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The objective of this study is to identify the current situation, relationship, and the impact of value chain development on customer satisfaction in the fast-moving consumer goods industry in the Colombo District, Sri Lanka. Some studies have examined the impact of value chain development on various products and production processes, but not specifically on FMCG industry of Sri Lanka and in relation to customer satisfaction. This study attempts to fill the research gap by bringing together four main components of value chain development; channel management, production capacity, competitive pricing, financial benefit which affects customer satisfaction in FMCG products. A deductive research approach is carried out in the study using both primary and secondary data. The primary data has been collected through an online questionnaire which was distributed among 100 FMCG customers in the Colombo district. The data has been statistically analyzed using the SPSS statistical analysis tool to find the reliability, correlation and linear regression as the output. The results of the study show, that there is a significant positive relationship between the value chain and customer satisfaction. Value chain comprises of four sub independent variables such as channel management, production capacity, competitive pricing and financial benefit which have a positive relationship with the customer satisfaction on FMCG products which was derived through the correlation analysis.
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Introduction

This research seeks to determine the impact on the customer satisfaction of companies which maintain an efficient value chain development in the industry of Fast-Moving Consumer Goods (FMCG) in the Colombo district. Products that sell quickly and at a low price are known as fast-moving consumer goods. Because of strong consumer demand (i. e., soft drinks) or since they are perishable, FMCGs have a limited shelf life (such as; dairy products, meat, and also baked items). The research will be conducted based on quantitative research. A comprehensive literary review has shown that different scholars have conducted research and identified that the customer satisfaction of consumers are affected by the value chain development. Although, literature is limited for FMCG of Sri Lanka, this study is therefore carried out to satisfy this research gap identified. A deductive research approach is carried out in the study in which a conceptual context is established using literary sources, and hypothesis accepting, and rejecting is used. A quantitative study was proposed for this purpose in which the data will be analyzed in the development of the research findings and recommendations using both descriptive and inferential statistical models such as Reliability, Correlation and Linear Regression. 

According to Kaplinsky (Kaplinsky 2000), the value chain introduced by However, when the demand significantly increases, this will lead to a gap in the relationship between value chain development and customer satisfaction since businesses in the FMCG industries will try to supply the goods not worthy for the amount paid by the customers or suppliers will not be able to provide the required supply to the existing high demand due to failure in the value chain development of the industry. So far, there are not any research conducted to identify the “Impact of value chain development on customer satisfaction of FMCG industry in Colombo District” which provoked the base for this research study to be done. This is also important in the decision-making process of FMCG industries, as a thorough understanding of the variables that contribute to customer satisfaction in relation to the value chain development are evaluated. Moreover, the research findings would benefit for future research studies in the field of value chain development and customer satisfaction since it provides newly analyzed information and information that would also be relevant to research studies of other industries.

Value chains play a crucial role in many firms' strategic planning processes nowadays. The whole lifespan of a product or process, including the procedures for obtaining raw materials, producing the product, consuming it, and disposing of it or recycling it, is referred to as a value chain. Products that are high in demand but cheap in price fall into the category of fast-moving goods. Products like this are commonly known as CPGs, or consumer packaged goods. Fast-moving consumer goods (FMCGs) have a limited lifespan because of their high demand and/or their perishability. These products are widely used, cheap, eaten rapidly, and widely available. They also move quickly off the shelf in the store. As per the value chain and FMCG, in this report it depicts how development of mentioned value chain can or cannot positively impact on the customer satisfaction of the FMCG industry according to the relationship analyzed based on the dependent and the independent variables. Compared to the previous studies done for various industries, value chain development analysis done for FMCG industry is critical in a busy and complicated world which cannot survive without FMCG usage for day today activities. Analyzing the impact of the value chain development on customer satisfaction in the FMCG industry can make visible improvements in the industry and will help them to not only meet customer satisfaction but also to delight the customers exceeding what they want and even the FMCG industries can thrive in future. 

Research Objectives

 In progressing with the research, the objectives mentioned below have been outlined in this study.

