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Abstract : 

The aim of this study is to mesure the impact of advertising activities and sales promotion 
programs on consumer loyalty to the brand “Condor”. To achieve the objectives of this study, a 
survey was developed for the purpose of data collection and was distributed to a sample of 120 
individuals from the Condor’s scustomers. The study found that there is a significant impact of 
advertising activities and sales promotion programs on the consumers loyalty of the “Condor” 
brand. Additionally, there are no statistical significant differences in the degree of consumers 
loyalty due to some demographic characteristics (age, educational level and income) except the 
sex. 

Keywords : Advertising, Sales Promotion , Brand loyalty. 
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  01 :      2016  
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(  
      ) 

(  
01  Pampers  8.3  06  Ford  4.3  
02  Gillette  8.3  07  Coca-Cola  4  
03  L’Oreal  8.2  08  Amazon  3.8  
04  Chevrolet  5.1  09  Sony  3.7  
05  Louis Vuitton  4.4  10  AT&T  3.6  

Source :http://www.businessrevieweurope.eu/marketing/856/Top-20-companies-with-the-biggest-
advertising-budget 
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Source : Marian Burk Wood, marketing planning, Pearson education, 2004, p 222. 
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Source : Touzani M., Temessek A., Brand Loyalty: impact of cognitive and affective variables, Journal of 
Economics and Applied Informatics, University of Galati, Tunisia, 2009, p. 229. 
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