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INTRODUCTION

Every business would want to achieve short and Itergn goals to enhance and maximize
performance over time. To achieve performance goatlse short and long terms however, a businessldtbe
able to provide superior quality products and s&wito earn and maximize customer satisfaction.defieery of
highly valued services and products must be couplddeffective market communication to ensure thatential
customers are sufficiently aware of these servimed the value offered by them. Theoretically, comgrs’
awareness of services and products as a resuladdeting communication contributes to customerséattion,
loyalty and performance (Khan & Fasih, 2014)

Creating awareness on services requires adequastiment in appropriate marketing communicati
which is basically a facet of marketing aimed anowunicating to customers and potential customersétue of
services and products (Manisha, 2012; Frimpongd4aDl1There are several marketing communicatingst
(e.g. direct marketing, advertising, promotionsergg marketing, personal selling) used in differevarket,
strategic and financial situations. By implicati@yery business would have to make a choice ofthesls
depending on the nature of its market, strategyfimaghcial capacity.

Particularly for large organizations such as bamksl other financial institutions, a mix of the
marketing communication tools could be used at& tiThus, a business operating in a large markeét ddend
advertising, personal selling, sales promotion afiter market communication tools in its effort teate

awareness on its products and services. ResearghgrsPicton & Broderick, 2001; Manisha, 2012;nkgong,
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24 Francis Kofi Sobre Frimpong

2014a) have observed that deploying a mix or moae bne of these tools could maximize expected éinpa sales and
business performance. Similarly, some studies f&igipong, 2014a) have confirmed that integrating anplementing

marketing communication tools influence customsesvice quality perceptions in the financial sector

Sadly, some researchers (e.g. Manisha, 2012; Fripmp014a) have noted that there is a paucity sfarch on
the impact of individual and integrated marketiogneunication tools on customer satisfaction andllyy Moreover, the
literature has little or no evidence on whethertaoer satisfaction mediates the relationship betwe®arketing
communication tools and customer loyalty. For thessons, the argument that marketing communicédiols contribute
to customer satisfaction and loyalty is less eropiriMoreover, little research has been executagsbthe relationship
between individual marketing communication toolsadviwhile, this relationships could exist when twommre tools are

used at a time within an organization, and knowdedfit could inform decisions on which options arere effective.

In the financial services sector in Ghana, buse®sse many of the marketing communication tools tine
(Frimpong, 2014a). However research has been ubtaleleamine to a sufficient extent whether or hese tools correlate
and if they impact customer satisfaction and custlayalty individually and as mix of communicatitéools. A few
studies (e.g. Khan & Fasih, 2014; Frimpong, 201Bdampong, 2014b) have examined the effect of manget
communication tools on service quality. These ssidiowever did not consider the relationship betwesch of the
marketing communication tool and customer satigfacand loyalty. There is consequently little or esidence as to
whether or not the marketing communication toolpleyed in the financial services sector in Gharfluémce customer
satisfaction and loyalty. Little is also known abauhether or not customer satisfaction mediates dffect of the
marketing communication tools on customer loyalihgn & Fasih, 2014). These research gaps may depranagement
of financial service providers of relevant knowledweeded to improve the contribution of marketiogpmunication tools

to business performance.

This study is therefore conducted to examine tHecefof marketing communication tools on customer
satisfaction and loyalty. This study also invedtigathe mediating effect of customer satisfactionlayalty, with the
marketing communication tools serving as the primiadependent variables. This study employs tha-fievel approach
to branding and therefore treats financial serpiceviders surveyed as brands that need to be pesmating marketing

communication tools. Hence, customer loyalty is soead as “brand loyalty” in this study.
LITERATURE REVIEW

Customer satisfaction is one of the commonest tersesl in marketing. It is basically a measure oétivar or
not customers of a business are satisfied with ssenéice or product. It is defined as the numbecugtomers whose
reported experience with a firm, its service orduat exceeds specified satisfaction goals (FaNMsi, Pfeifer &
Reibstein, 2010). Customer satisfaction is alscegaly described as a measure of the extent tohyiioducts/services
supplied by a company meet or surpass customectipmn (Khan & Fasih, 2014). This definition foritie basis of the

application of the Disconfirmation Model, whichagheoretical framework for measuring customestattion.