 1. Identification of relationship of value chain development and customer satisfaction of fast-moving consumer goods industry: the case of Colombo district.

 2. To identify the impact of value chain development on customer satisfaction of fast-moving consumer goods industry: the case of Colombo district.

 3. To identify the current situation of value chain development and customer satisfaction of the fast-moving consumer goods industry: the case of Colombo district.

 4. To identify the current methodologies used by fast moving consumer goods industry: the case of Colombo district to develop value chain to achieve customer satisfaction

Methodology


The aim of the research study is a deductive approach that is often based on testing an existing theory 

(Woiceshyn & Daellenbach, 2018) ADDIN EN.CITE . The study is quantitative in nature since the research problem is systematically analyzed using quantifiable data. In this research study, quantitative research is carried out as its objective is capable of elaborating and investigating. The research findings would therefore be logical, statistic and impartial 

(Coughlan et al., 2007) ADDIN EN.CITE .

Research Design and Technique

The questionnaire survey approach has been used as the primary methodology for this investigation. Primary data was gathered through the use of a questionnaire designed for a structured survey. Secondary data for Literature review is taken from accredited journal articles. The survey questionnaire contains a total of twenty questions under the factors channel management, production capacity, competitive pricing, financial benefit customer satisfaction, as well as five questions about the respondents' socio-demographic characteristics and one question about the overall consumer purchasing decision of the respondents. In order to obtain empirical data for this survey, a complete literature survey was undertaken, which included a comprehensive set of questions. Statistical Package for Social Sciences; SPSS software was used to examine the significance of the data, and the results were then summarized in tables.

The most essential sorts of data that would contribute to this quantitative research study based on a deductive research approach are numerical data. Customers of fast-moving consumer products in the Colombo area provided the data. As a result, the primary data types used in this study are primary data received from customers of fast-moving consumer goods in the Colombo district, with secondary data used to support the theoretical Framework.
Population and Sample 

The customers consuming and using fast moving consumer goods will be taken into this research as the sample base. The sample base will be 100 respondents selected on random sampling method. The areas in Colombo district used to conduct the research study which the findings can be later generalized for the whole country.

A simple random sample is a population selection. This sampling approach gives every person an equal chance of getting selected. The simplest probability sampling method involves only one random choice and minimum demographic information. Randomizing this sample should improve internal and external validity, research biases, and sampling and selection bias. Taking the whole Colombo district as the population, random sampling was done to collect data for the research. 

Method of Analysis 

A questionnaire-based on a Likert scale was developed, and Statistical Package for Social Sciences (SPSS 22) was used to analyze the data gathered. Reliability measures were used to identify and determine the feasibility of the study. Moreover, finally, the descriptive statistics hypothesis was tested in the final data analysis. For better and easier understanding data will be presented in tables. In addition, multiple regression analysis was used to test the hypothesis, which will show the impact the independent variables have on Customer Satisfaction. A quantitative study was proposed for this purpose in which the data will be analyzed in the development of the research findings and recommendations using both descriptive and inferential statistical models such as Reliability, Correlation and Linear Regression.

Literature Review

Dependent Variable – Customer Satisfaction

Customer satisfaction is described as an assessment of the apparent discrepancy between past expectations and the actual performance of the product 

(Tse & Wilton, 1988) ADDIN EN.CITE . As far as competition and long-term success are concerned, customer satisfaction is often recognized as the most important factor 

(Hennig-Thurau & Klee, 1997) ADDIN EN.CITE . How customers rank a company's performance over time is known as "customer satisfaction" 

(Gustafsson et al., 2005) ADDIN EN.CITE . The reaction of the consumer to the state of satisfaction and the customer's appraisal of the level of satisfaction are defined by (Kim et al., 2004). According to Deng et al. (Deng et al., 2010), achieving high levels of customer satisfaction is essential for product differentiation and building strong customer connections. It is vital for product differentiation and building strong client relationships for a service provider to achieve high levels of customer satisfaction, they argue. Satisfied customers are more inclined to stick with a telecoms service provider. Brands can 10 create profitable, long-term connections with their customers by focusing on customer pleasure, according to previous research (Eshghi et al., 2007). A business's bottom line will benefit from creating satisfied and loyal customers in the long run (Anderson et al., 2004). Customer satisfaction can only be achieved by enhancing service quality at a reasonable price, which will help a company keep its customers (Gustafsson et al., 2005). Customers' satisfaction with a brand is often decided more by its services and prices than by any other element (Turel et al., 2006). When purchasers value a product and take the time to learn about it, their level of satisfaction increases 

