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Abstract: In today’s competitive market, the applications of different promotional tools are 
increasing day by day for their role in making both customer acquisition and customer 
retention. The need of measuring the impact of promotional mix strategies is undeniable for 
all business organization in the world because the presence of effective promotional mix 
strategies increases customer loyalty which ultimately brings sales growth for the 
organization ranging from producer to retailer. Agora is one of the leading supermarkets in 
Bangladesh which mainly focuses on its customers’ satisfaction by making and implementing 
different promotional strategies such as giving different sales promotional offers, print and 
online advertisements, enhancing public relation and publicity so that it can achieve the 
customer loyalty and increase its growth. Therefore, this study focuses on the impacts of 
effective promotional mix strategies of Agora on its rapid growth and customer loyalty. 
Finally, some recommendations have been offered for Agora regarding its promotional 
practices to make their customer more loyal and increase their sales growth. 
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Introduction 

Customer loyalty is one of the essential and immensely important matters for any organization 
which is a result of the customers’ behavior that leads the customers to prefer a single organization 
instead of competitors regardless of the product, the convenience of price, place and other factors 
involved. Customer loyalty and the benefits of customer retention is the vital part of relationship 
marketing. Customer retention has a direct impact on the profitability of a business and past 
research has claimed that it can be five times more expensive to obtain a new customer then retain 
an existing one (McIlory and Barnett, 2000). Now-a-days many organizations are investing their 
considerable time and resources to develop strategies to retain customer and make them more 
loyal. For any organization, the key and most effective way to maintain customer loyalty is 
effective promotional mix. Promotional mix usually consists of various promotional activities 
such as advertising, direct marketing, personal selling, sales promotion and public relations. By 
maintaining effective strategies in each of these sectors, an organization can create and maintain 
customer loyalty and thus further excel in their field (Kotler, 2004). This research is about 
measuring the impact of effective promotional mix strategies on the customer loyalty and sales 
growth of Agora Ltd. Agora is a Dhaka-based supermarket chain that started its journey in 2000. It 
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is the largest retailer, both by local sales and by domestic market share, and the largest retailer in 
Dhaka. Agora usually makes massive outlays for newspaper and other advertising and often 
present elaborate in-store displays of products. It also takes some sales promotional tools to attract 
its customer. Its website is not user friendly. Customers of Agora are satisfied but not up to the 
mark on its promotional activities. On the other hand, several competitors are existing in the 
industry such as Swapno, PQS, Meena Bazar, Nandan Mega Shop, Pacific, Pick and Pay, Etc, 
Shop & Save and others which product collection and price charges are alike to Agora. That’s why 
Agora has to give more emphasis on its promotional activities for gaining its customer loyalty and 
increasing its growth of sales. 

Literature Review 

Define promotion: Promotion is concerned with telling the target market or others in the channel 
of distribution about the “right” product. Its importance is as similar or equal as the other 3p- 
product, price and place (Armstrong & Kotler, 2004). According to Stoner, Freeman & Gillbert 
(2009), if there is no promotion, there is no awareness and if there is no awareness, there is no 
sale. However, Agora is able to make several positive impacts through making effective 
promotional mix strategies on the customer loyalty and growth of sales. 

Promotional mix strategies: According to Kotler & Armstrong (2012) promotional mix is the set 
of some distinct action that is done to promote and maintain the brand recognition of certain 
product. The main functions of promotional mix being advertising, direct selling, sales promotion, 
personal selling, public relations through which the customer loyalty or promotion of the product 
is maintained. Moreover, Griffin (2008) said that a single product cannot be sold by itself. 
Promotional mix is the way by which a product’s every detail can be communicated to the 
customer.  

a. Advertising: Advertising and promotion are an integral part of our social and economic 
systems (Belch & Belch, 2010). In accordance with Kotler & Armstrong (2012) advertisement is 
the heart of a promotional mix which is the presentation and promotion of ideas, goods, or 
services by a recognized sponsor and able to reach to every type of people including low, middle 
and high class as these are published on several public medias. 