The Disconfirmation Model is a theory that explaihe comparison of customer expectations with #reqived
performance ratings of a service or product (GitndarCarl, 2005). More precisely, a customer’'s exp#ons are
confirmed when a service/product performs as ewgecOn the other hand, it is negatively confirmetlew a

service/product performs poorly than expected. Digeonfirmation Model is associated with four couosts, which are

Impact Factor (JCC): 5.9231 NAAS Rating: 3.37



The Effect of Marketing Communication Tools on Customer Satisfaction 25
and Brand Loyalty in the Financial Services Sector in Ghana

expectations, performance, disconfirmation andsfaatfion. Satisfaction occurs when performancenefdervice/product
exceed expectations (Farris et al., 2010). From ploint of view, an individual will simply indicatd’'m satisfied” or
“no satisfied” when asked to express satisfactmmaf service/product. For this reason, the discowdiion approach to
measuring customer satisfaction employs the 22-B&RQUAL model and an item asking whether or netdhistomer is
satisfied (Gitman & Carl, 2005; Khan & Fasih, 2014)

Service quality is the comparison of expectatiohsustomers about a service with performance. Serguality
is achieved when performance exceeds customer &tjpes (Parasuraman, Zeithaml & Berry, 1985). this reason, a
business with high service quality will meet custsmeeds while remaining agile and economically petitive. Service
quality is however not an easy end to achieve. Thedusiness has to properly design and implemgeitational models
aimed at meeting the needs and wants of custorbesbusiness would also have to employ competaifit who can
relate well with customers and other business stlllers in pursuing service delivery goals for blusiness. To add, the
business would need to integrate properly withmgsket and public through the use of marketing comnation tools. If
a business takes these and all basic steps towddigessing customer needs, service quality is hmtonly expected

outcome — customers also become satisfied andréinislates into customer loyalty.

Customer loyalty is both an attitudinal and behealitendency to choose and favor one brand oversthwing
to satisfaction with the product or service, itsneenience or performance, or simply familiarity acmimfort with it
(Khan & Fasih, 2014). Customer loyalty motivatestomers to buy the preferred product or serviceenconsistently. It
also enables consumers to spend a greater shdineinfmoney on this product or service, and feditpe@ about the
shopping experience. Moreover, customer loyaltyoareges the consumer to attract consumers to &ferped brands in
the face of a competitive environment. For thessoas, customer loyalty is known as a determinfhbtand or business
performance (Farris et al., 2010; Khan & Fasih,401

As mentioned earlier, customer loyalty is often amecedent of loyalty. However, satisfaction does n
necessarily lead to loyalty because environmemdl market conditions (e.g. market monopoly, procamtessibility)
could impel a customer to continue to consume aymridservice though he or she would want to switchnother. As a

result, there are mixed evidences on the nexusaegtwustomer satisfaction and customer loyalty (kdrasih, 2014).

As mentioned above, effective market communicatioa requirement for earning service quality ansta@uoner
satisfaction and thus for growing a business. Thekat communication mix constitutes a blend of atisiag, personal
selling, sales promotion, direct marketing, eventzketing, internet marketing and public relati¢istler et al., 2010;
Frimpong, 2014a). Advertising is basically concermégth any paid form of non-personal presentatiod aromotion of
ideas, goods, or services (Manisha, 2012). It oftecompanies the delivery of information relatingthe value of a
service or product and the organization providihgnt. Advertising includes print, broadcast, outdoand other
alternatives (Kotler & Armstrong, 2010). The infation delivered through advertising may be appegatin customers.
Advertising may therefore positively impact busmgserformance through service quality, customeisfsation and
loyalty. Studies have also confirmed a positivatiehship between advertising and service quatitsgtomer satisfaction
and customer loyalty (Manisha, 2012; Khan & Fagbi4; Frimpong, 2014a).

Personal selling involves personal engagementeobthanization’s sales force with the public to makles and
build customer relationships (Porcu et al., 20Tjough it is more suitable for attracting and wimhinew customers,

personal selling is a means of serving existingtausrs (Rawal, 2013); hence it has the potentialpoditively
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contributing to service quality and customer satisbn. In fact, some studies (e.g. Porcu et 8122 Manisha, 2012) have
confirmed that personal selling positively impastsvice quality, customer satisfaction and loyabtyt there is a paucity
of studies linking personal selling to both custorsatisfaction and loyalty in a Ghanaian contex@rsBnal selling

typically involves sales presentations, trade sh@nd incentive programs (Kotler & Armstrong, 20R&wal, 2013).

