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3. House of Brands

4. Endorsed Brand

5. Hybrid Architecture
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1. Phaal
2. Mariutti et al
3. Brand Vision
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3. Brand Strategies
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1. Quamina et al
2. Downward Extension
3. Categorization and Information Integration Theories
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2. Nazir



ra m olo GBS 1 gl (555!

o ds Ly 0 059 B3] ol s asols plssl |y aibl S s
Sl ool slaslel 5 0 Dle Glygreany ()l slapldn 2 e
e oS (o Sleimdan 1) (LS wsi p (85,1 (ol slw e s o5l
3wy oo dld Ly g aspS 1,8 o)l 5,90 b Sl
Bl ged S Ly adlaie el S )] Gl g LS
o olue OLSe S apois (05 sl ) sl —in
olxiigd SLST ol o adly sLmosls sln sl ( =gs oISl

Ao sladil, g (Sl g2 (6,5 0 sloix] slaaile,
S el (o Oy Lo laddllas (V2 1)) (LS 5 5
Lo l, €S ot S piie g3l slocaS 5 Gl Oly= 005850
syl pLSin lyz By me o xdly Yol ollid G
o mecedle 4l bl ;o S S yite (gilenin slaceS
S35 bz o AU o)) sl |l Sl sl plo
Sy ymazie o g B0 > Lo JUI wsp LS 5 () (e
SloaS 5 lm 0aiS B as Cgllae (e 1 (G 5 (35
3leslawl Loy Laools .85 |3 oolaiwls 90 uSot (o5lwiiy
wop ol 5 @l b @lhas wiad Jodod cpgllas slo ozl
oa S B yans oled 1 (295 B jeban e g (39 0 4 pamie
5 oS 9 Ay 39 S 3l S e (sl S 9 LS 5 |
aS asls ol yen an ) Cnglhae (pyiden Sl (D)5 ool oS S
GBS ES 1l g adl (3555 el S A At i Soel

7

Gleas p aS aas o lid mls alay 0,84 axie ) ) Kan ()l

Y . . . .
Sl Jolazyo ol SO ,mi a9 00, B oL WS

1. Signaling Theory
2. Conjoint Analysis
3. Partnering Brand's Retail
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1. Question Formulation
2. Locating Studies

3. Scopus

4. Web of Science

5. Seyedghorban et al

6. Query
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1. Excel
2.Study Selection and Evaluation
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1. Critical Appraisal Skills Programme(2008)
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3. Case Study Design

4. Exploratory Design

5. Designs of Experiments
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2. Descriptive Design
3. Ethnography
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1. Bowen and Bowen



VT lin) F 5 lods (@230 0,99 iy o ko aclibusd | ¥

(ol (a3Ld) 903l 5k (bl dmulxs ¥ Jou

a9 bl PRVIIREY Slass JS ol | aliows | o,
(o) sl g sl g Las
TA- \ Y I E6 \
AN Y v A S7 v
s8I/ v v 5 SP4 v
NANNA IAY v 4 Js

12 18aS LS sl o se bl g b Jpaz 3 45 o boilan
oS e olibdly S olaes g N L ol glaangs Sloj al sl
b ebl Ol ossl b 2l Joesd 4 ez L cnl VLl
Slaie Plas 5l ol o i dsa g L g Sl oo VYV a0l
sladlie 6,AF0s 4 cils o les oo o0 £r oudolpiiy

R PLITES RUC LW T

=5 Glyime Julo i ipg s o JIguw 4 Gl —F-F
Lol 4l oz )Lz eyt sla i an (0555wl j5laieas
Lacaslow ;g (Sloe) Lol iul (o ,2) Slaal ailFa_w gl
i SYLae 5l SO 0l a8 S 6 g () ((Sloslw Jolge)
8 55Ty 05— j55 3 ailiaw slaailse 5[5l (ad )5 latoa
gz Ayl s 00,5 slast Loy slaaS g pealin s ob $
o Snlie b g ogd o ooliiwl VLA e 5l oI5 4 (0555l
095° Jelse g oplil (Blaal Jobds ool adgio 4w a5 sl (0
J—dos 51 el St gy o (ilwdip = o Sloslw
Jdos 51 6y So s Lo a8 i 5 oy s ool l S gl e
5 clie paalide g S 05 0 IS (VLo jo (iS5 slgione




I m olo GBS 1 gl (555!

