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The purpose of this study was o explam how marketng strategies: lollowed by
supermarket chiins, impact on consumer based hrand eduity. Main explanation areds
covered under the study are the: hypothesis development, operationalization of the
key vonstructs, preliminury analysis of data  (deseniptive statistics, frequencies,
percentuges) and Pearson's comclation analysis’ for  hypothesis testing and
presentation of findings of a quantitstive study. For this purpose quantitative data
analytical software packages (SPSS) were used i the study. Customer based brand
equity can be define as the differental etfect of brand knowledge on consumer
response- (o the marketing of that brand (Keller. 1993) in other word this provides a
conceptual framework of “What consumers Knows about the brands amf' what such
knowledge implies for marketmg Strategy. therefore in ordér 1o dilferentiate their
brand they should gauge the creation of the consumer knowledge by their marketing
strategies (Keller, 1993), This study foeuses on a specific supermarket chuin of Sri
Lanka due to the time Timitation and other constraints. The Main Objective of the
study is o identify the effectiveness and the tevel of impact of marketing strategies in
supermarkets on customer’s brand knowledge w perceive a Supermarket di.ﬁ"u.:ruﬁlf}f
and to'be loyal to a specific supermarket chain. Above the line Promaotion {Hypothesis
1), Satles Promaotion (Hypothesis 2), Merchandising (Hypothesis 3) were identify as
the form of marketng strategy tor this research, The secondary objective is 1o provide
recommendations lor the supermarkel players to aller the marketing strategy mix to

vield i better custmer based brand equity.
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