b. Personal selling: The second strategy of promotional mix strategies is personal selling. 
Personal selling indicates the execution of selling function by the company’s selected sales 
personnel who reach people by going their home, shopping malls or in popular streets or in 
famous places and then make an oral presentation of their products and persuade them to buy 
(Mullins, 2007). 

c. Sales promotion: The third strategy of promotional mix strategies is sales promotion which 
means media and non-media marketing communication that are employed for a predetermined, 
limited time to increase consumer demand, stimulate market demand or improve product 
availability (Griffin, 2008). Sales promotion includes free product samples, discounts, price offs, 
contests, point-of-sale shows and other rewards for the consumer to increase sales. It also includes 
trade allowances, price deals, sales competitions and business exhibitions for the customer to stock 
and enhance their business items. 
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d. Public relations: Kotler (2006) said that public relations is the strategy of raising public 
awareness or publicity through which a company can easily gain a good public image that 
contributes to make great profit. Public relations monitors internal and external publics, provide 
positive information to each public that reinforces the IMC plan and react quickly to any shift by 
any of the public from the desired position (Clow & Baack, 2005). 

e. Publicity: Publicity refers to the generation of news about a person, product, or service that 
appears in broadcast or print media. To many marketers, publicity and public relations are 
synonymous (Clow & Baack, 2005). In fact, publicity is really a subset of the public relations 
effort.  

f. Direct marketing: In accordance with Sudink  (2011) said that direct marketing is making of 
direct interaction with the company’s stakeholder groups, especially with the customers. 
Therefore, it is clear that direct marketing is the way that permits businesses and many non-profit 
organizations to come in close contact with customers.1 This tool includes mobile messaging, 
email, interactive consumer websites, online display advertising, fliers, catalog distribution, 
promotional letters, and outdoor advertising. 

g. Word-of-mouth marketing: Word-of-mouth marketing is the people-to-people oral, written, 
or electronic communications that relate to the merits or experiences of purchasing or using 
products or services (Kotler & Armstrong, 2012). 

Customer loyalty: Mullins (2007) said that, customer loyalty means customers’ retention to a 
company, coming of a store more and more to purchase the product from that store. According to 
Kotler (2006), for making customer satisfied and loyal towards a company, it should follow 
customer loyalty life cycle which consists of total 4 parts that are shown in the following figure : 

 
Fig: Customer Loyalty life cycle 

 Source: Kotler (2006) 

At first the company has to attract its customers and get them as real customers.1 After making 
customer acquisition, the company will make bonding with its customers through practicing 
customer relationship management strongly and then try to gain its customer commitment toward 
it by selling the best products to them with the best service (Kotler and Armstrong, 2010).  At the 
4th stage, the company makes the ultimate attempt to retain its customer towards it for long time 
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by giving them different unique services, promotional offers and making direct and cordial 
communication with them (Kotler, 2004). 

Impacts of promotional mix on rapid growth and customer loyalty: Sudnik (2011) said that 
promotional mix is applied in the market so that customers return to a particular company again 
and again by being interested to purchase the product of that company and enhance customer 
loyalty.  According to Kotler (2006) when advertising is given by a firm, the main purpose of that 
firm is to increase its sales. Besides, a company often gives several rewards or incentives to its 
customer which is known as sales promotion. Kotler & Armstrong (2012) said that sales 
promotion is the tools which raise the sales of a company immediately in a large number as well 
as establish the loyalty of that customer toward the company who get the benefit. However, often a 
firm involves with the practice of personal selling where the sales personnel induces people to buy 
the products of that company through making oral presentation (Griffin, 2008). Besides, Mullins 
(2007) said that public relation is one of the tools of promotional mix, by which a company is able 
to increase its sales through making and getting favorable non paid media protection and enhance 
its image towards the customer. 

