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Abstract:      

This study aims to provide a conceptual framework of brand image , customer satisfaction and customer 

brand loyalty. This study sheds light on the importance of brand image and its effect on customer brand 

loyalty through the mediation role of customer satisfaction by conducting an applied study on a sample from 

Asiacell customers. The study uses a questionnaire which has been developed for the study aim. It has been 

arrived in this study to a number of results and suggestions which indicate to the positive effect of the brand 

image on customer satisfaction and customer brand loyalty. Also, customer satisfaction plays as a mediator 

in the relationship between brand image and customer brand loyalty. The study provides directions for 

future studies that are related to the study’s subject. 
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 (: صدق وثبات المقاييس2جدول رقم )

 CR الفا كرونباخ AVE قيم التشبعات المسار

- Q1 .799 صورة العلامة التجارية
**

 

.522 .877 .799 

- Q2 .791 صورة العلامة التجارية
**
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**
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لغرض التأكد من فرضيات التأثير  Path analysisلغرض اختبار الفرضيات تم استخدام تحليل المسار 
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( يوضح النتائج 4. الجدول رقم )0.05)التي تمثل معنوية الاختبار( الـ  Pوان لا تتجاوز قيمة  1.96±الانحدار( 

 التي تم التوصل اليها.



 
 

 

60 JFBE 

 

 

 (: اختبار الفرضيات4جدول رقم )
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