
relstionshio is assessed in store s=nioz, sales people and copmunication and shore loyelty is
zssessed i tenms of frequermly perchase, preference, jproud of being cestomer and! continuous
purchase. For data evaluation, desiptive analysis s performed with the messures of
percentage, meam, and standerd devistion. Comslation a=nﬂm5ﬁs- tock place to werfy tha

sssociEtion of onevariatle with anzther. i ;i"

The imporianz= of thic enmmpiricall shedy Is iin assessing store loyaity ‘ﬁ:n:u;:l tthe afffects of store
imazes stiributes and cusiomer relationships. The resulls show tinet tivete s 2 significance
positive relationship batween the store image and stome loyalty Erd_@iﬁcanaa positive
relationsithip bstwesn, the customer relationships and stome loyaly. I may emphasze a
meaningiul monversion of shore imags attributes, nustzmer relationship imbo skoz loyaliy.
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