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Abstract :

The aim of this research is to highlight the importance of brand image on costumer brand loyalty by measuring
the impact of brand image dimensions on consumer brand loyalty, and determine a multidimensional brand
image drawn from Keller's (1993) and Aaker’s (1991) and Korchia’s (2000) conceptualizations of brand image,
then test the effect of these various dimensions on consumer brand loyalty through the purchase of brands
sportswear. Our sample was constituted of individuals from different regions of North West and Upper
Highlands of Algeria, our questionnaire was administrated on-line.

Our exploratory and affirmative factor analyses were conducted on (SPSS.20) and (AMOS.23). The results show
that the concept of brand image is multidimensional. It is composed of product-related and price attributes,
distribution intensity, advertising, functional, emotional, symbolic, experimental and social benefits. It is also
composed of store image, image of the country of origin and the image of the organization and attitudes towards
the brand.

The results of multiple regression analysis using structural equation found positive impact for all dimensional
components of the brand image on consumer brand loyalty except the price and image of the organization and
the store image which were not statistically significant.

Key words :

brand image , dimensions of brand image , consumer brand loyalty.

Résumé:

L'objectif de cette thése est de mettre en évidence l'importance de l'image de marque sur la fidélité du
consommateur a la marque ,d'en mesurer 1'impact des dimensions de l'image sur la fidélité du consommateur a
la marque, et de déterminer une image de marque multidimensionnelle est basé sur une combinaison des
conceptualisation de Keller (1993) ,de Aaker (1991) et, enfin , de Korchia ( 2000) conceptualisations image de
marque, pour ensuite, de tester l'effet de ces différentes dimensions sur la fidélité a la marque grace a 1'achat de
certains signes de sport. par échantillonnage aléatoire simples répondants de certaines des régions du nord-ouest
et des hauts plateaux de I'Ouest Algérie

Les résultats de 1'analyse factorielle exploratoire et confirmatoire en utilisant logiciels (SPSS.20) et logiciels
(AMOS.23). montre que le concept d'image de marque & multidimensionnelle Il composé de attributs liés aux
produits et & prix, a la distribution et a l'intensité de la distribution, aux dépenses de publicité et aux bénéfices
fonctionnels ,émotionnels ,symboliques , expérimentaux, et sociaux, et a 1'image du pays l'origine et a celle
l'organisation enfin aux attitudes envers la marque.

Les résultats de 'analyse de régression multiple en utilisant I'équation structurelle ont trouvé des effets positifs
pour toutes les composantes dimensionnelles de l'image de marque sur la fidélité des consommateurs a la
marque, sauf le prix et I'image de 1'organisation et celle du magasin.

Mots clés :

L’image de la marque, les dimensions de I'image de la marque, la fidélit¢ du consommateur a la marque.
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! Aaker, D. A. (1996). Building Strong Brands. New York :The Free Press,p97
2 Anuwichanont, J. (2010). Examining the relationship between commitment and airline loyalty and the
moderating effect of uncertainty avoidance. Journal of Business & Economics Research (JBER), 8(9), p742.
3 Ambroise, L., Brignier, J. M., & Mathews, C. (2010). Les motivations cachées des consommateurs de marques
d'enseigne: et si on parlait d'autre chose que du rapport qualité-prix?. Revue francaise du marketing, (227), 45-
62.,p05
* Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer satisfaction. Annals of
Tourism Research, 38(3), 1009-1030.,p1013.
> Back, K. J. (2005). The effects of image congruence on customers’ brand loyalty in the upper middle-class
hotel industry. Journal of Hospitality & Tourism Research, 29(4), 448-467.,p449.
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* Davis, S. (2002). Implementing your BAM?2 strategy: 11 steps to making your brand a more valuable business
asset. Journal of Consumer Marketing, 19(6), 503-513..p. 508.
? Keller, K , OP Cit , p 04.
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2 Belén del Rio, A., Vazquez, R., & Iglesias, V. (2001). The effects of brand associations on consumer
response. Journal of consumer marketing, 18(5), 410-425, p411.
* Jara, M. (2009). Le capital-marque des marques de distributeurs: une approche conceptuelle
différenciée. Revue frangaise du marketing, (221), 47,p05.
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> Louis, D., & Lombart, C. (2010). Impact de la personnalité de la marque sur la satisfaction et la fidélité du
consommateur. Management & Avenir, (1), 31-49,p04
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' Ambroise, L. (2006). La personnalité de la marque: Contributions théoriques, méthodologiques et
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M., ... & Zain, R. A. (2012). The relationship between store brand and customer loyalty in retailing in
Malaysia. Asian Social Science, 8(2), 171.p172.
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marketing, 194(4), 83.,p84
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consumer brand extension attitude: the mediating role of brand loyalty. International Journal of Economics and
Management Sciences, 1(5), 73-79.
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" Hossien, E. (2011). Determinants of Brand Equity: Offering a Model to Chocolate Industry. World Academy of
Science, Engineering and Technology, International Journal of Social, Behavioral, Educational, Economic,
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* Romaniuk, J., & Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer brand associations. Journal
of Business Research, 66(1), 67-72.