(Russell-Bennett et al., 2007) ADDIN EN.CITE . As a result, the firm may see a rise in repurchases, increased purchases of additional things, favorable word-of-mouth, and a client's willingness to spend more for a certain product or service. The likelihood of a company losing market share, consumers, and investors increases if it does not supply clients with the same level of effectiveness and efficiency as its competitors (Anderson et al., 2004).

To select independent variables, this study conducted a systematic review of literature by following the article selection procedure proposed by 

(Chathuranga et al., 2023; Jayasinghe, Johnson, et al., 2022; Jayasinghe et al., 2023; Jayasinghe, Suraweera, et al., 2022) ADDIN EN.CITE . Through the review, this study identified many variables suitable to become independent variables. However, due to time and cost constraints authors decided to select only four variables and also according to the number availability of articles. Thus, four variables were shortlisted with the recommendations from two senior lecturers in supply chain and logistics management.

Independent Variable – Channel Management

Wholesalers may share inventory risk with the manufacturer whereas manufacturers profit more from direct sales. While determining the manufacturer's ideal wholesale price, we also consider the resulting channel mix. Other significant elements of consumer channel choice models include service requirements for each channel and product and shopping experience reviews by consumers. Identify the major elements that influence consumers' channel choice as a first step which leads to customer satisfaction. Consumers weigh the advantages and disadvantages of channels when making purchasing decisions. While the direct internet route, for example, forces customers to wait for their orders to arrive, the retail channel allows customers to enjoy their purchases immediately after purchase. According to Gupta et al. 2004) the lead time for delivery is a critical factor for consumers affecting customer satisfaction. Focus group participants, according to (Gilly & Wolfinbarger, 2000), view immediate satisfaction as the key advantage of shopping in stores vs online. Stock outs are most frequently identified as the cause of customer discontent with the retail channel (Gilly & Wolfinbarger, 2000). After experiencing a stock out, consumers are less likely to return to the same store in the future (Fitzsimons, 2000). Retailers and independent consumer organizations such as bizrate.com provide retailer ratings in order to rate merchants based on "availability of the goods you sought." Recently, supply chain behavioral research has taken on certain new elements. Our human participants were able to learn more about each other since they were competing on operational decisions (delivery lead time and stocking level) rather than pricing.

Customers might acquire similar items and services through many channels at the same time. As a result of their efforts to optimize tangible and intangible channel aspects in such parallel routes to market, sellers frequently sacrifice overall customer satisfaction (Zomerdijk & Voss, 2009). A worrying proportion of clients, according to a Marks & Spencer survey, customers were disappointed with the online products of the worldwide company (Parsons, 2013). Time and effort were expended by M&S to overcome this issue. As a result of this work, editorial fashion material and lifestyle coaching have been the primary focus in each of the channels. Consider Best Buy's successful overhaul of their concurrent channel system, which focuses on exclusive product selections, better shopping convenience, and shopper-friendly features in both traditional stores and virtual ones to enhance customer satisfaction.

Independent Variable – Production Capacity

Today's industry may present a wide range of production issues that must be addressed at all levels of management, including the top. Unfortunately, it is not possible to transfer from one industry to another the difficulties that arise while planning and production, as well as the strategies for addressing these problems affecting customer satisfaction. And this is especially true when it comes to the issue of lot size and delivery schedules. The FMCG industry includes products that are used daily. According to the definition, it is comprised of "retailers and their suppliers who provide a range of commodities that are mostly distributed through supermarkets and hypermarkets for customers’ satisfaction. The store does, however, sell a wide variety of other items, including health and beauty products, cigarettes and alcohol, fashion, some electrical equipment, and baby products, in addition to the more common domestic items. When various items are to be produced using the same resources, changeover operations are common. This results in increased changeover expenses, such as residue cleaning, and/or increased capacity consumption due to the increased changeover time (Cooper et al., 1994). In the FMCG sector, there are typically numerous different versions of a product on each 16-production line at any given time. Most of the time, manufacturing is a multi-level process, which means that several stages are required to transform raw materials into a finished product.