51 slaegomms wm ads o 40 0l s 4n LaKuade 4o s5lwsip
Voodaos ul_a.o 9o Mfﬁs&.d) )‘ o= R_A—)LQ))&) RUN ol_7u| w..dbl_n.o
g«..\_S).g °}—.’.5 U"J))‘ ;Lﬁj)‘» ‘«..\_31.3 GJLA QJ_iLo.C 09—?'95’» JQLM r:a_@‘.m
KES s Oy |38 O g8 (KOS a olezel ol S
Ol o S5l G aBge gl & 8l 55 ol »
slodd, oay Sl wo» a5l Sl jol s & Sjasl> & jus
Slaal leedy €l gaie—bgn 4y ol wo 5 €gg 5 g ulde
aS olaS o3 Jsoz yo el cews an LaKuade o g5lwaiy

ol 50 53kwai p SBlaall Jgl 1w (sl 00 ot bl pudlio g LUS .F Jouo

— sl sl alin
£l spg | O 3 S ROE Ll o2 ) ROA 25
(43l s 003L) ROC (plgw
wi Sl b oyt o Slas (558 Wigny olon]
°D18 Pl dg S &y gl Sy b o ,Slas dgupe
SDS8 o i
5D8 plow oo ol
w3 Oleind ad xalie
ES, SP5 o a5 a5 5
V\?lD,ZSOF;l Loz o is 0 B b5, il ROV PSRN
>P6 AL gy Ny (Gaa,
s3 Sy s 5 el sl -
Sb1l oolhe B3 gas 35 5 ol Ay oy bl sl




VT i) F 5 lods (90030 0,99 iy o aclibead | FY

sl sy

POV TP

R7

DP9y (RSN pody (g she 4 iy 4 (5 ,lolg ol

SD6

Ly g las b 4 Baus' B pas sleiel gy

E5, W3

& yin Slaie] dsasgs

Sy 4 olezel ol

SP1

SOl Sl Glosip ol

R8

ledlﬁ iché‘ l; NEYPS ‘:L.>‘

SD2

g DY game 0 GhiwS gl lain 4 ols ol
ESUI

Ay Cogl

SP6

Collas O8O 0l

SP6

bl icaas Sl gl cose D 4 oliws
O°9 .)Lg.l:\ngé 9 QL...aJo‘” |

CS s Oyl Gl

SP6

ooyl b boleaiay glgil &l

SP6

b baolSiiig b slaanid |5 a5 g CoiS b &Y game
Sigtgn Al SV b an

El

AT e Sl o 5 Kol slajls sl )

SD7

o, 5 g 5l (slod yinS acgame a4y yij,l 0458

SD18

S i slo il 4 gl 4 Bgis

SD19

53l sl

A, 0,

Sb4

SD18

Spdhel; il

SD18

o I L3, (S zs

E3

CorBye Cugls

sy S35l

SD18

SP6

@ligee Hleand blae o Jiaile ©ha8 4 glaws

3%

NETEECRCERE

SD18

cdlol s CoinS 5l QBaS G ras s il

Jyaze

SP7

02 Slag g Laags 95 laanas ;25

W3

ol ol

SP6

0l Zu gl Hlasayles il

&5 5l S8 ol e




e m olo GBS 1 gl (555!

& ol oS aplic
SP18 ol 4 poay oliiws

SP6 E95 W0 2bws sladd o 4 ol
SP18 e e GBI axagi 3 5ok b €55 5 bl
SP18 Vi ]

SP18 ik sleiegs slonllys anwg Shiadion 4 glitws
w7 oS 1o 4 Bawacks L slacus )8 43l L,

3 il sl Fliwh) Ghagim e Jliw an (29855l Cg
5 g A 4B gy i (slyione o 5] 55 (LS s
gl Lol 5l olgd o SYF el )0 codein oYl s o
sloagpliwh Jold psghe V gg—omms )3 doas ol 1o S
Koy S o g3l Lol Koy G5
g € oland Lo (6, S o p Ol LS o5y sla | oS

3 Gl p sl il il Gl « szt slaail v, co oo
5l glwlis LaSnads g5lwaipn sg2g0 Slool o Lo Soals
Loyl glie 5o 5 48,5 IS8 Lagl 5l palis 45 oloaS b3 Ja

el ]|

S F il pgd Jlgm gl 0 ous (o lwlds puplio g 0S8 Jouo

Suads 53 (g3l

& i by peplio
G g baip ool abb cladi p daosp Gl
$1, SP1, SP6 P AR B S SRR R
0L Lghb‘_g).;‘)».w‘
SD13 el &5y dnwgs Ky Sodi
SD26 oo (Maliyn i p (5 jlore

1. Spillover effect




R R e

& Sl gy it
W9 Ky (S985 9 S
SDZ, E4 oob}l;'- ) >_......,a G)L““\j)% u;).ﬂ]wl
S11, w11 Gliwg 3l oolawl 5 Sarsds g5lwas
512, W6 e (65w (551l sl !
R6, R7, R10, R5, &5y
SD22, W13, W7, -
SP2 Sl Gilesip b (o Blen
S13, 514 Gty sl sl Sl byl !
SP3, E2, SD23, ] o ,
R3, AP8, SP2 oy sy sl pleol g oy &
SP3, E2, SD23, ‘ .
R3, SPS8, SP2 aiy (g0ges pleol oy 5
wi3 Ny S g
W13 & i Xy e
w13 Ay ol s
W13 Qs X S gjlailel
SD18, W3 b bl i 5jlugsiie
SD15 Ay e slhacl &b 5l a5y dewgs
SD24 Sl (b
sb21 olKioles asile cogas Lulg, aily5le slaslayg,
. ) cr ol oalie Sy sleJoSe
SD12 o bl eSS ) oolanul
sD21 udj.\ w}A.Le ‘51).: ua}'...u 6&0&“;5)3 )‘ solaiwl
&y
SP12 RPR SRt
S5, SD11, W3, wseloiz] Cod gt SISl 51 Gl oslasl
wi S
SD1 Colgy as oloul g Dbl a4 ols IS
$3 SG slopglan! CuaBos cind g g blis olulis ROV Y
&y
SD13 slasel 9 C"")“ ‘gs‘blf—‘ }.-AL.C )l oolaw!
E1 @ by s s)sle slacdled jo as 150

