
                                                    

  -  2018  207  

   
)  

   
  

:  

 .  
    

  

   
      

Summary : 
     With the intensifying competition and the multiplicity of brands, the need to find effective 
channels of communication between consumers has increased in order to establish a good image 
in their minds to ensure their loyalty to them. Advertising is one of these communication 
channels for its distinct characteristics of direct and clear communication. 
The study aims to highlight the importance of advertising as an effective marketing 
communication tool through its various means in order to establish a distinctive and desired 
image that the brand wants to promote in the mind of the consumer. 
The study concluded that advertising through its various means is one of the best channels of 
marketing communication in the promotion of the brand, and television advertising is the best 
means of advertising in creating and promoting the desired image in the mind of the consumer. 
Keywords: desired image, brand, advertising, marketing communication channels. 
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