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This study provides a comprehensive review of brand image, exploring the
concept, measurement, and impact of brand image on consumer purchasing behavior. By reviewing
existing research, we examine the various perspectives on the impact of brand image on consumers.
Additionally, we identify previously neglected negative aspects of brands, such as the degree of
aﬁcegtange by new consumers, which is dependent on the congruence between the consumer®s image and
the brand.



1990

€Y)

@
2020 2021

D

(Keller 1998, 2008)

(Plumeyer et al. 2017)

Keller (1998, 2008)

(160)




€))

@



35

2023

1-21

DOl

2021

130-142

DOl

- — 2022

186-191

DOl

33

2020

1-19

DOl




65
2022
72
2022
64
2022

16

2021




2022

230