Olgigm 99 (b9,




) m olo GBS 1 gl (555!

& Sl gy it
S3, R2 G5l sl (S b 5K, Slsol
sp9 S5 S5y o Sy 5 SleidS S SSS

L.g)l....u.b).l Lgl).v ooLzl.'Lm‘Q)yo

ool gl agil g adgl ol el b agois Joles

E1,E2,S5
Ly
L)
SD16 GolS ol laelges b ey aslgy ol s
= . e © -
D1 &l sl analz G150 5 plaasce (o5 15 50
&y
lageil b 31 4o cloial claaile, 5l solawl
sP11 F 2 s etz slaale, sleslitd cbals, Cu e
cleizl slaaile ) sloolus o pae gl oandls] )
cloiz]
Sb3 GCLQ.&‘ ‘_gLdeJLu) olds ‘5‘5124;

0953 J=else) Giegim pe Sl dn cwlio aly &1 Sz eplon
b abgrpe ool 3o b Sl (LaSiuads (o g5lwain = See Slejla
GlraS (g Jeaz joad eolaiul a5 glare Jodo SuST )
0953 J—sl9e) Agi—y po—w Jls—w 4 by e oo il Ful oLy
3 el ool (5155 (LaSiaade )0 ilwsin = e Glojlow
g Lo LB cal o Jol b po—pio VYW g ol s oS FA ceomo
& o 5l Tale o &5 o riloy & Slojlw sla Sl
P S S JOX. = L O3] WSV CVIRLAIN) DOWs, L O] D] BV Y-
Sy ier & Sloslaw (5,0 Dl K55l v )3 aasSy
Ly 2o Ul 5 o ot e My 5 Lo
S €y dnsg S5l 5 €5 5055 531 € losls (Lo
b oles 4 mralian L b o ol oS o5 Jouzr 0 288

el oazasl ) ] 5l Sy e




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m 24

Sloilw 5950 Jolge [pgm Jlguw 5l ouls (o Lwlid pulio g LuS .# Joua

Sy p g
& W gy meplio
W10, E1, RS e & (o yis
E2 S i b blas
SP2 lo Sl 5 gl oleoS 5 okl gilee
sD9 PSRRI S ol slo Tl
W12, 52 Ly slaceLB
SD4, SP2 3 glacalls
E1 20iiS by Sl 5 Ll
W2 Colas g oaS B pae L3, S0 50 425
e Slorond & uien GH3I
SP4 a5 S pan slo b)) g @lee da Sy
E2 bl el
ES, SP3 S 5 6 AT ele
S2 St s,k
SD16 = d)umu; 6@1@ o sl
S7 Sl oeasds (5,18 4 le
SP4 oS b Sim b
SD14 olesles o ysme sl s SlolSin 3
7 S8 ils)
S7 RRE-REGRV.
SP1 X O9alm (gt
E2 Jyas a0 8y ol sla ol &5l Sl
SD15 0 IO L s
R1 tedlom slo,lib 5o 26y anwgs
R4 SO S 2
E2 cobile ali '
E3 SRR (S ey S 52 e
SD16 oS slopansilSe
S2 ik Jele Ao yd L




£V m olo GBS 1 gl (555!

& 2 glaas meplio
52 slib ol Sl
s ¥ jogas ;0 bosls (DS 4 v yiws
>8 Sl p
SP3 Silodip aire) )3 S )lge 5 ol il
Sl plyiedy jotne o5 (sl > anl 3

sp7 s,

S7 ©olgs Coxlad pue
D14 sl lizle g ol s o biae ol s Slojle (55,8 Ol s

Skl

W2 (S50 09,°) 1o slocs Law
W10 (b)) jo2me sllas! Slidlys el 9 (o 25 Lo
W10 e oS L

= i 6)154%%“. o 9 sl sladdlsl
SP10 (S0 59y 21 lacddlsl L
SP10 ALadleyes (glacadl
bt S Ol Lally) Cu e
SP7 Slesle o by, Sl

S10 6 G, L alaly o poe
SP10 509 y9lg —_—
14 EENERY; Sl sl
W6 Slo,ll o Wy anwgi GaSias, b g 33

