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  ااء

ا ا ا :  

)  و  أم ا م أن أ أوز ل رو      

دك ا   ه  و أد  ي وأن أوا(  

 19: ا  رة ا   

ا ا  ة واو ا و  ا  

  :أي    ا  

  أ : إ    ا  و ااد إ    أ    اع 

 ا    أم    إ  أو    إ : ا  أ  

  إ  أ  دل   إ  اوة  رون ، إ  ا  طرق،

  وأ   أ: إ    اء  وان 

    و آ : إ  أم  اح  واح 

  إ    ا واء 

  إ     ر        اا  وا  واء 



  ان و ن

   ري  اب  أ   ي  وم  وي  ا   : إ اذ اوة

  .ا ا و  وم ا ط ار درا دا  ات  ا أذي

  و اإ     ولا    ر  دا  أن  أ        

ا  ا     ط    يا ا وع  وا ا  ح  ا   هي أوا ا  

ا ا .  

  ات 

 ا ا  اجز و  إإ     أو          إ  ا    أ  

 و :  

  ش ، ذ ا  ،  ،: أخ      ه  أ    رب  

 أ ،  ،را  .  

  ت اا ة:  إما  ا  ،دم ، ،ح ،وة ، .  

 ومم  إ :، ة ،ذ  ،   رقط ، أ  

  .   ،، اي ري،اد ر

 أ  و  ا  ا.....إ                      ....... . 
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Abstract 

This  study aims to shed light on the brand image that seeks economic institutions  

Strive to build a distinctive brand competition between the tags to enable them to  

Distinguish their products from other products, which in turn facilitates the  

Acquisition of consumer products that meet the tastes without exposure to the   

Trouble of painstaking research and long term. 

As we were also in our present consumer behavior , which is today among the  

Ranks high on the ladder of priorities, and through closer to the consumer and   

Work to identify all problems and needs and requirements, and give it enough   

And access to earn his loyalty, and perhaps the most important strategies used by 

Organizations today is to create a brand that will attract the consumer has and for  

This we listed the subject of brand image and effect all consumer behavior. 

 

Key words: Trade  marks, brand image, consumer behavior.    
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