Impacts of promotional mix strategies on the rapid growth of Agora: Promotional mix 
strategies put an immense impact on customer loyalty and growth of sales. As one of the largest 
retailer, Agora has already taken several promotional mix strategies based on which it become 
able to reach throughout Dhaka with its products and has made great sales and gained great 
customer loyalty. The promotional mix strategies are employed by Agora primarily focuses on the 
following methods: 

 Advertisement: Agora has been hired ADCOM to design and produce advertisements that it 
requires. The budget allotted for advertising, is roughly 2.5% of net sales. The message potential 
of Agora’s first claim of “A new way to shop”- has been reduced largely due to the growth of 
similar stores that followed.2 Overall Agora’s advertising concentrates upon the news media and 
billboard in a very selective approach rather than electronic media. The reason given is that at the 
moment Agora has only two outlets so giving advertisements in the electronic media would be 
inappropriate. Now agora expenses 0.91 % of net sales for advertising.2 

 Sales promotion: Agora employs a wide range of sales promotional methods. The main 
methods include: 1) Discounts, 2) Raffle draws, 3) Membership card, 4) Coupons etc. Agora 
placed special shelves at the forefront in the store and reserved for any company wanting to 
promote their products. In exchanges Agora is paid a special rent by the prospective companies 
with other trade promotions by suppliers include leaflets and small posters.2 

 Cross promotion: As Agora is a relatively new venture, need is felt to associate established 
firms with it as a promotional strategy. Uzbekistan Airways and Fantasy Kingdome are 
involved with Agora in promoting the brand through sales or advertising. Besides these, they 
make an agreement with Standard Chartered Bank and Brac Bank for interchanging “Pride 
customer”. They provide special services for Pride customer.2 
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 Word-of-mouth marketing: Overall the most important and effective promotion of Agora 
has been through mouth-to-mouth communication of friends and relatives that has bought a 
lot of customers for Agora. 

 Special services: Besides adequate car parking space for congestion free shopping, air-
conditioning and child’s play area and other amenities are provided to increase the comfort of 
shopping. 

Objectives 

Now comprehensive objectives are alienated into precise objectives, which will help to prepare 
article efficiently and effectively. 

 To critically analyze the major tools of effective promotional mix strategies of Agora Ltd. 

 To critically evaluate the customer loyalty and growth of sales of Agora Ltd. in terms of 
effective promotional mix strategies that are offered. 

 To recommend some suggestions for Agora Ltd. based on the findings. 

Methodology 

To evaluate the impacts of promotional mix strategies of Agora on its customer loyalty and sale, 
the author decides to follow conclusive research design where the author applies both the 
concept of descriptive and causal research. The author wants to find out the cause and effect 
relationship between the different promotional strategies (causes) and the customer loyalty and 
sales of Agora Ltd. (effect). Using this conclusive research design, the author wants to come to a 
valid conclusion to make whether several promotional strategies of Agora Ltd. have positive effect 
in raising its customer loyalty with sales or not. 

For this study, the author selects deductive approach to use. At the beginning of this project, the 
author has identified 3 major research problems for which the whole study is carried out to find 
answers. Based on the research topic, the author at first put focuses on several theories on 
promotion, promotional mix (advertising, sales promotion, public relation) and their effects on a 
company’s profit, sales and customer loyalty. All the theories suggest that all types of promotional 
mixes have positive impact on increasing sales and retaining customers for a long time. After 
learning this from the theories, the author collects quantitative data regarding the impacts of 
promotional mixes on customer loyalty and sales on Agora and then makes analysis to determine 
whether the existing theories supported the collected data or not. This approach helps the author to 
reach an endpoint whether the promotional mix strategies of Agora are helpful for it to make 
customer loyalty and sales or not. 

The study is based on both primary and secondary data to get reliable and valid information 
regarding the promotional mix strategies of Agora and the effects of those to the customers. In this 
study, primary data source is used to collect the opinion of the customers of Agora on the 
promotional mix strategies of Agora Ltd. Secondary data are used for the theoretical part of the 
article. The author uses the following secondary sources 1) Website of Agora Ltd., 2) Journals, 3) 
Books, 4) Previous research papers on Agora and so on.  Primary data have been collected through 
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questionnaire survey. The questionnaire which is used in this study involves the application of 5 
likert scale where the customers who strongly agree on the asked question provide 5 marks, who 
agree provide 4 marks, and continuing this serial, who strongly disagree on the asked question 
provide 1 mark. Through conducting questionnaire survey, it will be possible to collect metric 
data using which statistical data analysis can be done. 