Increasing the capacity of the mixing phase is rather inexpensive; however, increasing the capacity of the filling process is quite expensive. The capacity of the filling machine must therefore be maximized as a result of this. Most manufacturing lines are designed in such a way that the capacity of the mixer is never an issue breakdown excluded). Consider the line as a single level of "make and pack" manufacturing, with a predetermined production plan for the filling machine that is then passed on to the industrial mixer (Cooper et al., 1994). This concept is often employed in flow production systems if the bottleneck is not moving.

Independent Variable – Competitive Pricing

The price of a product is the amount that a customer is willing to pay for it, or it is the sum of the values that customers are willing to exchange for the benefits of owning or utilizing a product or service for customers’ satisfaction (Bearden et al., 2004). Price has been proven to be an essential influence in buying decisions, particularly for frequently purchased products, influencing choices of retailer, product, and brand (Diaz & Cataluña, 2011). Price is also a factor in brand selection (Diaz & Cataluña, 2011). As the importance of pricing in purchasing decisions rises, so does the amount of information available to consumers and 18 the number of comparisons between rival brands (Mazumdar & Monroe, 1990). Given the nature of consumer items often purchased and consumed products, implying a medium-low level of consumer-supplier connection enhancing for customer satisfaction, the basic premise is that customers who purchase on a regular basis are more frequently in contact with price information than those who do not. Every organization involved in the production of consumer goods and services must have a pricing strategy in place because it provides information about the company and its products. A company does not set a single price but rather a pricing structure that covers different items in its line (Kotler et al., 2001). Customer satisfaction is influenced by a variety of things such as friendly personnel, courteous employees, competitive price, billing correctness, billing timeliness, helpful employees, service quality, billing clarity, knowledgeable employees, good value and retention.

Independent Variable – Financial Benefits

Financial benefit can be simply referred to as a benefit which has occurred in terms of money or which has a possession in terms of monetary value the effect of this can be either direct or indirect (Aguiar & Reddy, 2017). For customer satisfaction price is considered to an important factor (Barsky & Labagh, 1992). Financial benefit for the customer depends on the price of the product, when the price is lower might occur in higher the financial benefits (Chakraborty & Mukherjee, 2020). Through providing financial benefits to the customers, it leads to building loyalty customers in the FMCG industry. Moreover, financial benefit should be focused on decisions, with the various financial benefit methods, systems and measures being utilized to support those decisions which finally involves in customer satisfaction (Drury, 2015). One of the most important aspects of giving significant quantities of financial benefits to consumers is ensuring that financial accounting standards are implemented throughout the firm. Most financial benefit researchers have found that while offering financial incentives to customers for assessing customer satisfaction goals, they have mostly concentrated on standard cost-control tactics rather than more innovative techniques. In order to achieve perfect customer satisfaction, customers' needs must be acknowledged and anticipated. A happy customer is willing to spend a higher price for a product that will benefit the company financially (Franco & Suguna, 2017).

Conceptual Framework
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Fig. 1. Conceptual Framework

Proposed Research Hypotheses 

Hypothesis 01
H1a: Channel Management has an effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry.  

H10: Channel Management has no effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry.

Hypothesis 02

H2a: Production capacity has an effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

H20: Production capacity has no effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

Hypothesis 03

H3a: Competitive pricing has an effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

H30: Competitive pricing has no effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

Hypothesis 04
H4a: Financial Benefit has an effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

H40: Financial Benefit has no effect on Customer Satisfaction of Fast-Moving Consumer Goods Industry. 

