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Marketing mix strategies remain a critical driver 

of customer satisfaction. The primary objective 

of this research was to assess how Marketing Mix 

strategies impact customer satisfaction among 

Internet Service Providers (ISPs) in Sri Lanka 

following the global COVID-19 pandemic. The 

target population was internet users in the 

Western province of the country. Due to time 

constrains and accessibility issues, a sample of 

206 participants was drawn using convenience 

sampling technique for the survey. Primary data 

were collected through questionnaires, and the 

SPSS statistical software package was used for 

the analysis of the statistical data. The results 

revealed that all dimensions (Product, Price, 

Place, Promotion, People, Process, Physical 

evidence) of Marketing Mix strategies positively 

contributed to customer satisfaction, implying 

that Marketing Mix strategies initiatives increase 

levels of customer satisfaction. The study 

recommends that ISPs to maintain a well-

balanced blend of Marketing Mix strategy 

components to achieve high customer 

satisfaction. 

Keywords: Marketing Mix, Customer 

Satisfaction, Internet Service Providers 

(ISPs) 
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Introduction 

The COVID-19 epidemic will 

undoubtedly have a significant impact 

on businesses. Companies have been 

compelled to rethink their marketing 

strategies and come up with innovative 

ways to operate and deliver services 

during a crisis due to the pandemic's 

impact on customer behaviors, the 

establishment of new social norms, and 

the enforcement of new government 

restrictions. Thus, it is critical to 

reevaluate how marketing mix methods 

affect customer loyalty and satisfaction 

in the context of Sri Lanka's ISPs. This 

research aims to test established 

concepts to determine if they may lead 

to conflicting outcomes in various 

settings and unforeseen disaster and 

crisis situations, such as the COVID-19 

pandemic. 

 

Businesses rely on the marketing mix to 

ensure their continued success by 

providing superior customer service. As 

per Kotler (2012) 7p's including 

product, price, place, promotion, 

people, process, and physical evidence 

of the marketing mix, have the potential 

to maximize customer satisfaction 

while also helping businesses achieve 

their goals. 

 

Internet is part of our lives in the 

modern world. It is an empowering tool 

that enables us to connect with the 

world in terms of learning, earning, and 

being entertained. Its inherent 

borderless, decentralized, and all-

inclusive design principles encourage 

the provision of meaningful access to 

citizens without any discrimination 

(Internet Society blog post, 2020). 

When the COVID-19 pandemic hit at 

the beginning of 2020, it challenged the 

foundations of social and economic 

norms around the world. One after the 

other, countries initiated lockdown 

protocols and social distancing 

procedures for public safety, shifting 

daily routines to telecommuting, online 

education, video calls, teleworking, 

online services, and digital banking 

(Internet Society blog post, 2020). 

 

The primary objective of this study was 

to investigate and evaluate how 

marketing mix techniques impact 

customer satisfaction. The subject area 

selected is the Internet service sector of 

Sri Lanka. The study conducted a 

systematic analysis of Marketing Mix 

variables and their impact on Customer 

Satisfaction using a deductive 

approach. The study focused on the 

ground-level realities created by the 

global COVID-19 pandemic. Research 

on the similar subject area and subject 

matter is found to be relatively limited. 

Therefore, it is expected that this 

research would add new knowledge and 

contribute to the enhancement of 

existing knowledge. 

 

The Internet penetration rate in Sri 

Lanka in 2019 was approximately 34.11 

percent, indicating that a significant 

portion of the population had access to 

the Internet (Statista, 2021). This marks 

an increase from 2010 when 

approximately 12 percent of the 

population in Sri Lanka were using the 

Internet (Statista, 2020). The COVID-

19 global pandemic has had a 

significant impact on businesses and 

marketing strategies worldwide, 

including the telecommunications 

sector. The telecommunications sector 

has witnessed significant technological 

advancements over the past few 

decades, with mobility, broadband, and 

Internet services expanding in 

capability and global reach. However, 

despite progress in access to the Internet 

and mobile services, many people and 
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businesses remain disconnected. 

Globally, 3 billion citizens remain 

unconnected (Veligura & Karl, 2020). 

 

Companies have been compelled to 

rethink their marketing strategies and 

develop innovative ways to manage 

their operations and services during a 

crisis due to the pandemic's influence 

on customer behaviors, the 

establishment of new social norms, and 

the enforcement of new government 

restrictions (Internet Society blog post, 

2020). Therefore, it is important to 

reassess the impact of Marketing Mix 

strategies on customer satisfaction with 

reference to the ISPs of Sri Lanka. This 

research aimed to test established 

concepts to determine if they could lead 

to conflicting outcomes in various 

settings and unforeseen disaster and 

crisis situations, such as the COVID-19 

pandemic. 