For this study, the author uses the random sampling method to reach to an exact and accurate 
conclusion and the research is also being capable of finding out the answer of the desired 
questions. The total population for this study is 1780 (Customers of Agora) and among this 
population 40 people have been selected by random sampling. Here, the population is identified 
using N, and the sample is identified using n (Robbins and Coulter, 2007). Thus, the sampling 
fraction of this study is, f=n/N which means, f=40/1780 where the result is about 2.25% of the 
population. 

In this research, the author uses both quantitative data analysis method. After collecting the raw 
data from the survey, the author has analyzed the findings by using statistical methods such as 
frequency distribution in SPSS. 

Findings 

Firstly the demographic analysis is shown in Table-1. All data have been analyzed through the 
SPSS. 

Table 1: Sample Profile 

Statistics-1 
 Male/Female Different age group Educational background 

N Valid 40 40 40 

Missing 0 0 0 

Mean 1.52 2.14 2.22 

Std. Error of Mean .071 .134 .112 

Median 2.00 2.00 2.00 

Mode 2 2 2 

Std. Deviation .405 .948 .790 

Variance .255 .898 .624 

Skewness -.083 .609 .099 

Std. Error of Skewness .337 .337 .337 

Kurtosis -2.078 -.387 -.469 

Std. Error of Kurtosis .662 .662 .662 

Range 1 3 3 

Minimum 1 1 1 

Maximum 2 4 4 

Sum 76 107 111 
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From the above table it is seen that, the survey has been conducted on 40 samples and each sample 
provides responses, thus, there shows that valid number of sample is 40. Using of SPSS, the 
author finds out the mean, median, mode, standard deviation, standard error, range, minimum and 
maximum values which are the popular statistical terms. This survey has been conducted on 40 
samples among them 45 % are male and 55% are female. Here, there are 27.5% respondents who 
are in the age range of below 24, 47.5% respondents are in the age of 25-40, 15% respondents 
belong to 40-55 age range and the last 10% samples are in the other age. 

Survey Questionnaire Analysis 

1. The analysis of research objective - one: In this article, objective one is to critically analyze 
the major tools of effective promotional mix of Agora Ltd. The following 1, 2, 3, 4 and 5 no. 
questions are asked to the selected 40 customers of Agora on the basis of research objective one 
and different opinions given by the sample on those questions are then used to quantify so that the 
author can analyze the research objective one which aims to analyze the major promotional mix 
strategies of Agora Ltd. properly. 

Table 2:  Consumers’ perceived major tools of effective promotional mix of Agora Ltd. 

Sl. No. Statements using in the 
questionnaire 

% of respondents in 5-point likert scale Mean value 

Strongly 
Agree  
(SA) 

5 

Agree 
(A) 
4 

Neutral
 (N) 

3 

Disagree 
(D) 
2 

Strongly 
Disagree  

(SD) 
1 

(SA*5+A*4 
+N*3+D*2+
SD*1)/100= 

1 Every customer needs 
specification or product 
details in advertisement 
before making any 
purchasing decision or 
pay money for a product.   

15% 55% 20% 2.5% 7.5% 3.675 

2 Agora can’t distinguish 
itself from its competitors 
by releasing an "image" 
appeal in their 
advertisement. 

20% 47.5% 17.5% 2.5% 12.5% 3.6 

3 Agora is frequently giving 
sales promotion to raise 
its sales and customer 
loyalty. 

30% 37.5% 25% 5% 2.5% 3.875 

  4 Agora gifts to its 
customers or visitors on 
several occasions like 
Eid-ul-Fiter, Eid-ul-Azha, 
Pahela Baishakh and New 
Year. 