Hellows Wy dxogs (55l

SP6 Ny dxwgi g3l

aid gloaalye an by e JI5w a4 caldll )] slaguly 4 axgi b

=5 Jes—= 0wl i S 518 i o laXuads jo g5lwaiy ol
ol 4 4l ohaw am Lo jo ualbe ) Jooo 05 (2l
o, 4t Syl an colie Uy o e ot | Siale 4o (o,
oo a8 )3 Ly o (Lregie asBas SVl w L bli) mdaw 4w o




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m FA

Ao il e jo gl p Blaal adgie 4y 0,5 maw (o A (el
Jold Gama v w0, 3 mhw o abazl, Sl gy Jslse
€ 0 plas oslouh g o oSl v «goladl il 3 15»
50 epll ol slasl €as 5 fai 5 Koy Jele» iy (g laso?
& Sbojlw slagaaily copao? ((Slojlow Jlge) NS Ao
9 ‘<<(5;LA}LM 4.:_M.p9.: 9 ..\_..’;3)» K(@LA)’l_m Oﬂ)é Q)’L@Lu 9 LQ)L’;;Q)>)

J_alj.c = b O‘ﬁ—;"‘*—? ((OLQ}[_.A Lch:..\_Sﬁ G 1 Lo o
b et L Sale (o g5l p FSee Slejle

Loadd ;o g3l p ol y addi Zolaw .V Jgu

sbalad ALY
Mu& Q‘M w 0‘) M” 25 C,_b_“;
2 bl
Shoile o Sl 5 ool (ol
- - o pde
Sl )3
| 6“6*“’4‘55
S Slojle
Slole 09)3 Dl 5L,
Shobe Gl Lalg)y o o 590 Okales 5
"9y
Hellim 5 o sladdLl A &)
e drwgi g o)
Al 5 e 5 Lo j
ol
Jbo 6,15 alo
Sssly 3l G
& drawgs (655l S99
S5l Sl olosle slacs
2y o sl
7 59 R Py Ny s lere g5l Al zlaws
by a3l




4 m olo GBS 1 gl (555!

sladgio sladgio

o Lo oy Al Zolaw

X Cepowe

Sy oband b s,

kY L5
=iz slaails) Cy poe &

&y GLQJ.&

Sy g
RYACALN

\AJ').!QLQ\))S.LQ_C Ry

o5l gl

Lio clodd o & oliws
oS 9 oo s o 4 2 sl

Al A,

S5l 58 il

Sk sdiadign 4 olows

ol o9
Ay Cosl

&y Claal 5,5 mhw
;.\J)Jé.\m}))u)l?b‘ -~

Ay 5l ol ol s

Ay 4y olezel il

CS s Oy w38 30 plad ol

Ky 09 o)l £E5 &y

R o

2 Gl oly 4t Gz lar (lsS e (G52 Jsiz 4 cale L
J—elge a5 e lo sl ol 4 YU sloly asss sl pealds
ol g Sl Fo LaSiuads silwsip slagilial » Slojle 09)8
=S i 0o olwlis Glaal 5 a5 10 053 angian La g3l il
5 e Lol il piliae s3lwasp Glacal giss Lulul .auS o
J—oloe ).._.l_, Szt 092 dugids Lagil il ol a5 cul slaslaiadign

2 S ee )8 Slele sye




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m -

S e 9 o, s bo)Ls, o e N
S5 drwgi el Sxeilgs 0950 Jelse)
sl slejle 09 Slejle slo (Slojlo
olejbe Stojle
Npbes | wp el | wpglere alo gl
(sl )
ol 3 Sgde rles ol S5 gl
solazdl Ay ol (Slaal)

Lol jo gilwaip ol y adii F ST

Woleiden g (55 4 -0

sloojlil b slacs 5 sl 5lwsin gbalie 5 Cpoal a4 g L
oo LB Olallas 4 Sl ot e 70 g LaSuals o5 gas alis
Slallas cwlaSloy lawgin g S>sS glacs b0 0 (g3lwdip as
O ygo LaSinads 5 550 lacs 0 )0 g3l p aie) o Sadl
s glwlid gl Ges lasdlas plodl Azl ol asd s
L ol asdlas Lty ol jo ccul (6,9,-0 LaSiuads gl 2,
30 Gl g a5 0al ploul Gl e (59, S 51,8 Lol
SN P SN Y DA N = S N P W) B P WD o) M Y SR W Y
Gl 5l oslawl Uy asdlas sl cogdlecan anles oo &1 e Sp 0l
O b A S iy Gla g S (o) 2 9 <5 SIS
ool g5l =8 an ol adlas 6] .l 00gad & jolwe 29Xl
aS el gy9lol A a3 0SS o S5 LacKuada o g5lwaiy
5 dbl o 75 yale puf g 00 STy LaSuade o g3lawaip ol

RV PR WAL Y Q] &l GQJ):\..:LB.E O8SL



o) m olo GBS 1 gl (555!