Sales promotion is a short-term program or actithigt is aimed at encouraging the purchase orafaeproduct
or service in an organization (Porcu et al., 20d@tler & Armstrong, 2012). It offers an organizatithe opportunity to
reward existing customers and to attract new custeniKotler & Armstrong, 2010; Fill & Rawal, 20119f all the
marketing communication tools, sales promotion th@sstrongest impact on customer loyalty (Manisttd,2; Khan &
Fasih, 2014). Sales promotion includes point-ofepase displays, premiums, discounts, offer of casp@pecialty
advertising, and product/service demonstrationsvfiRa2013; Frimpong, 2014a). In Ghanaian contestmpong (2014a)
found a positive effect of sales promotion on se\quality. Currently however, no identifiable ras# has examined the

nexus between sales promotion and both customisfegdion and loyalty in Ghana.

Public relations is concerned with building goothtiens with the company’s public place or custoipepulace
by obtaining favorable publicity, building up a gbtcorporate image,” and handling or heading offavorable rumors,
stories, and events about the organization (Ké&lérmstrong, 2010; Rawal, 2013). Public relatiome developed based
on the principle that whatever customers percebh@utithe organization can be influenced througHaaned effort to
communicate happenings in the organization to thitdig Public relations have also been confirmegbasitively affect
service quality, customer satisfaction, loyalty dngsiness performance (Frimpong, 2014a; Porcu.e2@12). However,
no identifiable study has examine the effect ofljgutelations on both customer satisfaction andaltyyin a Ghanaian

context.

Direct marketing is about communicating directlytrwicarefully targeted individual consumers to aftan
immediate response (Porcu et al., 2012). This comication process is facilitated through the usenafl, telephone, fax,
e-mail, and other non-personal tools. Solicitingl aticiting direct response from key customershis primary goal of
direct marketing (Frimpong, 2014a). Direct marketimcludes catalogues, telemarketing, fax trandomss and the
internet (Kotler & Armstrong, 2010). Internet matikg is an emerging direct marketing tool. It inve$ deploying any of
the communication tools discussed so far via thermet (Porcu et al., 2012; Manisha, 2012). Fotamse, direct
marketing and advertising are frequently conduatetine to a specific audience. When well implemdntmternet
marketing can positively influence service quajisrceptions, customer satisfaction and businedsrpgance. Frimpong
(2014a) is one of the few researchers to confirpositive effect of internet marketing on servicealify in Ghana.
Nevertheless, no identifiable study has testecffext of internet marketing on both customer $atison and loyalty in a

Ghanaian context.

To reiterate, studies conducted in different judSdns and contexts have confirmed that the aboegketing
communication tools make a positive impact on serguality, customer satisfaction, loyalty and bass performance
(Porcu et al., 2012; Manisha, 2012; Frimpong, 20Hé)wvever, no identifiable study has examined tifiece of these tools
on both customer satisfaction and loyalty in threaficial services sector in Ghana. As a resulke list known about how
much customer satisfaction serves as a mediatimgibla between each of the marketing communicatmois and
customer loyalty, which is measured in this studynf a branding perspective bgand loyalty Meanwhile, customer

satisfaction and its contribution to customer ltyalre the ultimate outcomes expected by busindssamplementing
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these communication tools.

To provide a basis for selecting and implementingse marketing communication tools in an orgaronati
empirical evidences are needed on whether or ndt edthem positively influence brand loyalty dilgcand through

customer satisfaction. This study, on the basth@feviewed literature, therefore tests the follmganull hypotheses:
HO1: Advertising makes no significant effect on custosegisfaction among the financial service prowcler
HO2: Personal selling makes no significant effect ost@mer satisfaction among the financial servicevigers;
HO3: Sales promotion makes no significant effect oriamsr satisfaction among the financial service lers;
HO4: Public relations makes no significant effect ostomer satisfaction among the financial serviceigirs;
HO5: Direct marketing makes no significant effect ostomer satisfaction among the financial servicevipliers;

HO6: Events marketing makes no significant effect orstammer satisfaction among the financial service

providers;

HO7: Internet marketing makes no significant effect amstomer satisfaction among the financial service

providers;
HO8: Advertising makes no significant effect on custoibogalty among the financial service providers;
HO9: Personal selling makes no significant effect ost@mer loyalty among the financial service proviger
HO010: Sales promotion makes no significant effect ortamsr loyalty among the financial service provigers
HO11: Public relations makes no significant effect ostomer loyalty among the financial service proviger
HO12: Direct marketing makes no significant effect ostomer loyalty among the financial service proviler
HO013: Events marketing makes no significant effect ostamer loyalty among the financial service proviger
HO014: Internet marketing makes no significant effeccastomer loyalty among the financial service previl
HO15: Advertising makes no significant effect on custoiogalty among the financial service providersgan

HO016: Customer satisfaction makes no significant effeot customer loyalty among the financial service
providers.

