THE RELATIONSHIP BETWEEN MARKETING MIX
STRATEGIES AND CUSTOMER LOYALTY:

A STUDY IN FOOD AND BEVERAGE SECTOR

By

MUHAMMAD HAFIZ BIN AZIZAN

Thesis Submitted to the Centre for Graduates Studies,
Universiti Utara Malaysia,

in Fulfillment of the Requirement for the Master of Science (Management)



KOLEJ PERNIAGAAN
(College of Business)
Universiti Utara Malaysia

PERAKUAN KERJA KERTAS PROJEK
(Certification of Project Paper)

Saya, mengaku bertandatangan, memperakukan bahawa
(I, the undersigned, certified that)

MUHAMMAD HAFIZ BIN AZIZAN (802954)

Calon untuk ljazah Sarjana
(Candidate for the degree of) MASTER OF SCIENCE (MANAGEMENT)

telah mengemukakan kertas projek yang bertajuk
(has presented his/her project paper of the following title)

THE RELATIONSHIP BETWEEN MARKETING MIX STRATEGIES AND CUSTOMER LOYALTY:
A STUDY IN FOOD AND BEVERAGE SECTOR

Seperti yang tercatat di muka surat tajuk dan kulit kertas project
(as it appears on the title page and front cover of the project paper)

Bahawa kertas projek tersebut boleh diterima dan segi bentuk serta kandungan dan meliputi bidang ilmu
dengan memuaskan.
(that the project paper acceptable in the form and content and that a satisfactory knowledge of the field is

covered by the project paper).

Nama Penyelia : DR. SALNIZA MD. SALLEH
(Name of Supervisor)

Tandatangan

(Signature)

Tarikh : 9 MAY 2010

(Date)




USING PERMISSION

The research project is submitted in fulfillment for the Master Program Universiti
Utara Malaysia (UUM) Sintok, Kedah. 1 agree giving permission to Sultanah
Bahiyah Library, UUM to use this project paper for usage of public references. I also
agree any copies either half or full research paper used for academic purpose with
permission by research supervisor or Research and Innovation Dean, College of
Business. Any other copies or written for commercial purpose is prohibited without
any written permission from researcher. Acknowledgement reference to writer and

UUM should be mention if there is any other reference base on this project paper.

Any permission to used or copy these projects paper either half or full should be

applies from:

RESEARCH AND INNOVATION DEAN
COLLEGE OF BUSINESS
UNIVERSITI UTARA MALAYSIA
06010 SINTOK
KEDAH DARUL AMAN



ABSTRACT

This study is carried out to investigate the relationship between marketing mix
strategies and customer loyalty. The study is focusing on food and beverages
products. The outcomes of this research are essential to readers in order to
understand the dimension that influences customer to buy the products. Furthermore,
the dimension is important to recognize the relationship of the marketing mix
strategy which consists of 4p’s such as products, pricing, promotion and distribution
towards customer loyalty. Quantitative method is used in this study. The respondents
come from 170 students at Kolej Universiti Insaniah (KUIN), Alor Setar. The result
shows there are significant relationship between product, pricing, promotion and
distribution towards customer loyalty. Future research reveals there is significant
relationship between marketing mix strategy and customer loyalty. Marketing mix
strategies represent certain variance of customer loyalty. The loyalty influenced by

dimension of products, price, promotion and distribution.
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CHAPTER 1

PREFACE

1.0 Introduction

Marketing is one of the most important aspects of growing business. An
investment also will pay for itself over and over again. Yet it is often
misunderstood or neglected due to a lack of time, resources or knowledge of its
potential. It is often confused with selling or advertising but it encompasses much
more everything from company culture and employer branding, reputation,

communication and ethics.

This is through positioning, market research, pricing points, distribution, new
business and product development to advertising and promotion. The strategy
behind a brand must inspire interest, engage curiosity and build on a business
reputation and image. It must make the most of the right communication

mediums and be planned, reviewed and measurable.

It may incorporate anything from market research, direct marketing and online
exposure, business to business or business to customer communication. Today
marketing strategies can be quite diverse and no longer restricted to print; radio
and television also engage the customer via creative online and digital

campaigns.
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