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The role of brand experience and customer satisfaction in

determining brand loyalty in telecommunication services sector
in Soudan: Case study with Zain Brand Customers

2 . 1 .
sl o hares Sk g pnre) oo (g
Yousouf MOHAMED AL HASSAN !, and Sidi Mohammed BENACHENHOU?

alkanzyy@gmail.Com «otssedt cpsb 1 (531 el dnnl :
benach_med@yahoo.fr « A1 ot cily S i am 2

2019/12/30 : 2 sy 2019/12/07 :Jsid) pypc - 2019/08/24: 250 Y1 iy

: geFkell

DSl cliy g dplomill LdMell 3 5, 30A1 189 S5l DSl duslys pn DAL Lin o 5,4))
Ly o S oS g Ao Uikasel i 5 U L) blgy o5 M) O i LSy Ll
plocealy UL JlE & & Doped) G 2l LY o DD A e 28 200 e ilai)
AU by 5 Loy Ao il U U 4l 2Dl 45 OF iled) s 2ASCAT Asledly it
CUL 2y i) 2odall pgiliy Ao 5ileo ST U L) O e2lls e dp3le eyl 203lall
Uy 4 bt LMl 4 G20l TN BN e AU Lo dblasd) T e el uST
iyl el Oyl

ASAL O Ysledl Do) oML Uy Osill L) cylond) LoDl % i lidalt) oladSTI

Abstract:

The purpose of this article is to study the direct and indirect relationship
between brand experience and brand loyalty. The authors propose that the
relationship is mediated by customer satisfaction. A survey-based quantitative
approach was conducted on 200 Zain brand customer’s of Soudan. The data are,
then, analyzed using structural equation modeling. The results reveal that brand
experience has a direct effect on customer satisfaction and brand loyalty,
Furthermore, customer satisfaction had direct effects on brand loyalty. The research,
then, confirms the mediation effect of customer satisfaction on the effect of brand
experience on the path to customer brand loyalty.
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