o, how ol elibahoa il ool ais sl o
Py Sljbw gy Jelse plulid 4 DS w0 9 (55l
W Sl W e o Sles dgge Jd 5l SBlaal o, 5 e o
Glogd du ol we ( iasle ©jad ol dl sy 5l ST el seas
SRV A] LU | PRV JUR R B R0y S| PR SO~ S AR 5 P B g P B
9895 g wlode glodd, o ay Sl wo ‘Lé_;i)éiubj)l Al ) (LS
(ol adgae) A Blacal aws aw B o Slaal (ol el s
S8 eolaxdl i)l G5 9w p ol Kl 0g—p cplos oloul Jolis
5 el (Yo A) e sl togi los Ly Laa sl ol awd 5
(VYA Vg L g gy (Y1 F) T ] 5 S5 (YY) | o LS
TSy ke o Sl (¥ 1) o, Lsam 5 S5 oY+ + ) P UL 5 oSy
Ul (YA o el g ML S (Y e V) Yl g e S (Y1 F)
ua.?.r i Bla al 4 "‘A})O(Y”V)\\O‘)mﬁm_fj(Y‘\a)
A eY oyl Sletren (ol slocs ) Laluale o g5lwaiy

Moor

. Paswan et al

. Kang and Lee

. Poddar and Narula

. Pennington and Ball
. Theng et al

. Zhang and Merunka
. Kwun and Oh

. Cayla and Arnould
10. Wang

11. Kim et al



VT i) F 5 lods (90230 0,99 iy o aclibead | OF

5559 Blacal 5l (S an Lty lalllae ool 51 S5 5o 50 cenl (55910
gy 0l o Ll sauSTyy IS 4y

Jolss L g5l ool s los peba s ,5 4 S ol lois gmlss ogdlcay
W S pdes il slagBliwl g a5 8 slag B!
So e g9z olednd L )L o p ol )LSEul s sle foSee
ol adgio a s 13 Lad Joia ool ol cloizl slaal.,
Sy Ea 9 90 Jel e g )lene Bl (55920 sl )
SlAtegn adllae i b Jliw (il 4 bsojpe slaaidly 285 )13
TohlSon 5 b oy (TN LS 5 55 Gy
TS g laFi s Gz (Y WY) T LS g (39, «(Y+ YY)
(YA Sl g plak 5 (¥ VM) S LS 5 lge (Y- 1Y)
NARE T2 WXA IR SUSSNIN G 28 4 5 SIS IV % £ o N BRSSO N
il 3yl el Ken (VoY) g s (VYA T S g
L S 0aShy g 52gs jeban 095 wladllas jo 53 o Stagy
Sl as sl o sl LacSuale gl b5 ol am
Ailodgas Hlo,95 5 SIS Comsl>

@llid Aoz Slejlw (y9)0 Jslge 5 S s 50 plonil uo
J=lse Slojlw lo Kiols 5 Lac b wlie » Joiidn 457 0005

1. Glilsoy et al

2. Pfannes et al

3. Brodie et al

4. Jit Singh Mann and Kaur
. Mohan et al

. Treiblmaier and Strebinger
. Varghese and Deepa

. Lee and Chu

.Liuetal

10. Osterle et al

11. Peeroo

6]

O 00 N O



or m olo GBS 1 gl (555!

090 Dl (5 yiion il ilajl K28 ilajls (3,0
(sl 5 (o Gl (g3lwaip dio) yo Laadd « glojlw
Ot 3 o &8 )i 655155 3l il o Glojlw (loe Ll Sy pas
5 Sl Sl (5 50 (S 0 dng Tl (LI
(=P slaadgio) Slejlwg o Jslse ol o (b s S ale s
(Sloslow slaga—aily Copas Jolod oS Jsle Loz B
Co i g Slojlw dwgi g ad; (Slojlw (9,0 SHlsi g La)lis,
3,08 oS Jelse (il ot gaman s (lojlw laos (554555
S8 ogs slidlecss |y gilwss pase) o laSials sl o
il gilwas pay beo o Slogoal o 295 J=l Ol )51 g oo
gy oo alowl sla jimgimy gl sbiwl, jo Laadly ol aialy
S 5 539, LT+ 1) o5 5 pala ¥+ ) "ol Son 5 0r S
IS (VoY) T S g sk S s (Ve 0) T sl (YY)
(Vo) 5 Vo)) LS 5 Sgl (¥ o A) T San
LS imgs Gl 5 S s 8 (Y2 1Y) TS 5 (V1Y) oo
P Sibedip ;o A S ST Gloslw sasie g2y 5l (g ) 5

el o Lol Sy ole
Olpo |y lasleiing Bl oo Ghogim laa il an azg L
aS ol ol bl g 4l g3lawaipy sb—uly o Lo o la

