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Abstract: 

This study examined the nature of the relationship between the 

dimensions of the brand authenticity (continuity, credibility, integrity, and 

symbolism) and brand image by applied on the customers of mobile phone in 

Egypt. The researchers used an online survey to collect data from mobile 

phone customers. Data were collected from (435) individuals and statistically 

analyzed using SPSS and AMOS to test the study hypotheses.  

This study finds that, there is a significant positive correlation 

relationship between the following dimensions of brand authenticity 

(continuity, credibility, integrity, and symbolism) and brand image. There is a 

significant positive effect of dimensions of brand authenticity (continuity, 

credibility, integrity, and symbolism) on brand image. 
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الرمزية( وذلك لأنهم  –النزاهة  – – 

 الدراسات السابقة كما أنهم الأكثر ملائمة لمجال التطبيق والأكثر شمىلاً. فيالأكثر استخداماً 

   

  

عدم 

 التقليد

الحداثة / 

 التفزد
 الستمزارية المصداقية النزاهة الزمزية المىثىقية

بعاادالأ   

 

 الدراسة           

       
(Bruhn e., 

2012) 

       
(Morhart et 

al., 2015) 

       
(Arya., 2019) 

       
(Jian et al., 

2019) 

       

(Al-Kilani & 

El Hedhli, 

2021) 

       
(Kumar et al., 

2022) 

       
(Bulmer et 

al., 2024) 



4 
 

 

 



5 
 

Prügl 



6 
 

 

 

 

 

 

 

 

  الصىرة الذهنية للالامة

صالة الالامةأ  
 الاستمرارية

 المصداقية

 النزاهة

 الرمزية

https://consumer.huawei.com/eg/phones/p50-pro/
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GFI=0.922 , CFI=0.946 

, RMR=0.037 

 

 

الاستمرارية   

     1  CON1  0.602      

 

0.798 

 

     2  CON2   9.7.9  

     3  CON3 0.726   

     4  CON4 0.760   

 

المصداقية     

     5  CRD1 0.537    

9.700      6  CRD2 0.816    

     7  CRD3 0.765    

النزاهة          8  INT1  0.72    8   

9.8..      9  INT2  0.697    

    11  INT3  0.759    

    11  INT4  0.768    

 

الرمزية        

    12  SYM1 0.756     

9.8.7     13  SYM2 0.757    

    14  SYM3 0.711    
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, RMR=0.025
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    19  IMG4 0.742    

    21  IMG5 0.789    

    21  IMG6 0.721    
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