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Resear cheson Brand Image: Viewpoint of Consumer Behavior

Xu Xiaoyong, Lv Jianhong, Chen Yiwen
(Institute of Psychology, Chinese Academy of Sciences, Beljing 100101)
Abstract: “Brand imagé’ isthe attributes set and the related associations of a brand in the consumers mind, and
it is the subjective reflections of brands. The authors explored some new viewpoints of consumer behavior on the
research of “brand image’ based on the introducing of related studies abroad.
Key words: brand image, brand, consumer behavior.
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