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ABSTRACT

A P000 SUPSTMAarket secior witn L0000 CUstomer ll.."}:ﬂn:\' can accelerate e pace of
development ol a country. In the orgamzaton perspectuve, this indusiry considers the
proauct related marketing strategies lor increase their effectiveness o1 orgamzational
cuswomer loyalty, When the supermarkets consider these marketing strateges they can
merease the customer loyalty ana gain prolitability, As such, this eftort is to identify
the 1mpact of marketing mix related customer loyally on super market sector in Sri

Lanki,

The umvariate Analysis was maae 1o find out the Mean and Standard Deviaton for
the eacn and every variable. Repression Analysis method examining intluence of two
categonical variables by cross wbulating s set of values with other variables.
Bivanawe Analysis included the simple regression analyvsis, which made 1o find ow
themntivence of marketing mix variables related with customer lovaity.

in this survey four variables are addressed under the independent vanable (product.
price. place and promotion) and one variable was discussed under the dependent
variable as customer lovalty.

.
The l:nmu'walr'rusulls uptauncd through this investigation provided severar micresung
pomts thar necessitate further discussion. As was expected. given the widespread
cmpirical support shown tor this influence n other CUl]lﬁx[:::' a lgher level ol
: = ]
marketing mix variables related strategi® were tound tofbe pmsi'tlis:ci}' corretated with

customer loyvalty. And also positively impacumarketing misx:on lhn;-_j customer |loyalty
\ o i :
on super market. ) o ?

The tindings of this researen stuay shall be important on the theoreucar-as well as on
the pracucal level. The findings of this swudy were imporant w improve
implementation of marketing mix 1w increase the customer loyvalty on super market

SCCTOT.
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