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ABSTRACT
Taking the 329 multinational furniture users of two hyper-market, ikea and test rite retail, as survey objects,this study aims at
investigating the relations among sales promotion, brand image and customer loyalty. Using the spss statistics software package to
perform the collected data, descriptive statistical method, independent-sample t test, and regression are used to test the research
questions.
The research results showed: (1) sales promotion possess noticeably influence on the customer loyalty.; (2) brand image possess
noticeably influence on the customer loyalty.; (3) sales promotion possess noticeably influence on the brand image.
Finally, research conclusion and suggestions are given for the future research.
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