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Abstract

This study aims to determine the relationship between the marketing
review and customer satisfaction with the industrial sector companies by applying
to the food industries sactor in Egypt, and the initial data was collected in the
hand survey list, and the sampie size was 366 individually for companies and
clients, by relying on the program {statistical packages for social sciences} SPSS-
Version-22. '

The most important results of the study wafe the presence of a significant
correlation between all dimensions of the marketing review and customer
satisfaction, and the study also found a statistically significant relationship-
between the dimensions of the marketing review and customer satisfaction with
the Egyptian food companies under study.
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