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Abstract 

  The Role of Advertising Campaigns in Keeping Out Satisfying and Loyalty 

of Consumer towards Trademark (Descriptive and analytical study applied to 

the company Pepsi Sudan branch in the period from 2016-2018) 

Researcher –afra osman -Tel : Email 
afraosman1810@hotmail.com  

The problem of this study is represent on how to indentify whether the 

advertising campaigns have a role in keeping consumer's satisfying loyalty to 

trademark by applied on Pepsi Company for soft drinks in Sudan during the period 

from 2016-2018.  

The study has adopted the descriptive analytical approach. As well as the 

study aimed to indentify the sound and scientific method of how to prepare and 

implement an excellent advertising campaign lead to the achievement of 

company's goal in maintaining consumer satisfaction and loyalty to its trademark. 

The study was divided into five chapters and sections. Chapter one includes 

the methodological framework which deals with the steps of scientific research. 

Chapter two has tackled advertising campaigns as well as the stages of 

implementation.  Chapter three discussed the trademark and it’s important. Chapter 

four has examined consumer satisfaction and loyalty. The last chapter contains the 

study field.                                                                                                                

The researcher used the questionnaire as the main tool in collecting field 

study information in Chapter five; the researcher applied the study on a simple 

sample of consumers of Pepsi after analyzing the study according to the standers, 

the researcher has concluded that the advertising campaigns are able to keep the 

satisfaction of the consumer loyalty to the trademark. In addition, it greatly helps to 

create a good impression of the trademark and the extent of consumer acceptance. 

The study considered that the adoption of the most sophisticated designs and 

in line with what is prevalent in modern advertising and commitment to restrictions 

and societal values, along with guide researchers in the field to conduct researches 

on loyalty to the trademark and its aspects as result of lack of information 

furthermore concern to researchers by the companies to which the studies are 

applied in addition to the establishment of their own section was among the 

suggestions made by the researcher in this study. 
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