Results
Descriptive Statistics for Sample Profile

The questionnaire was distributed among 150 individuals. The researcher received all 100% of the sample size as research was conducted online via Google Forms, which allowed a quick distribution among different demographic groups.

Table Ⅰ: Sample Profile

	Type of Questionnaire
	Distributed
	Received
	Response Rate

	Online (Google Forms)
	150
	114
	76%

	The total number used for the main study
	100


Reliability of the Study 

Table II. Summary of Reliability Analysis

	The variable
	Cronbach’s Alpha
	Reliability
	Conclusion

	Customer satisfaction 
	0.814
	0.814 > 0.7
	Reliable

	Channel management 
	0.737
	0.737 > 0.7
	Reliable

	Production capacity 
	0.846
	0.846 > 0.7
	Reliable

	Competitive pricing 
	0.710
	0.710 > 0.7
	Reliable

	Financial benefit 
	0.730
	0.730 > 0.7
	Reliable


As presented in the above analysis table, the independent variables; Channel management, Production capacity, Competitive pricing, financial benefit along with the dependent variable; Customer satisfaction has a Cronbach’s Alpha value of more than 0.7. This means all the variables used in the study and reliable. It illustrates that in the measurement of each variable, all of the measuring elements are holding together. In other words, the outcomes of this study are consistent and steady across all the variables. The most reliable variable is an independent variable which is Production capacity with the Cronbach’s alpha value of 0.846. The least reliable variable out of the five variables are Competitive pricing which accounts Cronbach’s alpha value of 0.710 being the least consistent variable of the study.

Correlation Between Independent Variables and Dependent Variable

Table III. Correlation Between Customer Satisfaction and Independent Variable

	Dependent variable
	Independent variable
	Pearson correlation
	Significance of the relationship

	Customer 

Satisfaction  
	Financial benefit    

Competitive pricing

Production Capacity  

Channel Management 
	
	0.626
	
	
	0.000
	

	
	
	
	0.655

0.671

0.717
	
	
	0.000

0.000

0.000
	

	
	
	
	
	
	
	
	


The Pearson correlation of the four independent variables is closer to +1 (0.626, 0.655, 0.671, 0.717) so, it’s considered to have a strong positive relationship between customer satisfaction and the four independent variables. This means when there’s a variation in channel management, production capacity, competitive pricing, financial benefit there’s a strong variation in customer satisfaction positively related to each other proving a significant relationship. 

Multiple Regression and Hypothesis Testing

Table IV. Summary of Regression Analysis

	Model Summary

	R Square
	0.611

	
	0.595

	Model Significance
	0.000

	Hypothesis Testing
	B Coefficient (Beta)
	Significance
	Accept/Reject

	H1: Channel management has an effect on customer satisfaction of FMCG industry
	0.363
	0.000
	Accept

	H2: Production capacity has an effect on customer satisfaction of FMCG industry
	0.169
	0.070
	Reject

	H3: Competitive pricing has an effect on customer satisfaction of FMCG industry
	0.258
	0.008
	Accept

	H4: Financial benefit has an effect on customer satisfaction of FMCG industry
	0.063
	0.553
	Reject


The regression analysis has an R squared value of 0.611 interpreting that a percentage of 61% of the variation in the dependent variable is explained by the independent variable. The P value or the model significance value is less than 0.05. It is 0.000 proving that there is a good regression in the variables used. Since there is more than one variable, the analysis considers the adjusted R square value when interpreted. In the regression analysis, two hypotheses have been accepted and two have been rejected. 

The H1 hypothesis has a significance value of 0.000 which is less than 0.05, where the hypothesis is accepted and H3 hypothesis with the independent variable of competitive pricing has a significance value of 0.008 which is less than 0.05. The H3 hypothesis has also been accepted. The other two variables, namely production capacity and financial benefit have been rejected in the hypothesis H2 and H4 since they have a 0.070 and 0.553 of a significant value, respectively. The findings revealed a practical scenario of a balance of reject and acceptance of hypothesis.

Demographic Analysis

As per the demographic analysis, men outnumber women. 38 of the 100 responses are female, 62 are male. 62% of responses are men, 38% women. 24:1 male-female ratio. 