 

Research findings from other nations 

cannot be generalized to the Sri Lankan 

context due to the lack of empirical 

evidence regarding the relationship 

between the marketing mix and 

customer satisfaction of Internet service 

providers in Sri Lanka. This research 

will be based on recent data collected 

from internet users who will share and 

reflect on their experiences with 

internet services usage during the 

pandemic situation. There is potential 

for researching the effects of the 

Marketing Mix to assess customer 

satisfaction. Above explanation 

justifies the need for acquiring new 

knowledge by focusing on ISPs in Sri 

Lanka to address the empirical and 

practical research gap. Therefore, this 

research focused on addressing the 

research statement "Assessing the 

Impact of Marketing Mix on Customer 

Satisfaction of ISPs in Sri Lanka." The 

purpose of the proposed correlational 

study is to determine the most 

influential factors that determine 

customer satisfaction. 

 

Methods 

 

Based on published works, the 

researcher created a model, depicted in 

Figure 1, to conceptualize the 

theoretical framework of the 

investigation. This research is 

quantitative in nature. In this research, 

the sampling frame consists of internet 

users/customers who visited any 

customer care center after the COVID-

19 period. The total population consists 

of customers aged between 18 and 55 

years old. The study was conducted 

from June 12, 2022, to June 18, 2022, 

by distributing the questionnaire to 

more than 384 Internet users. The 

sample size is 384 respondents. Data 

was collected using a questionnaire, and 

the sampling technique employed was 

convenience sampling. Four leading 

service providers were contacted to 

obtain details of users who visited 

customer care centers to acquire 

internet services, and users were 

randomly selected from the four data 

lists received. The sample size for a 

95% confidence interval for a 

proportion is 384 (Cochran, 1977). 

 

Results 

The descriptive statistics generated 

from the obtained dataset are used to 

understand the distribution of results 

and the characteristics of the variables 

in the data. One of the three main 

elements indicated in the descriptive 

statistics is the mean value, which 

represents the average response in 

relation to the Likert scale values (Table 

1: Operationalization of Variables). 

Furthermore, skewness illustrates the 

distribution curve of the data set. 
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Values between +1 and -1 indicate a 

symmetric data distribution, while 

values > +1 indicate data skewed to the 

left and values < -1 indicate data 

skewed to the right. Kurtosis highlights 

the peak of the data distribution curve. 

Values between +3 and -3 indicate a 

flatter distribution of the curve, while 

values above this range indicate a 

peaked distribution curve (Ott & 

Longnecker, 2015). 

During the study to examine the 

relationship between elements of the 

Marketing Mix model and customer 

satisfaction, correlation analysis was 

utilized. By using correlation analysis, 

we can measure the efficiency of the 

service and customer satisfaction, 

which is essential for achieving the 

research objectives. Pearson 

correlations extracted from the data are 

presented in Table 2. The correlation 

analysis highlights the comparison of 

each independent variable to the 

dependent variable. According to the 

results obtained, the correlation 

between customer satisfaction and 

product, place, process, and physical 

evidence is greater than 0.861, 

indicating a strong relationship among 

them. However, when considering the 

price, promotion, and people, the value 

is somewhat lower. This indicates that a 

considerable number of customers are 

not satisfied with the service provided 

in terms of those variables. A test for 

multicollinearity using tolerance and 

variance inflation factors (VIF) was 

conducted, and the results indicated that 

there were no issues of multicollinearity 

among the constructs. The tolerance 

values of the constructs were above the 

minimum threshold of 0.20, and the 

VIF values were below 5 as 

recommended by Hair, Hult, Ringle, 

and Sarstedt (2013). Therefore, there 

are no significant issues of high 

correlation among the constructs. 

According to the Service Marketing 

Mix strategies, there are 7 independent 

variables that need to be examined to 

determine their influence on the 

dependent variable. Thus, it provides a 

better understanding of the relationship 

between independent variables and 

dependent variables. Table 3 presents 

the regression model summary, which 

includes the R, R-squared, and adjusted 

R-squared values for the model, as well 

as the standard error of the estimate. In 

this study, regression analysis was used 

with seven factors as independent 

variables to test the model for customer 

satisfaction. The full model was found 

to be significant, as indicated by the 

regression model summary highlighted 

in Table 3. It shows an R-squared value 

of 0.964, indicating a good fit model 

since the value is greater than 0.70. 

