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: Abstract

The needs and desires of consumers have become unstable and variable ,
Which led to the fluctuation of options and lack of degree of fulfillment of a specific
mark, especially with the increase in consumer awareness of and ability to pick marks
and the intensity of competition between institutions that want to survive and grow and
excel, Prompting the latter to adopt a new philosophy of excellence in order to maintain
the current consumer and lure new consumers gain confidence, this philosophy is to seek
to acquire a good brand image among consumers, and their impact on behavior.

So This study aimed to do a statistical analysis of the views of a number of
consumers selected randomly on the brand image, and try to find out the effect of the
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latter on consumer behavior as well as determine the relative importance of the factors
used by consumers in their evaluation of brand image and finally we tried to find out the
stage that affect the brand image on purchasing decision.

Keywords : Brand — Branding — Perception — Consumer Behavior
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