* Ogba, 1. E., & Tan, Z. (2009). Exploring the impact of brand image on customer loyalty and commitment in
China. Journal of Technology Management in China,4(2), 132-144.

4 Kressmann, F., Sirgy, M. J., Herrmann, A., Huber, F., Huber, S., & Lee, D. J. (2006). Direct and indirect
effects of self-image congruence on brand loyalty.Journal of Business Research, 59(9), 955-964.

> Emari, H., Jafari, A., & Mogaddam, M. (2012). The mediatory impact of brand loyalty and brand image on
brand equity. African Journal of Business Management, 6(17), 5692-5701.

92



s gl o L il g Aadlall A5 1) 3 ) gual) Slasl Lo G Juall)
Al dedall ¢¥ gl aa gilally dlasi ja ) paibadd) A6 2
Algianal) 835 Ao (A uidl giall pualic i 1-2

Aadall A o sl gl pealie 80 3025 (2000) al et Yoors! s
I 8 Aliaial) i) (g de gana () Al all 228 calia 638 3, il

et aall oY 5l Lba) el Radlal) o 558 AESY (Slgiunall @ yaf Lai 3 -

¢ Al Aalall oYL Lilayd ladl) ASkall SSle ) FaY) aaal GuSlgiaad) @l ol dagi s -

Al LS o)l S gl ellginall Jsae 2y oS Y o il (2004) SHUM J 4l 4
Say) il aaat (2013) Hameed 4wl <l LS ¢ 2 Gandl 3 Josaidll adlSs e Jly
3 A8 jaall 3ol 5 laa )l jaiall 5 ) s (e IS Adalus g lld 5 A jlaill Adtall £V N e e )

(b Al g gul g hall pualisd (Ha¥ Y)Y (2011) Kim & Hyun &3 cila 5 LS
% 3 el Aedtall cllginall ¢¥ 5 ol any e ciladd 5 padl s HleiY s a0y sill il 58 5
s ol e Ay jladll Addlal) aadicie e Alghinall cil gl il 222

IR e oY gl 5 Aiadll 5 ) geall (G A83e Aaa)(2005) Ldla 3 gena (lide iy day y Gl gla
Cilia g L&Ealaiiy) 5 daelaia¥) o 4l jpaall Jalgall 5 ¥l Gaadl 4l e < il
llgiadl oY 5 Lo iz Al Al Gildat 5 sbal) Jaai e JS o ) (2011) al et Nam 4l o

6 4, jladll Ladlall

4 ) Aadall oY gl Ao 4 el Adad) cilaladind (o dllghuad) il gl 5l 322

Yoo, B., Donthu, N., & Lee, S. (2000). Op Cit.

2 Shum, M. (2004). Does advertising overcome brand loyalty? Evidence from the breakfast-cereals
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Business Management, 6(11), 4048.

2 Lofgren, E., & Li, J. (2010). Brand Loyalty: A Study of the Prevalent Usage ofCelebrity Endorsement in
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> MENNAI, M., & RACHED, K. S. B.(2009) .Co-branding et création de valeur au consommateur par les
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4 Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to brand
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® Sondoh Jr, S. L., Omar, M. W., Wahid, N. A., Ismail, L., & Harun, A. (2007). The effect of brand image on
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Journal, 12(1), 83-107.
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