62% of people between the ages of 21 and 25 are married. Most people say they are between the ages of 21 and 25. The age groups under 20 and 41–45 had the lowest answer rates (3%). The 100 FMCG buyers in the Colombo District range in age from 26 to 30, 31 to 35, 36 to 40, and 45 and older.
Discussion
In this study the researcher analyzes the relationship between value chain development and customer satisfaction. Value chain development is simply a value addition throughout the supply chain in order to satisfy customers. Value addition creates competitive advantage among companies. Using four variables namely channel management, production capacity, competitive pricing and financial benefit, the independent variable (value chain development) is measured. The dependent variable of the study is customer satisfaction of FMCG consuming population in Colombo District. The sample input of the research is 100 respondents who consume FMCG products in the Colombo District. The study is done to fulfill four research questions and achieve four objectives outlined in the beginning of the study. 

RQ 1. What is the current situation of value chain development and customer satisfaction in fast moving consumer goods industry: the case of Colombo district? 
As discussed, there is a complicated supply chain in FMCG industry in Sri Lanka. When considering the value chain, there is more value added to each of the processes along the supply chain. With the value addition throughout the process, it has been created a lack of focus on customer satisfaction in the FMCG industry. From the research study and the analysis throughout the researcher has found that there is a relationship and strength between value chain development and customer satisfaction in fast moving consumer goods industry. Here, the findings help us to prioritize the place of operation that value needs to be added in the supply chain. The link between value chain development to customer satisfaction seems to be less in the market. The FMCG industries develop their value chains in order to increase profits but the focus of the value chain development results on the acceleration of customer satisfaction is considerably low. Using the research findings, the FMCG companies can link their value chain development in order to increase their customer satisfaction and earn more profits. In the Colombo district, FMCG industry has a higher demand for its products. By analyzing the study and understanding the findings of the study, FMCG industries in the Colombo district generalizing it to the whole country can apply to their value chain development process and their business stability.
RQ 2. What is the relationship between value chain development and customer satisfaction in fast moving consumer goods industry: the case of Colombo district? 

In this research study, with the use of correlation analysis the researcher has found that there is a relationship between value chain development and customer satisfaction of FMCG industry. The strength and the relationship found using correlation analysis has given an output of positive relationship between value chain development and customer satisfaction. The positive relationship between the two variables has also been proved to be strong in strength. The Pearson correlation value of each independent variable which depicts the big independent variable which is Value chain development has a numerical value closer to +1. Channel management, Production capacity, Competitive pricing, Financial benefit has a Pearson value of 0.717, 0.671, 0.655, and 0.626 respectively. This depicts all the four variables which formulate the independent variable has a strong positive relationship with the dependent variable: Customer satisfaction. This concludes that the value chain development has a strong positive relationship between customer satisfaction of FMCG industry. The significance of the relationship between all the four independent variables and the independent variable is 0.000. This depicts that the value is less than 0.05, proving that all the independent variables of value chain development and customer satisfaction have a significant relationship.

RQ 3. What is the impact of value chain development on customer satisfaction in fast moving consumer goods industry: the case of Colombo district? 
The impact of the value chain development on customer satisfaction in fast moving consumer goods industry is measured by the regression analysis. Regression analysis is done in order to find the percentage of the variation in the dependent variable, whether it is explained by the independent variable. In the study the R squared value is 0.595, this means there is a 59.5% variation in the dependent variable is explained by the independent variable. The significance value of the model is 0.000. The value is less than 0.05. This means that there is a good regression in the variables. By analyzing the regression of the variables, the study concludes accepting two hypotheses namely H1 and H3 and rejecting two variables namely H2 and H4. The reason is that the H1 and H3 hypothesis has a significant value less than 0.05 and H2 and H4 hypothesis has been rejected due to exceeding 0.05 of the significance values. This displays a practical scenario with balanced accepted and rejected variables. Likewise, this depicts that the channel management and competitive pricing has an impact on customer satisfaction of FMCG goods industry and the production capacity and financial benefit has no impact over customer satisfaction in FMCG industry. 