METHODS AND MATERIALS

This study adopts a cross-sectional quantitatisearch technique to examine the stated hypothesig @
Confirmatory Factor Analysis (CFA). The researchsed cross-sectional data collected from the héfacks of five (5)
each of commercial banks, non-bank financial instihs (i.e. micro-finance and business finance mames) and

insurance companies, which agreed to participatiedrstudy and to provide access to relevant indbion.

Data on the marketing communication tools wereeotdld from employees in the marketing departmerg wa
collected from managers in the marketing departmentthe selected firms. These employees were taviadable to
respond to questionnaires at the time of the studlwere expected to have worked in their respecidmpanies for at

least a year. This study focused on marketing memsalgecause they likely had the best knowledgetabeumarketing
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communication tools. In all, 382 managers (bank%26; non-banks = 124; insurance companies = 12&fied the
selection criteria.

Data on service quality and customer satisfactiereveollected from customers of the 15 financialises firms.
Since the number of responding managers were B8Zgesearcher decided to select the same numheisaimers from
the participating firms (banks = 126; non-banks 24;linsurance companies = 122) using similar selectriteria.
The selection criteria for customers were: (1)dhstomer must have been a customer in the firmatfteast two years; (2)
the customer should be willing to respond to qoestaires at the time of data collection; and (8)dhstomer should have
been exposed to all the marketing communicatiotstfow at least once. Though 1322 customers maktbédteria (banks

= 543; non-banks = 432; insurance companies = 382 were selected using the simple random sampliogedure.

Self-reported questionnaires were used to collata ttom participants. The marketing communicatais were
measured based on Ekhlassi et al. (2012). Braraltjowas measured in terms of customer loyalty thase Arokiasamy
(2012). Customer satisfaction was measured usiagligconfirmation model in accordance with Zeithankl. (1990).
All variables were measured based on a five-poikert scale: strongly disagree (1); disagree (B};3ure (3); agree (4);
and strongly agree (5). The validity of each cardtivas confirmed on the basis of the following @tivach alpha values

reached: brand performance = 0.901; and marketngranication tools = 0.798.

Data was collected by means of hand delivery iruabwree weeks. Questionnaire administration wasedt the
head offices of the selected firms after resporslbatl agreed to respond and signed an informe@obftsm. Out of 382
guestionnaires administered, 351 of them were apdlyThus 31 were dropped out for containing magsponse or

nonresponse errors.

Data was analyzed using CFA through AMOS (i.e. Asial of Moment Structures). CFA was used owinghi® t
fact that it could simultaneously test the effexftthe marketing communication tools on both sexoality and customer
satisfaction, test for the effect of service qyatih customer satisfaction, and consequently caphe mediation effect of
service quality on customer satisfaction.

RESULTS

In this section, findings of the study are presgnieable 1 shows a summary of the correlation betweach of
the marketing communication mix tools and custosagisfaction and brand loyalty. The correlationAmstn brand loyalty

and customer satisfaction is also shown in thiktab

Table 1: Correlation Matrix

Variable 1 2 3 4 5 6 7 8 9
Advertising 1| .681* | .815*| .862*| .727*| .865**| .85* | .681** | .701**
Personal Selling 1 .658** | .764* | .678* | .763** | .508* | .824** | .764**
Sales promotions 1 .802* | .674* | .623** | .688** | .580** | .633**
Public relations 1 .828* | 771* | .689** | .767** | .745*
Direct marketing 1 728* | .803** | 729** | .658**
Events management 1 .639** | .751** | .720**
Internet marketing 1 .837* | .629**
CSat 1 .798**
Brandloyalty 1

**Correlation significant at 1% significarevel
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In Table 1, there is a strong positive correlatlmetween customer satisfaction and each of the riagke
communication tools at 1% significance level (twied). For instance, advertising makes a strorgjtipe correlation
with customer satisfaction (R = .681, p = .000)efvmanagement also makes a strong correlation euitomer
satisfaction at the same level of significance (R751, p = .000). Brand loyalty also makes a sigaift positive
correlation with each of the communication tools 186 significance level (two-tailed). There is aosty positive
correlation between customer satisfaction and biagdlty (R = 0.798, p = .000). Owing to the fabht all relevant

correlations are significant, the hypothesizedaffeould be tested.