. Kim et al

. Hahm and Khan
. O'Reilly

. Del Castillo et al
. Colucci et al

. Ewing et al

. Schreiber

. Urde

Gao

© NS WN R



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m oF

d—slse g Lacalw ) aiejls ilwsin )0 Cnddse sl LaSiuu s
5 Lo bl b (Jalse ol 5l (S aiins (ol Slojlos (39
el Sols 5 mlie sgaS s o gl sl Sols
A4S il p aie) 0 aadS Ly it il e
GRS 29 e g sy (il L (il el i (5 S LG
o Sl U 00,5f Lias 45 LacSada 1o (gl 4l
U Sl Jale S5 plsiea aslyi oo sl of o Lol (555200
Sl (sl 4l gl sl ooy (6 yiin Sgpn L sl L2 Sals

aisles 3l 1) 5Loo a0 Wi &l s b
b sy lac bl LaSouds (gl )95 5 Laaidl Ly gillas
5 & ) S ab Sl 5 il p (Jy—ame 4y Lo
&l ¥ glac bl 5l ool LacSiade cnlpls 90,5 walss Joges
il acsls Llws Loyl 1 g 0090 8,05 5 045 b i slaas
ot LacSipate (lwaiyy ) 5 GlojlwSamyd ol (938!
s S el S oS8 0y (sloyly o i) ol
sloml 6l LaSnade (izren ail arals oo Ly (6 5551
JLsa 1) 6 )sls 3l il 9l (ol 3 5L o 095 ol Sl i
S0 0 el Gl 98 lal So aS e ol 4 aS
5155 3= oy 55 eizees 5 LaShads (0LE) Coje p (cendias
3ol Jlazml s Jlo elae JiSale,w 45 csls colie Wl ol
A ges Gleied s g dalys NS 3 o algles sla il il
S adez il S s DY game s iSad e slacS bl (6l

) .

= Y Y = =) P
¢ u_'j.‘o..?u) 09)J 9 ‘Q‘)_I ¢ ‘_§'>9_§ 09)J ¢ C‘r”‘éﬁu“ — K_AS)—A.AJ

1. LVMH
2. Gucci Group NV
3. Prada



od m olo GBS 1 gl (555!

s Glemean aeler (S0 0 S dn g 6l Yo bosiks
Il e Sopade S ales ;ST an5e 09 S (g5l 631
A g0 dla el o v >l SOl wl g Fo g A Al
bize 3,k a wgilwdin 5 65050 glacad i (Slgiggo
S ol

5 598 SLbls )l arwg o ejls LaSnale (o5 j5ls 5 LS 5o
ki 093 il aS wie BA S8 s 0 (00,84 axie
2LSTa Sy syl ool o w Ve b g i Sale,
S asle s 4z Lagl 5l o0 pgloai s loasy jloa S8, as
U ES g WY IO W WY S =1 P RRLIIW] [N SUR Wl Y75 R CIVRSR e g
Sty S s A 5 S (T ale o 5 05 s L
SoS LaSnade oty dawgi 10 Syiign pis gudg 4o (Japds
255 1R b Snals axgi 55 )0 Wb Jelse cnl @y 5o oS o0
SLac Ly o5 ) ie ol o Canio yslien plos b o Saalsn
plemil 092 (g los Yol Ly el 02y o 1, sHedlirm 5 o
g L olomlly gleaspogn oy old (5 b ol 5l g oo
a5 el colie anb e G 5l (o pgid D9 0 L 03
A4S Sl (g9, wyls ad Slge Gus 4 S Sl Suads gl
Sl 555 Slojls gla,lis L g loo 513 0 |, (ol &l i
S il aS 0gb e dog Laknude plpae 4o onl 2 el anles

olimebl L oS ooliwl 055 (LS5 oo sl 5,13l olgieas
Aol as e o b aaias g bles liolbaiyasS oS Jol>

D9 s

1. Richemont Group



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m os

YL o g g5 Jdoana S cwl la g J B slaa il ;)
B aewVb 55 o] laand soad 5 g9 LaSKuale glac s
el S0y 5 0 slog c ol oS Land L 6, Sen
Sloml sl 055 Ghlele L aslyse Suade So ST Jlaeglgiea
2l g pllaelems L 098 oo dimogh gl 105 )0 953 0 S
a ol Joles Sloas /Y g ame 18 (5,919 olsul (gl 095 laiand
(Sl Dl (gl 0y 5ol LaSuade ol pae 0! 5ol
L Soade Jolss ogomi aSly (g it a o Lgidas o pae g (>5b
Ly gltilejls 8 sl plw 5 o3 Saglo o sl 515,

S eolaiwl wls bls )l ey
L loasp anwg L b e 058l sLolie o ol (6l oSST LI
P oadan b laSoade (5,0 sloial codt e 5, S,
o8 355 gl ol lain3 Ly 5 S5eiS 5 bl ) sloanlp
S0 algd e 35> Ay (g lers A ay LaSoale (ploxl s oS

WP I FR U E W SR W A F VIV P EYp Sy Joov i
Gilwdip 5l as ‘S.La:&._u_l.m SYob o gd A By uitred
AJQHTQ&M‘WA_STA o5 "\_HSQFA ool ! AS).._..M.A
Sl e 53l 5Tl S sy (8T o) S i (g3l

Sgyen sleds 4 oy

o3 sy dguze —F
Slass (Sl Jol il 009 azlge olaiusgase Lo (idgim ol
Sgdre Cdils g9 La S dods ;o gilwaiy ain) 0 aS Slallas
Js—amms (53l Sy psmme Ly Boos (55l s logol adly 5o 55
o aallas ol ca Sl pgo 09— oo plsdil =8 i g3lwas p Lo



ov m olo GBS 1 gl (555!

