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Abstract

nowadays, the increasing variety of products regardless the type of it ,has caused every
consumer is faced with a huge flood of brands when choosing, Therefore, companies try to
create effective perceptions of buying behaviors in their customers Companies do not compete
only in innovation and new product development, but they have to deal with each other over the
subjective perceptions of customers. In this context, companies should use different methods of
advertising and persuasion to create multiple perceptions that are necessary for the formation of
long-term relationships. Also trying to make it represent the brand as a credible virtual
personality capable of becoming a relationship partner have also become a necessity for
companies. Meanwhile, the investment structure of the brand can be considered as an effective
component on customer perception, commitment predecessors and the ability to create the right
impression in the minds of customers. On the other hand, commitment as a psychological
structure is complex and has three dimensions of emotional, normative and continuous, and as a
criterion for distinguishing loyalty from other buying behaviors can be influenced by factors
such as investment. . In other words, companies can create different perceptions in consumers
by spending different costs and resources, and these mentalities will affect customers' chosen
behaviors such as commitment. Therefore, the present study aims to explain the conceptual
model of the impact of perceived brand investment on the dimensions of customer
commitment.

Keywords: Brand investment, Customer affective commitment, Customer normative
commitment, Customer continuance commitment
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