25% 37% 25% 10% 3% 3.71 

5 Agora has maintained 
good public relation. 

2.5% 5% 32.5% 12% 48% 2.02 
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As several competitors remain in the market with similar product category, it is badly needed for 

the customers to know the product specifications of the companies to make decision from which to 

buy. Thus, on this statement, 15% customers of Agora have strongly agreed, 55% have agreed, 

20% are neutral and only 25% are disagreed that given in table-2. So, from this statistics, it is 

realized that customers want to know the details of the products of a company before making any 

purchasing decision. So, Agora needs to inform its customers about its product collection and 

gives detail specification into their advertisement which helps the customers to match their needs 

with the products of Agora. 

Advertising is the way to catch more people as customers, and to beat the competitors through 

making of good appeal. Agora doesn’t maintain good image appeal in their advertisement. Among 

40 samples of this survey, 20% respondents have strongly agreed, 47.5% people have agreed, 17.5 

% people are neutral and only 12.5 % respondents are strongly disagreed on this statement. 

Sales promotion is the tool which raises the sales of a company immediately in a large number. 

Agora also provides several incentives to its customers as sales promotion. Therefore, on this 

question, among 40 samples, 30% have strongly agreed, around 38 % are only in ‘agree’ position 

and 25% are neutral. Customers are satisfied with the Agoras’ sales promotional offers that 

establish the loyalty of those customers towards Agora. 

Among the selected 40 respondents who are the customers of Agora, 25% samples have strongly 

agreed, 37% respondents have agreed, 25% are neutral and only 13% in ‘disagree’ position. Thus, 

it is clear that the customers are happy by getting different gifts from Agora on several occasions 

like Eid-ul-Fiter, Eid-ul-Azha, Pahela Baishakh and New Year and these gifts of Agora attract 

customers’ mind strongly which induces customers to purchase from Agora again and again and 

therefore, customer loyalty is established with Agora. 

Public interaction develops a good reputation towards a company by increasing its business profile 

in the eye of the general people. Public relations of Agora is not satisfactory at all. Thus, 48% 

samples have strongly disagreed, 12% respondents have disagreed, 32.5% are neutral and 5% are 

strongly agreed on this statement. So, it is understood that, customers of Agora are dissatisfied 

with the public relations activity of Agora. 

2. The analysis of research objective - two: Research objective two is to critically evaluate the 

customer loyalty and growth of sales of Agora Ltd. in terms of the effective promotional mix 

strategies that are offered. To meet the research objective two, in this article the following 6, 7, 8, 

9 and 10 no. questions has been asked to the respondents of this survey. 
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Table 3: Evaluation of the customer loyalty and growth of sales of Agora Ltd. in terms of 
effective promotional mix strategies that are offered. 

Sl. No. Statements using in the 
questionnaire 

% of respondents in 5-point likert scale Mean value 

Strongly 
Agree  
(SA) 

5 

Agree 

(A) 
4 

Neutral

 (N) 
3 

Disagree 

(D) 
2 

Strongly 
Disagree  

(SD) 
1 

(SA*5+A*4+N
*3+D*2+SD* 
1)/100= 

6 Promotion is the way to 
attract Agoras’ customers. 

15% 45% 32.5% 2.5% 5% 3.625 

7 Effective promotional mix 
strategies seek to customer 
loyalty and growth of sales 
of Agora Ltd. 

17.5% 47.5% 27.5% 5% 2.5% 3.725 

8 Customer loyalty indicates 
the customers’ beliefs 
about that company and its 
products which Agora has. 

25% 40% 25% 7.5% 2.5% 3.775 

9 The promotional mix 
strategies of Agora 
increase the customer 
satisfaction as well as the 
growth of sales. 

12.5% 50% 25% 10% 2.5% 3.6 

10 Customer satisfaction 
increases the customer 
loyalty of Agora. 

27.5% 40% 20% 5% 7.5% 3.75 

Promotion is the way by which Agora is able to attract its customers by combining all other forces 

integrated. On this statement, 15% samples have strongly agreed, 45% samples have agreed, 

32.5% are neutral and rest of the others are in ‘disagree’ position. Therefore, it is understood that 

customers want promotion from a company which entices them to buy the product of that 

company. 