0)—2{9) c_i_: S ‘A_ls Sl 00 r:l_’>u‘ u_.S).:‘)B (rn"sé)"‘)"_‘”‘
= Slgl e slid o3 S L ol eddids o Jre oS
=P aS o)l vz Jaix! ol iVl i 5, S 2 KU I
oLk g0 yo OYlie 4 Sl ofmgan 09 Azl (8 5l bad o Olalllas
Q5518 0429 s (oo A i uislw Bl Gy g mgSewl osls

Aile Heo Siwghy a5l g wleais asled oSSl ol o jein aS



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m oA

&l Cow pd

Andersson, S., Vierimaa, A. and Sundkvist, M. (2018), "Understanding
Emotions in B2B Branding", Koporcic, N., lvanova-Gongne,
M., Nystrom, A.-G.and Térnroos, J.-A. (Ed.) Developing Insights
on Branding in the B2B Context, Emerald Publishing Limited,
Bingley, 151-162.

Anisimova, T. and Mavondo, F. (2014), “Aligning Company and Dealer
Perspectives in Corporate Branding: Implications for Dealer
Satisfaction and Commitment”, Journal of Business-to-Business
Marketing, 21(1), 35-56.

Asante-Darko, D., Adu Bonsu, B., Famiyeh, S., Kwarteng, A. and Goka,
Y. (2018), "Governance structures, cash holdings and firm value
on the Ghana Stock Exchange", Corporate Governance, 18 (4),
671-685.

Asberg, P. (2018), "A dualistic view of brand portfolios: the company’s
versus the customers’ view", Journal of Consumer Marketing, 35
(3), 264-276

Aureli, S. and Forlani, F. (2016), "The importance of brand architecture
in business networks: The case of tourist network contracts in
Italy", Qualitative Market Research, 19 (2), 133-155.

Bamm, R., Helbling, M. and Joukanen, K. (2018), "Online Branding and
the B2B Context", Koporcic, N., lvanova-Gongne, M., Nystrom, A.-
G. and Térnroos, J.-A. (Ed.) Developing Insights on Branding in the
B2B Context, Emerald Publishing Limited, Bingley, 163-176.

Branddo, A., Sousa, J.C.C.andRodrigues, C.(2020), "A dynamic
approach to brand portfolio audit and brand architecture
strategy", European Business Review, 32 (2), 181-210

Brexendorf, T.O.and Keller, K.L.(2017), "Leveraging the corporate
brand: The importance of corporate brand innovativeness and
brand architecture", European Journal of Marketing, 51 (9/10),
1530-1551

Chan, C. S.and Marafa, L.M. (2018), "Branding Places and Tourist
Destinations: A Conceptualisation and Review", Camilleri,
M.A. (Ed.) The Branding of Tourist Destinations: Theoretical and
Empirical Insights, Emerald Publishing Limited, Bingley, 15-42.


https://www.emerald.com/insight/search?q=Stella%20Andersson
https://www.emerald.com/insight/search?q=Anette%20Vierimaa
https://www.emerald.com/insight/search?q=Mirjam%20Sundkvist
https://www.emerald.com/insight/search?q=Nikolina%20Koporcic
https://www.emerald.com/insight/search?q=Maria%20Ivanova-Gongne
https://www.emerald.com/insight/search?q=Maria%20Ivanova-Gongne
https://www.emerald.com/insight/search?q=Anna-Greta%20Nystr%C3%B6m
https://www.emerald.com/insight/search?q=Jan-%C3%85ke%20T%C3%B6rnroos
https://www.emerald.com/insight/search?q=Disraeli%20Asante-Darko
https://www.emerald.com/insight/search?q=Bright%20Adu%20Bonsu
https://www.emerald.com/insight/search?q=Samuel%20Famiyeh
https://www.emerald.com/insight/search?q=Amoako%20Kwarteng
https://www.emerald.com/insight/search?q=Yayra%20Goka
https://www.emerald.com/insight/search?q=Yayra%20Goka
https://www.emerald.com/insight/publication/issn/1472-0701
https://www.emerald.com/insight/search?q=Per%20%C3%85sberg
https://www.emerald.com/insight/publication/issn/0736-3761
https://www.emerald.com/insight/search?q=Selena%20Aureli
https://www.emerald.com/insight/search?q=Fabio%20Forlani
https://www.emerald.com/insight/publication/issn/1352-2752
https://www.emerald.com/insight/search?q=Robert%20Bamm
https://www.emerald.com/insight/search?q=Marc%20Helbling
https://www.emerald.com/insight/search?q=Kaisa%20Joukanen
https://www.emerald.com/insight/search?q=Nikolina%20Koporcic
https://www.emerald.com/insight/search?q=Maria%20Ivanova-Gongne
https://www.emerald.com/insight/search?q=Anna-Greta%20Nystr%C3%B6m
https://www.emerald.com/insight/search?q=Anna-Greta%20Nystr%C3%B6m
https://www.emerald.com/insight/search?q=Jan-%C3%85ke%20T%C3%B6rnroos
https://www.emerald.com/insight/search?q=Am%C3%A9lia%20Brand%C3%A3o
https://www.emerald.com/insight/search?q=Jose%20Carlos%20C.%20Sousa
https://www.emerald.com/insight/search?q=Clarinda%20Rodrigues
https://www.emerald.com/insight/publication/issn/0955-534X
https://www.emerald.com/insight/search?q=Tim%20Oliver%20Brexendorf
https://www.emerald.com/insight/search?q=Kevin%20Lane%20Keller
https://www.emerald.com/insight/publication/issn/0309-0566
https://www.emerald.com/insight/search?q=Chung-Shing%20Chan
https://www.emerald.com/insight/search?q=Lawal%20M.%20Marafa
https://www.emerald.com/insight/search?q=Mark%20Anthony%20Camilleri
https://www.emerald.com/insight/search?q=Mark%20Anthony%20Camilleri

