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Runs Test

Runs Test

Total Data

Test Valuea 3.6317
Cases < Test Value 205
Cases >= Test Value 186
Total Cases 393
Number of Runs 179
Z 1.057
Asymp. Sig. (2-tailed) .290
a. Mean

 Test Value



 
 



t-value

1. 



1. Wetzels et al.



 tP-value

<

<

<

<

<

<

<

<

<

<

<

<

<















Abd Rahim, R., Waheeda Jalaludin , F., & Tajuddin, K. (2011). The 
importantce of corporate social responsibiblity on concumer 

1, pp. 119-139.
Ahmed Sallam, M. (2015). The Impact of Brand Image and Corporate 

Branding on Consumer’s Choice: The Role of Brand Equity. 
International Journal of Marketing Studies, Vol. 8, No. 1, pp.98-106.

Conceptualization and measurement. Australian and New Zealand 
Marketing Academy Conference, Sydney, pp. 127-139.

Blomback, A., & Scandelius, C. (2013). Corporate heritage in CSR 
communication: a means to responsible brand image?. Corporate 
Communications: An International Journal, Vol. 18, No. 3, pp. 362-382.

Carroll, A. B. (1991). The pyramid of corporate social responsibility: 
toward the moral management oforganizational stakeholders. 
Business Horizons, Vol. 34, No. 4, pp. 39-48.

Carroll, A. B. (1998). The four faces of corporate citizenship. Business 

Cho, E., & Fiore, A. (2015). Conceptualization of a holistic brand image 
measure for fashion-related brands. Journal of Consumer Marketing, 
Vol. 32, No. 4, pp. 30-45.

12, No. 14, pp. 153-170. (In Persian)
Esmaeilpour, M., & Barjuei, S. (2016). The Effect of social responsibility 

and brand image on brand equity. Research in New Marketing 
Journal, Vol. 6, No. 1, pp. 79-94. (In Persian)



Bullet. Journal of Marketing Theory and Practice, Vol. 19, No. 2, 
139–152.

customers’ mental preparedness on purchasing decision. Journal of 
Management Researches, Vol. 21, No. 86, pp. 27-52. (In Persian)

company social responsibility on customer satisfaction and company 

Vol. 13, No. 19, pp. 51-69. (In Persian)
Hosseini, S., & Yodollahi, Sh. (2014). Parametric statistics and research 

method. First Edition, Tehran: Saffar Publications. (In Persian)

The case of IKEA. International Journal of Retail & Distribution 
Management, Vol. 40 No. 4, pp. 273–289.

responsibility and corporate reputation and customer satisfaction. 
Organizational Dynamics, Vol. 39 No. 3, pp. 115–125.

Social Responsibility on the Resonance of the Internal Brand of the 

No. 14, pp. 107-121. (In Persian)
Keller, K. L. (1993). Conceptualizing, measuring, and managing 

customer-based brand equity. Journal of Marketing, Vol. 57, No. 1, 
pp. 1-22.

building corporate image in the retail setting. Journal of Business 
Research, Vol. 66, No. 10, pp. 1715-1709.



Student Value Edition, 16th Edition. 

Vol. 28, No. 3, pp. 181-194.

organizational agility and social responsibility of company on the 
brand image, Brand Management Quarterly, Volume 5, Issue 9, pp. 
41-78. (In Persian)

companies to be socially responsible? The impact of corporate social 

Vol. 35, No. 1, pp.45–72.
Myrden, S., & Kelloway, K. (2015). Young workers’ perception of 

brand image: main and moderating effects. Journal of Organizational 

purchasing intention of goods by consumers in Zanjan, Master thesis, 

practices in Nigerian manufacturing sector. International Journal of 
Research Studies in Management, Vo. 2, No. 1, pp. 33-42.

The Effect of Company Social Responsibilities on Social Function 
and Consumer Responses in Food Industry. New Marketing Research 
Journal, Vol. 6, No. 1, pp. 161-178. (In Persian)



Research Journal, Vol. 7, No. 14, pp. 13-32. (In Persian)

Bangkok. International Journal of Educational Management, Vol. 
30, No. 4, pp. 571-591.

Pourzamani, J. (2013). Analysis of the impact of company social 

through the role of brand image, brand trust, brand attachment and 
brand commitment (Case study: Zamzam Company of Shiraz). 

recognizing the relationship between company social responsibility 
and customer loyalty (Case study: Mellat Bank). New Marketing 
Research Journal, Volume 3, Issue 3, pp. 75-94. (In Persian)

Rahim Nia, F and Fatemi, SZ (2013).Impact of customer-based brand 

Doctor of Philosophy Thesis Virginia Polytechnic Institute and State 

RezaeiDolatabadi, H, Joushyar Najaf Abadi, L, Khazaei Pool, J, and 
VarijKazemi, R (2013).Analysis of the impact of company social 
responsibility on symbolic image, functional image and brand loyalty. 



Business Management, Volume 5, Issue 2, pp. 69-88. (In Persian)

Edition), Powerhouse Books, New York, NY.

Issue 2, pp. 5-22. (In Persian)

Solomon Olajide, F. (2014). Corporate Social Responsibility (CSR) 

Research in Business and Management, Vol. 1, No. 2, pp. 240-261.

on customer satisfaction (Case study: Pasarghad Bank). Journal of 
Research in New Marketing Research, Vol. 6, No. 1, pp. 179-200. 
(In Persian)

PLS Path Modeling for Assessing Hierarchical Construct Models: 

Systems Quarterly. Vol. 33 , No. 1, pp. 98-120.

marketing on the known brand images in Mashhad. Third Annual 
National Conference on Modern Management Science. Islamic Azad 

32, No. 3, pp. 58-62.



 (Study: Mellat bank branches in Bushehr)

Majid Esmaeilpour1 , Farshad Aram2

Abstract
-

-

-

-

-

 Keywords:
 

1
Bushehr, Iran  Majidesmaeilpour@pgu.ac.ir
2  Farshad.aram97@yahoo.com

Quarterly Journal of 
Brand management
VLO. 4, Issue.11, .Autumn 2017


