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Abstract:  
The subject of the mental image of the 
institution has received the attention of many 
psychological and social researchers, especially 
marketing, as marketing literature revealed the 
presence of major determinants The 
institution's image of the importance of these 
factors and determinants gained from its impact 
on human behavior, including consumer 
behavior. 
Keywords:  Theoretical framework  , 
marketing, mental image, institution. 
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