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Research Summary:

The brand is an important part of different cultures across this world, as brands
help people in making their various decisions, whether large or small, and the
brand gives them confidence in the advertised products, whether material,
intellectual or service, as they represent the ideas, beliefs, expectations and
perceptions that exist. In the minds of consumers, the current research has
focused on what the brand is and its dimensions, what are the brands of online
communities, the factors that contribute to the enrichment of a particular mark
without others, the functions of the brand, what the quality is, the customer’s
attachment to the brand in virtual societies, the credibility of the brand,
Purchasing decision and consumer behavior, what is the purchasing decision,
what is the consumer behavior, what is the buying behavior, the mechanism of
the buying decision of the consumer, the online consumer classifications, the
different purchasing decisions, the models of online buying behavior, the model
of how to use the Internet in supporting the different stages of the buying
process, marketing Via social media, the concept of electronic advertising,
factors Affecting the effectiveness of electronic advertising, the factors that

contribute to forming consumer attitudes towards the brand on e-marketing sites,

building credibility on e-marketing sites.
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