Promotional mix strategies of Agora put a massive impact on customer loyalty and growth of 

sales. Among the 40 samples, 17.5% samples put mark on strongly agree option, 47.5% 

respondents are agreed, 27.5% are in ‘neutral’ position and others remained in ‘disagree’ and 

‘strongly disagree’ position on this statement that are shown in table-3. So, it is clearly seen that, 

most of the customers agree that effective promotional mix helps Agora to increase its customer 

loyalty and growth of sales. 
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Customer loyalty represents the customers’ trust on that company and its products that increases 

its sales. Therefore, on this statement, most of the customers of Agora give positive statement. 

Around 25% samples have strongly agreed, 40% samples have agreed, 25% are neutral at this 

statement. Overall, 65% respondents have agreed on this statement because they are loyal to 

Agora and its products. Thus, Agora is able to increase its sales or growth due its having of 

customer loyalty. 

The promotional mix strategies of Agora satisfy the customer that increases customer loyalty as 

well as the growth of sales of a company. Among 40 samples 12.5% have strongly agreed, 50% 

have agreed and 10% are neutral at this statement.  The author has found that Agora values its 

customers and therefore it takes many initiatives such as - weekly discount, discount on 

membership card, credit card, money back offer etc. to increase the satisfaction of its customers 

which ultimately increase the loyalty of its customers. 

Customer satisfaction increases customer loyalty. Thus, on this question, total 67.5% of Agora’s 

customers give positive statements among them 27.5% are strongly agreed and 40% are agreed. 

Table 4: Overall mean value 

Research objectives Overall mean value 

Consumers’ perceived major tools of effective promotional mix of 

Agora Ltd. 

3.376 

Evaluation of the customer loyalty and growth of sales of Agora 

Ltd. in terms effective promotional mix strategies offered. 

3.695 

From the above table, it is clear that the customers of Agora are satisfied with the promotional mix 
strategies of Agora as in every question regarding promotional mix strategies of Agora. Most of 
the customers show positive responses and therefore the author has got positive overall mean 
value of 3.376. Here, most of the customers are in ‘agree’ and ‘strongly agree’ position because as 
customers, they find that Agora always involves itself in several promotional tools. 

So, from the responses of respondents on the evaluation of the customer loyalty and growth of 
sales of Agora Ltd. in terms effective promotional mix strategies offered, it also contains positive 
responses for which overall mean value is of 3.695. Thus, the researcher has concluded that the 
promotional mix strategies which Agora has applied in the market are effective enough and thus, 
the sales as well as customer loyalty on Agora increases continuously. 

Recommendations   

In the findings part, the author has sought out both positive and negative sides of Agora’s 
promotional mix strategies. Here, the author is going to make some suggestions that will help 
Agora to improve its weak points on its promotional mix strategies and make its promotional mix 
strategies more effective. The recommendations on Agora’s promotional mix strategies are given 
below. 
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 Increase of traditional advertisement- Traditional advertisements such as TV commercials, 
newspaper advertisements and magazines are more popular and able to capture mass 
consumer easily which increases sales of the company. Agora should give more emphasize on 
traditional advertisements. 

 Increase of online advertisement- As the usage of internet is increasing day by day; it is 
easy to reach many people through internet by making online advertising. This strategy will 
help Agora to capture more consumers and increase its sales. 

 Making all advertisements meaningful and appealing- Many customers said that all 
advertisements of Agora are not appealing successfully. So, Agora should take care on this 
issue and make arrangements on making its all advertisements meaningful and image 
appealing so that the sale and customer loyalty increases. 

 Increase the use of personal selling- Agora should involve in personal selling more. It 
should employ its knowledgeable and skilled sales personnel in special places of Dhaka where 
there are many crowding so that these sales personnel induce people to buy the products of 
Agora through oral presentation. 

