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Abstract:
The study aims to build a proposed framework to study the relationship 

between marketing deception (as independent variable) and customer 

loyalty (as a dependent variable) through applying this study on customers 

of the campanies that providing telecommunication services in the central 

Delta (Gharbia, monoufia, and Qaliobya governrate). 

A questionnaire was designed to measure study variables on a sample 

of 270 customers of four companies (Vodafone, Orang, Etisalat, and 

Telecom Egypt), and the number of valid questionnaires was 263, (97% of 

sample size). The primary data was analyzed using SPSS. 

The findings showed a significant correlation between all the variables 

of marketing deception and customer loyalty, also it shows that Effect of 

positive effect of each of the variables of marketing deception on customer 

loyalty.
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