Table 2: Model Fit Measures

Measure Default | Independence
Discrepancy/f’) | 7.432 921.022
p-value 754 .000
DF 1 36
TLI (rho2) 0.999 0.000
RMSEA 0.010 0.543

KEY: DF = degree of freedom; TLI = Tucker-Lewis Bxd RMSEA = random mean square error approximation

Table 2 shows the model fit statistics of the CH.this table, the chi-square test is not significat 5%
significance levely2 = 7.432, p = 0.754). According to Asiamah ef(2016), this means that the CFA model is of good
fit. Other indices that corroborate the fit of thmdel are the TLI and RMSEA, which are theoreticakpected to be
greater than 0.9 and less than 0.5 respectivelipah et al., 2016; Kelava, 2016). The CFA modéhésefore of a good
fit. Table 3, Table 4 and Table 5 therefore shofea$ estimated.

Table 3: Regression Estimates

DV Path [\ Estimate | S.E. C.R. P
Csat <--- | Persselling 0.768 0.04 19.037 Y
Csat <--- | Spromotions -4.115 0.294  -13.9y7 *rE
Csat <--- | Prelations 1.164 0.076 15.365 il
Csat <--- | Dmarket -1.462 0.11 -13.314 i
Csat <--- | Events 0.738 0.131L 5.618 A
Csat <--- | Imarketing 1.12 0.033  34.46b *x
Csat <--- | Advert -0.045 0.00¢ -5.378 ok
Bloyalty | <--- | Advert 0.026 0.01 2.683 0.00J7
Bloyalty | <--- | Persselling -0.107 0.066 -1.618 0.106
Bloyalty | <--- | Spromotions 2.28 0.42 5.425 il
Bloyalty | <--- | Prelations -0.341 0.112 -3.042 0.002
Bloyalty | <--- | Dmarket 0.637 0.154 4,135 il
Bloyalty | <--- | Events -0.08 0.157 -0.509 0.6
Bloyalty | <--- | Imarketing -0.513 0.07§ -6.58 i
Bloyalty | <--- | Csat 0.58 0.061 9.486 il

** Effect significant at 1% siditance level

KEY: DV = dependent variable; IV = independent ahie; C.R. = critical ratio, S.E. = standard erf®rz= p-

value

Table 4: Covariance Estimates

Variable Path Variable Estimate | S.E. C.R. P
Dmarket <--> Imarketing 0.309 0.025 12.189 *ry
Prelations <--> Dmarket 0.200 0.027 7.396 7
Dmarket <--> Events 0.055 0.01p 4,393 el
Prelations <--> Imarketing 0.412 0.067 6.113 **7
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Table 4: Contd.,
Persselling <--> Prelations 0.089 0.04 2.202 0.028
Spromotions <--> Prelations 0.001 0.004 0.338 0.735
Persselling <-->| Spromotions 0.085 0.011 7.564 *x
Events <--> Imarketing 0.156 0.034 4.548 *ry
Persselling <--> Advert 4.756 0.66P 7.10b *ry
Spromotions <--> Advert 1.043 0.098 10.661 *x]
*** Covariance significant at 1% gificant level
KEY: C.R. = critical ratio, S.E. = standard errBr= p-value
Table 5: Indirect, Direct and Total Effects
[\
Type DV Advert | Imarketing | Events | Dmarket | Prelations | Spromotions | Persselling| Csat
Indirect Csat 0.000 0.000 0.00( 0.00(Q 0.00(0 0.000 0.000 00/00
Bloyalty | -0.026 0.650 0.428 -0.848 0.675 -2.386 46.4 | 0.000
Direct Csat -0.045 1.120 0.738 -1.462 1.164 -4.115 0.768 .00
Bloyalty | 0.026 -0.513 -0.08( 0.637 -0.341 2.280 16G. 0.580
Total Csat -0.045 1.120 0.738 -1.462 1.164 -4.115 0.768 .00
Bloyalty | 0.001 0.137 0.348 -0.210 0.334 -0.106 0.33| 0.580

In Table 3, all communication tools, apart fromesapromotion, advertising and direct marketing, enak
significant positive effect on customer satisfactad 1% significance level. This means that custosaéisfaction improve
with an increase in the level of application of¢hdools. The negative effect of sales promotialvegtising and direct
marketing could be attributed to the influencelaf bther communication tools. Customer satisfaatiakes a significant
positive effect on brand loyalty at the same leskebignificance § = 0.580, p = .000). This means that brand loyalty
increases with customer satisfaction. Brand loyatglso significantly predicted by all the commnuation tools at the

same level of significance, though some of theotffare negative.