 Introduce new sales promotional offer- In its website, Agora should give its products 
collection specification with an offer like 1st ten consumers who give orders get 5% discounts 
on each product which will increase the sales of Agora. Beside this, for the buyer who buys in 
large amount Agora can offer special gifts which will entice other people to purchase more 
form it and that will ultimately increase the sales of Agora. 

 Increasing social networking- Agora is weak in this sector. Agora should introduce online 
advertisement where it can increase its fame, loyalty and sales. Agora can also take another 
strategy such as making Facebook Fan Page through offering fewer prices, and coupon for 
those who will like the fan page of Agora. 

 Increasing public relation activities- For increasing its sale, Agora should involve in cause 
related marketing such as- donate money to the flood affected people, donate money to the 
acid victims or others etc. and event marketing which will increase the interest of people on 
Agora and will induce them to purchase. 

 Motivate employee- A satisfied employee can satisfy the customer and satisfaction increases 
sales and loyalty. So, Agora should take several initiatives such as- bonus based on sales, set 
employee week or month and the best employee award in a year etc. to motivate their 
employee. 

 Raising awareness about quality- Now young people are more conscious about the quality 
of the product rather than the cost. Agora has the collections of quality full products that 
Agora has to inform to the mass consumer. So, Agora can take several initiatives such as- 
arranging seminar, postering, attending in the talk show and in store promotion to attract 
young generation towards them. 
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By following these recommendations, Agora will be able to make its promotional mix strategies 
more effective through which its number of sales and customer loyalty will enhance rapidly. 

Conclusion 

As a retailer, Agora has already taken several promotional mix strategies through which it 
becomes able to reach throughout the country with its products and make great sales and gains 
great customer loyalty. Agora is maintaining long term customer relationship to keep its customer 
loyal through applying several promotional mix strategies and maintaining customer relationship 
management very strongly. After analyzing the whole article, it can be concluded that the 
functions done through promotional mix aids Agora to value their customer relationship by 
enhancement of its customer loyalty and as a result the sales growth is set at the zenith. 
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Appendix-A 
 

 Interview Questionnaire 
 

Section-A Demographic Analysis 
 

1. Name: 

 

2. Gender:  i) Male    ii) Female 

  

3. Age: i) Below 24     ii) 25-40    iii) 40-55     iv) 55 And Above 

 

4. Educational background: i) High school           ii) College            iii) Graduation 

 

If others  specify:---------------------------------------------- 

 

Section-B: Survey Questionnaire 

Strongly Agree Agree Neutral Disagree Strongly 
disagree 

5 4 3 2 1 

 

1 Every customer needs specification or product 
details in advertisement before making any 
purchasing decision or pay money for a product.   

 

2 Agora can’t distinguish itself from its competitors by 
releasing an “image” appeal in their advertisement.  

3 Agora is frequently giving sales promotion to raise 
its sales and customer loyalty.  

4 Agora gifts to its customers or visitors on several 
occasions like Eid-ul-Fiter, Eid-ul-Azha, Pahela 
Baishakh and New Year. 

 

5 Agora has maintained good public relation. 
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Appendix-B 

Table-1: Male or Female  respondents 

 Gender Frequency Percent Valid 
Percent 

Cumulative
Percent 

Valid Male 18 45.0 45.0 45.0 

Female 22 55.0 55.0 55.0 

Total 40 100.0 100.0  

Table-2: The Ages of the respondents 

 Ages of the 
respondents 

Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Below 24 11 27.5 27.5 27.5 

25-40 19 47.5 47.5 75.0 

40-55 6 15.0 15.0 90.0 

55 and above 4 10.0 10.0 100.0 

Total 40 100.0 100.0  

 

6 Promotion is the way to attract Agoras’ customers. 
 

7 Effective promotional mix strategies seek to 
customer loyalty and growth of sales of Agora Ltd.  

8 Customer loyalty indicates the customers’ beliefs 
about that company and its products which Agora 
has. 

 

9 The promotional mix strategies of Agora increase 
the customer satisfaction as well as the growth of 
sales. 

 

10 Customer satisfaction increases the customer loyalty 
of Agora.  


