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ABSTRACT

Now a days in Sri Lanka retail business are fastest growing in retail market. Therfore
customer satisfaction is main point in the retail business. Supermarket is a category of
retail business. Now a day’s lot of consumers are using supermarket to fulfill their
needs. Therefore, researcher do important research study related to supermarket
attributes. Researcher aim of this study is to determine the paths between supermarket
attributes and customer satisfaction. Many researches have been conducted in the area
of retailing service but there is no research conducts supermarket attributes and

identifies the factors lead to customer satisfaction in supermarket.

In this research study based on sample of 100 Supermarket consumers in Rathnapura
district who have completed questionnaires. In this study uses to analyze means,
standard Deviation, level , Correlation and regression to measure level, relationship

and impact between supermarket Attributes and»Customer Satisfaction.

In this research, researcher 1nc1uded the Shopprng Convemence Store Environment,
Merchandise Category and; Customer Service ﬁndrngs study how to influence these
four dimensions with customer satisfaction. This research study provides suggestions
and recommendation. Retail Business men can use this research study and focused to

customer satisfaction towards retail business.
-

Key word: Customer Satisfaction, Superrnarket Attributes, Supermarket, Shopping

Convenience, Store Environment, Merchandise Category, Customer Service
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