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Abstract: 

This study highlights the importance of brand 
image  for  costumer   brand  loyalty  by  
measuring the impact of brand image 
dimensions on  consumer brand loyalty, and  
determine a multidimensional brand image 
drawn from  Keller's conceptualizations of 
brand  image,  then  test   effect  of  these  various  
dimensions on the loyalty through the purchase 
of  brands sportswear. by  sampling   random 
simple   Respondents were selected from North 

West region of Algeria 500 usable cases were 
obtained and analyzed. We used tow different 
types  of  analysis  are  used  to  achieve  the  
research objectives ( Factor analysis , simple 
regression ,) , Factor analysis used to analyzed 
set of variables to determine the main 
dimensions of costumers image towards brands 
sportswear. which allows for the development 
of an efficient brand strategy that can achieve 
brand loyalty, for a longer period, in order to 
increase market share, thereby increasing its 
value. 

 Keywords Brand image , dimensions of the 
brand image, consumer brand loyalty. 
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