The Difference Between RQ 2. And RQ 3. 

RQ 2. This uses correlation analysis to check whether there is a relationship among the dependent and independent variables. As per the output, it provides whether it has a positive/negative strong/weak relationship. As per the output, it has been proved that all four independent variables have a strong positive relationship with the dependent variable: Customer satisfaction.

RQ 3. Since it has proven that all the four independent variables have a relationship with the dependent variable, The regression analysis is used here, to measure the percentage that the independent variable can impact or influence on the dependent variable is measured. Calculating the values of a dependent variable based on the values of a fixed variable is the basic goal of regression. If in RQ 2. It is identified that if there’s no relationship, there is no point of doing the regression analysis since there is not any impactful relationship among the independent and dependent variables. This is where the initial hypothesis is Accepted/ Rejected. The output displays a practical scenario with balanced accepted and rejected variables. 

RQ 4. What are the current methodologies used by fast moving consumer goods industry: the case of Colombo district to develop value chain to achieve customer satisfaction?  
By conducting the research and analyzing the data by using statistical tools such as reliability correlation and regression has given an output of the relationship and impact of the considered variables. The background knowledge that has been acquired to get a clear understanding about the FMCG industry and the customers in the Colombo district has provoked the identification of current methodologies used in FMCG industry. The FMCG industries develop the value chain to make profit which indirectly has led to customer satisfaction. The methodologies used by FMCG industry to develop the value chain is as follows, when considering the independent variables separately channel management has a 72% relationship with customer satisfaction. To develop the Channel Management, the current FMCG industries have improved their courier services, and have spread their products all around the country to meet the customer requirements. When considering the second variable, which is production capacity, the FMCG industries has failed to provide innovative products for customers with a large variety. With the knowledge the production capacity regarding innovations should be done. When considering the competitive pricing variable, they have maintained competitive pricing which does not change in different marketplaces knowingly that the price factor simulates the purchase of SMCG goods of customers. When it comes to financial benefits, there is a 62% relationship between the customer satisfaction. The FMCG industry has implemented a pricing strategy which enables the poor and the rich to purchase a specific range of goods. Since there is a tradeoff relationship between cost and customer satisfaction, they have ensured to increase the quality of the goods by somehow keeping the cost of radiation at a minimum state.
Conclusion

Due to rapid globalization the supply chains of companies have become complex. FMCG Industry comprises of a complex supply chain to supply goods to the market frequently and to refill the shelves as soon as possible in the market. Due to this complexity, at times customer satisfaction fulfillment is doubted. Focusing more on supply chain processors has deviated the company not giving space for them to focus on their customer satisfaction. But customer satisfaction is the main area that needs to be focused on to sustain in the market and earn good profits.

When it comes to production capacity the data from the questionnaire shows that there is a lack of innovative and new products of FMCG on the market. In that case by using the data, FMCG companies can produce more innovative products which the customers are expecting which increases customer satisfaction. By increasing the specific customer satisfaction, The FMCG companies can earn more and more profit with more and more publicity. When we come to the independent variable which is competitive pricing, people are dissatisfied with the number of cost-effective solutions provided by FMCG industry. With regards to these details FMCG industry can implement more cost-effective solutions for FMCG products which will increase customer satisfaction. When we consider the fact that respondents can purchase FMCG products for purchasing power there could be identified a balance between the responses. This comes under the financial benefit of the value chain development variable. They have approximately 50% of the respondents stating that the purchasing power is enough to purchase the FMCG products, but they have almost half of respondents who disagreed. So, there should be a product range that could be purchased by even the rich and also the poor. Identifying the four independent variables; channel management, production capacity, competitive pricing, financial benefit having a positive relationship with the customer satisfaction using correlation analysis, shows that all the above discussed factors that could be improved shows a positive relationship with customer satisfaction. When discussed areas are improved the customers get satisfied and also get delighted at some point. Recommendations found from the research can be further improved in future research studies by focusing on more than four independent variables to form the value chain development and analyze the relationship and impact on customer satisfaction.
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