According to the results obtained from 

the study, it shows that all independent 

variables have a good relationship with 

each other and have a direct impact on 

the dependent variable. Since the model 

fits, the research objectives can be 

achieved through the study. It shows 

that all the elements of the Marketing 

Mix model are aligned with the 

customer satisfaction of ISPs. 

Further, R is the multiple correlation 

coefficient, which represents all the 

variables together (R = .982). R-

squared is a measure of how much of 

the variation in the dependent variable 

is accounted for by the model. 

According to Table 3, the R-squared 

value is 0.964 (R^2 = 0.964), which 

explains approximately 96% of the 

variance in customer satisfaction. This 

variance is predicted by the 

combination of the seven independent 

variables. Adjusted R-squared attempts 
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to account for the complexity of the 

model. More complex models will 

explain more variance than simpler 

models. Table 3 shows that the adjusted 

R-squared value is 0.962. The adjusted 

R-squared value indicates that 96% of 

the variance in Customer Satisfaction 

has been significantly explained by a 

1% change in the seven independent 

variables. 

 

The ANOVA results highlighted in 

Table 4 show a larger F value greater 

than 1. Furthermore, the significance 

value is < 0.05. These results combined 

indicate that the null hypothesis of this 

study should be rejected. 

 

The coefficient values in the regression 

analysis highlighted in Table 5 show 

that the variables of product, price, 

place, and people have a strong impact 

on the dependent variable. When 

considering the coefficient value of 

Promotion, it indicates a positive, yet 

moderate relationship between 

customer satisfaction and promotion. 

Moreover, considering the physical 

evidence and customer satisfaction, the 

coefficient value is less than 0.3, 

indicating a minor relationship between 

the two variables. However, the 

significance value of these variables is 

less than 0.05, indicating that the null 

hypothesis would be rejected. 

 

Discussion 

 

Based on the findings of this research, 

all elements of the marketing mix: 

product, price, place, promotion, 

people, process, and physical evidence 

have positive effects on customer 

satisfaction. 

 

According to the results, the Pearson 

correlation between the variables 

"product" and "customer satisfaction" is 

greater than 0.5. This indicates a 

positive and significant relationship 

between the two. Further, the results of 

the correlation indicate that a 

correlation value greater than 0.5 means 

that the product has a positive and 

significant impact on customer 

satisfaction. When considering the 

significant value of the variables, it is 

evident that the significance value is 

less than 0.05, indicating that the null 

hypothesis would be rejected. The 

results pertain to the relationship 

between the variables: Price, Place, 

People, and Process with customer 

satisfaction. 

 

However, the Pearson correlation 

between promotion and customer 

satisfaction is greater than 0.5, 

indicating a positive relationship 

between promotion and customer 

satisfaction. Further, the results of the 

coefficient show that the correlation 

value is less than 0.5 (0.320), which 

means that promotion does have an 

impact on customer satisfaction, yet it 

cannot be considered a strong impact. 

When considering the significant value 

of the variables it is evident that 

significant value < 0.05, which indicate 

that the null hypothesis would be 

rejected. 

 

According to the results, the Pearson 

correlation between Physical Evidence 

and customer satisfaction is greater than 

0.5, indicating a positive relationship 

between physical evidence and 

customer satisfaction. However, the 

results of the correlation analysis 

indicate that the coefficient value is 

0.090. This suggests that physical 

evidence has a positive impact on 

customer satisfaction, but it is not 

statistically significant. When 

considering the significant value of the 

variables, it is evident that the 
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significance value is less than 0.05, 

indicating that the null hypothesis 

would be rejected. 

 

Conclusion 

 

According to the research findings, it 

was concluded that Marketing Mix 

strategies have a strong and significant 

influence on customer satisfaction. It 

was also observed that the research 

findings are consistent with previous 

studies, and theoretical and empirical 

research findings support the validation 

of these results. The results further 

showed that variables of the Service 

Marketing Mix: Price, Place, People, 

and Process have a strong significant 

effect on customer satisfaction, while 

Promotion and Physical evidence have 

a positive yet moderate effect on 

customer satisfaction. Based on the 

research findings and conclusions, the 

recommendations to enhance customer 

satisfaction with ISPs in Sri Lanka are 

as follows: Increase promotional efforts 

through strategies that can increase 

consumer interest, such as advertising, 

sales promotions, and personal selling. 

