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Abstract:  
   This study aims at  identifying the impact of brand   equity determinants   on the consumers’ 
loyalty, shedding light specifically on Condor Electronics. Thence, we have collected the 
necessary information by designing a questionnaire form and distributing it to randomly chosen 
sample members of the study community from Condor institution consumers   in the 48 states of 
Algeria, where the sample size was 215 out of 300 participants. We therefore used a set of 
statistical methods to reach the target results where the most important ones among them are the 
ANOVA Variance and   the Simple Linear Regression analysis. The study thenceforward 
showed the following results: firstly, there is a statistically significant effect on the consumers’ 
awareness of the brand loyalty. Secondly, there is a statistically significant effect of the brand 
image on the loyalty of its customers. Thirdly, there is a statistically significant effect of the 
brand equity on customers’ loyalty. Consequently, the results of this study recommended that the 
concerned institution needs to be more invested in building the Customer-based Bran Equity due 
to the large role this latter has in encouraging  consumers to prioritize the institution’s high value 
and thereby achieving loyalty to it. 
Keywords: Customer based brand equity, brand awareness, brand image, brand loyalty. 
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