In Table 4, all correlations are significant at Bignificance level, and this result is complementar the
correlation matrix. In Table 5, each of the mankgtcommunication tools accounts for direct andriti effect on brand
loyalty, though the indirect effect of advertisirgsmall § = -0.026). The largest indirect effect on brangalty comes
from sales promotions3(= -2.386), though this effect is negative. Alse targest direct effect on brand performance

comes from sales promotiors£ -4.115), which is also negative. Evidently,lalpotheses of this study are confirmed.
DISCUSSIONS

Data analysis indicates that each of the marketongmunication tools makes a significant effect astomer
satisfaction and brand loyalty. Moreover, the majoof communication tools make a positive effeet oustomer
satisfaction and brand loyalty. The result sugg#sis customer satisfaction and brand loyalty iaseewith increased
effectiveness and extent of application of thesdst@.e. those making a positive effect). This fammed positive effect
validates theoretical frameworks developed by soesearchers (Kotler & Armstrong, 2010; Manisha, 20Arimpong,
2014a).

Some variables such as sales promotion and perseliialg make negative effects on customer satisfacin
other words, customer satisfaction decreases wiemettent of application of these tools (i.e. thosking a negative
impact) increases. Though this result countergythreral evidence provided in the literature (Ko8ieArmstrong, 2010;

Manisha, 2012), it may be attributable to one @sthsituations: (1) the presence of significantetations between the
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communication tools (see Table 1); and (2) thesenconication tools were not effectively or propeokganized in the
financial institutions surveyed. These conditionsymhave also influenced the negative effect of & faf the

communication tools on brand loyalty.

This study also confirms that customer satisfactinakes a significant positive effect on brand loyal
Invariably, brand loyalty increases with customatistaction across the financial service providdrkis evidence is
supported in a good number of studies (Kotler & among, 2010; Porcu et al., 2012) and forms théshafsthe indirect
effect of each of the marketing communication tamisbrand loyalty. Thus, with reference to Tablalbcommunication

tools account for some indirect effect on brandgrarance, though the indirect effect of advertismgmall.

On the basis of the study’'s findings, financial veex providers would have to invest in deploying th
communication tools towards improving customersfatition and brand loyalty. Firms may prioritizeestment towards
maximizing the impact of public relations and salesmotion, which make the largest impact on custosatisfaction and
brand loyalty respectively. Service providers nhustvever make efforts to optimize the cost of apujyihese tools, since

this cost is often large.
CONCLUSIONS

Each of the market communication tools make a Bagmit effect on customer satisfaction. This resudians that
customer satisfaction changes with a change idet& of market communication at the level of edobl. Apart from
sales promotion, direct marketing and advertisittte communication tools make a positive impact astamer
satisfaction. Invariably, customer satisfactionrgases with increased level of application of themmmunication tools.
Sales promotion, advertising and direct managementd have made a positive effect on customer faatisn in the
absence of the controlled correlations among thaneonication tools. Basically, it is concluded tfadt the market

communication tools are relevant to the attainnogéicustomer satisfaction.

Moreover, the market communication tools make ani@ant effect on brand loyalty. Thus, brand Idyal
changes with a change in the level of market comacation at the level of each tool. Apart from pahielations, events
marketing and internet marketing, the communicatamis make a positive impact on brand loyalty. Tlegative effects
of public relations, events marketing and intemmetrketing on brand loyalty is attributable to tlmntrolled correlations
among the communication tools. It is therefore dahed that all the market communication tools pesly influence
brand loyalty.

Customer satisfaction makes a positive effect candbrloyalty. It is therefore concluded that the ke&ing
communication tools make some indirect effect amndrloyalty through customer satisfaction. Thisigttherefore finds

support for all the hypotheses tested.
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