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Abstract

Today, consumer needs are diversified, continually changing and differentiated.
Under the market conditions of unlimited competition to satisfy those needs,
businesses focus on relationship-building with customers, as well as on quality of
Services. As a result, in this era of consumer—centered brand marketing, brand
identity is surfacing as a competitive edge that a company can benefit from for a
long time : this is related to the fact that people want to know why a consumer
selects and purchases a certain brand out of so many others.
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