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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.

Keywords: Brand authenticity, Brand image.
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