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The Impact of Marketing Culture on Marketing Effectiveness, Technical 

Efficiency and Business Performances: An Empirical Study of 

Commercial Banking Sector in Sri Lanka 

P. G. S. A. Jayarathne 

ABSTRACT 

The importance of a firm's marketing culture and marketing effectiveness has received 

considerable interest in the past few years from both researchers and practitioners Literature 

reveals that Marketing Culture and Marketing Effectiveness contribute for the enhancement 

of Business Performance and Technical Efficiency of any industry. However, Existing 

literature in Sri Lanka has paid little attention to study the impact of Marketing Culture on 

Marketing Effectiveness, Technical Efficiency and Business Performance. Therefore, the 

objective of this study is to examine the Impact of Marketing Culture (MC) on Marketing 

Effectiveness (ME), Technical Efficiency (TE)and Business Performances (BP). As the 

commercial banking sector in Sri Lanka has been identified as a path to development the 

current study was conducted for commercial banking sector in Sri Lanka. Research design 

is explanatory. Unit of analysis is commercial banks. Nine local commercial banks out of 

twelve banks were selected for the study. Branch level managers were selected as proxies. 

MC and ME were assessed through a measurement arrive at priory. The finding discloses 

that MC has a positive impact on ME, TE and BP in commercial banks and that the degree 

of impact of MC varies across the banks. Interpersonal communication, service quality and 

organization respectively showed a significant impact on financial performance of 
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commercial banks. However, only service quality and interpersonal communication 

respectively and significantly influence the non-financial performance of commercial banks 

in Sri Lanka. Further, it found out that marketing culture, buyer power, seller power, 

competitor intensity, entry barriers, relative cost and the rate of technological change 

showed a significant impact of financial performance. Thus, it disclosed that marketing 

culture, buyer power, competitor intensity, entry barriers, and relative size significantly 

influenced the relationship with non-financial performance. Finally, national and firm level 

policy recommendations were made to enhance the BP and TE through MC and ME. 
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