By providing service guarantees, 

meeting customer requirements, 

enhancing the brand name, and offering 

a variety of services to ensure customer 

satisfaction are essential steps to 

enhance the product. It can suggest 

increasing customer satisfaction by 

providing convenience in the process of 

delivering internet services. It is also 

important for the service provider to 

respond to customer inquiries promptly, 

ensuring uninterrupted service. 

Providing services that are more 

innovative or different from others, 

improving the facilities provided in the 

service process, enhancing the service 

quality, tailoring information to meet 

customer needs, offering services 

promptly, expanding service delivery, 

and streamlining procedures are key 

aspects that ISPs should prioritize in 

their Marketing Mix strategies.  

 

 

Figures and Tables 

Figure 1: Conceptual framework 
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Table 1: Operationalization of variables 

 

 

Independent 

variable 

 

Factor 

 

Measurement 

 

Question 

Number 

Product 
Variety of services 

available 
Likert Scale C: 1 

 Recognized brand Likert Scale C: 2 

 Latest technology used Likert Scale C: 3 

Price Payment options Likert Scale C: 4 

 Affordable prices Likert Scale C: 5 

 Competitive prices Likert Scale C: 6 

Place Availability of branches Likert Scale C: 7 

 Availability of outlets Likert Scale C: 8 

 Online based accesses to 

services 
Likert Scale C: 9 

Promotion Creative advertising Likert Scale C: 10 

 Credibility of the 

advertisements 
Likert Scale C: 11 

 Advertisement and 

publicity via media 
Likert Scale C: 12 

People 
Provide immediate 

services 
Likert Scale C: 13 

 Well trained staff to 

serve customers 
Likert Scale C: 14 

 Personalized services 

offered 
Likert Scale C: 15 

Physical 

Evidence 

Availability of public 

facilities 
Likert Scale C: 16 

 Overall atmosphere of 

service locations 
Likert Scale C: 17 

 Appearance of staff 

members and attire 
Likert Scale C: 18 

Process 
User-friendliness of the 

service delivery 
Likert Scale C: 19 

 Response to complaints Likert Scale C: 20 



Wayamba Journal of Management, 14(II) - December 2023 

  

64 

 

 Confidentiality and 

privacy protection 
Likert Scale C: 21 

Source: Developed by Researcher  

Table 2: Summary of Correlation Values 

C
u
st

o
m

er
 S

at
is

fa
ct

io
n
 

   

 Produc

t 

Pric

e 

Plac

e 

Prom

otion 

People Process Physical 

Evidence 

Pearson 

Correlat

ion 

.914 .954 .973 .964 .930 .943 .875 

Sig.(2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 

N 206 206 206 206 206 206 206 

Source: Analysis Results (2023) 

 

Table 3: Regression analysis 

Source: Analysis Results (2023) 

 
Table 4: ANOVA table 

       Source: Analysis Results (2023) 

 

Model Summary 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .982a .964 .962 .18827 

a. Predictors: (Constant), Process, Physical Evidence, People, Product, Price, Place, 

Promotion 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regressi

on 
186.622 7 26.660 

752.1

41 
.000b 

Residual 7.018 198 .035   

Total 193.640 205    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Process, Physical Evidence, People, Product, Price, 

Place, Promotion 
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Table 5: Coefficients values 

Coefficientsa   

Model 

Unstandardiz

ed 

Coefficients 

Standardiz

ed 

Coefficient

s t 
Sig

. 

Collinearity 

Statistics 

B 

Std. 

Erro

r 

Beta 
 

Toleranc

e 

 

VIF 

1 

(Constan

t) 
.082 .106  .770 

.00

0 
  

Product .627 .070 -.173 

-

3.26

3 

.00

0 
.776 

1.28

9 

Price .804 .090 .099 
1.25

9 

.00

0 
.668 

1.49

8 

Place .506 .060 .578 
8.48

4 

.00

0 
.620 

1.61

3 

Promotio

n 
.320 .081 .331 

3.94

9 

.00

0 
.427 

2.34

0 

People .766 .047 -.077 

-

1.38

3 

.00

0 
.723 

1.38

3 

Physical 

Evidence 
.090 .041 .077 

2.21

1 

.00

0 
.629 

1.59

0 

Process .877 .082 .157 
2.06

0 

.00

0 
.807 

1.23

9 

a. Dependent Variable: Customer Satisfaction   
Source: Analysis Results (2023) 
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