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The impact of Facebook sales promotion

activities on customer loyalty
""Case study: Tourism offices in Damascus"'

Lama Adra’
Dr. Samer Mustafa”

Abstract

With the widespread using of social media especially Facebook,
and increasing of companies' understanding of the importance of
acquiring loyal customers, accordingly the use of Facebook in
developing customer loyalty has become more important because it
allows companies to interact directly with customers at a relatively
low cost and a high level of efficiency. The study aims to study the
impact of using sales promotion activities via Facebook on customer
loyalty in its attitudinal and behavioral dimensions. The researcher
relied on the descriptive and analytical approach, and use the
questionnaire as a key tool throughout a sample of /222/ cases from
the customer of tourist offices in Damascus. SPSS22 package was
used for testing the hypothesis. The results reveal that tourism offices
in the city of Damascus are constantly using sales promotion through
Facebook. Also, the results shows that there is a significant indication
of the impact of sales promotion via Facebook on customer loyalty, in
both the attitudinal and behavioral dimensions.

’ Department of Hotel management- Faculty of Tourism- Damascus University.
Assistant professor at the University of Damascus- Faculty of Economics, Department
of Business Administration.
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O’Reilly Media, P53
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* Kotler Philip, Kevin Keller, Abraham Koshy, Mithileshwar Jha (2013)
‘Marketing Management: South Asian Perspective’, Pearson, 14th edition.

> Kotler P, Armstrong G (2006). Principle of Marketing. Pearson Education.
Eleventh Adition. pp. 277-279. ISBN: 81-7758-107-4
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? Saeed Rashid, Nisar Fareeha, Lodhi Rab Nawaz, Ahmad Moeed, Arshad Hafiz,
2013, Impact of Sales Promotion on the Consumer Loyalty in the
Telecommunication Industry in Pakistan, Journal of Basic and Applied, ISSN
2090-4304, P: 901-907
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