o4 m olo GBS 1 gl (555!

Choi, J.and Seo, S.(2021), "Do brand rumors matter? The role of
brand equity and response  strategy to  brand
rumor", International Journal of Contemporary Hospitality
Management, 33 (8), 2862-2879.

Gabrielli, V.and Baghi, 1.(2016), "Brand architecture shift and
corporate brand equity: an exploratory study", Marketing
Intelligence & Planning, 34 (6), 777-794.

Hong, Y.J., Choi, B. and Lee, K. (2022a), "When background music in
audiovisual advertisements can boost the perceived competence
of the advertised brands — an empirical study from South
Korea", Asia Pacific Journal of Marketing and Logistics, Vol.
ahead-of-print No. ahead-of-print. doi.org/10.1108/APJML-03-
2022-0275.

Jalilvand, M. R. and Samiei, N. (2012), The effect of electronic word of
mouth on brand image and purchase intention: An empirical
study in the automobile industry in Iran, Marketing Intelligence &
Planning, 30 (4), 460-476.

Jestratijevic, I., Uanhoro, J.0. and Creighton, R. (2022), "To disclose or
not to disclose? Fashion brands' strategies for transparency in
sustainability reporting", Journal of Fashion Marketing and
Management, 26 (1), 36-50

Nayagadza, B., Kadembo, E. M. and Makasi, A. (2020), Exploring
internal stakeholders’ emotional attachment &
corporate brand perceptions through corporate storytelling
for branding, Cogent Business & Management, 7 (1), 1816254.

Nazir, F.(2023), "Destination branding through social media:
juxtaposition of foreign influencer’'s narratives and state’s
presentation on the event of Pakistan Tourism Summit
2019", Qualitative Market Research, Vol. ahead-of-print No.
ahead-of-print.

Neupane, S.and Neupane, B.(2017), "Board structure and
institutional ownership at the time of IPO", Managerial Finance,
43 (9), 950-965.

Nguyen-Viet, B. (2023), "The impact of green marketing mix elements
on green customer basedbrand equity in an emerging


https://www.emerald.com/insight/search?q=Jihee%20Choi
https://www.emerald.com/insight/search?q=Soobin%20Seo
https://www.emerald.com/insight/publication/issn/0959-6119
https://www.emerald.com/insight/publication/issn/0959-6119
https://www.emerald.com/insight/search?q=Veronica%20Gabrielli
https://www.emerald.com/insight/search?q=Ilaria%20Baghi
https://www.emerald.com/insight/publication/issn/0263-4503
https://www.emerald.com/insight/publication/issn/0263-4503
https://www.emerald.com/insight/search?q=You%20Jeong%20Hong
https://www.emerald.com/insight/search?q=Beomjoon%20Choi
https://www.emerald.com/insight/search?q=Kyogu%20Lee
https://www.emerald.com/insight/publication/issn/1355-5855
https://doi.org/10.1108/APJML-03-2022-0275
https://doi.org/10.1108/APJML-03-2022-0275
https://www.emerald.com/insight/search?q=Mohammad%20Reza%20Jalilvand
https://www.emerald.com/insight/search?q=Neda%20Samiei
https://www.emerald.com/insight/publication/issn/0263-4503
https://www.emerald.com/insight/publication/issn/0263-4503
https://www.emerald.com/insight/search?q=Iva%20Jestratijevic
https://www.emerald.com/insight/search?q=James%20Ohisei%20Uanhoro
https://www.emerald.com/insight/search?q=Rachel%20Creighton
https://www.emerald.com/insight/publication/issn/1361-2026
https://www.emerald.com/insight/publication/issn/1361-2026
https://www.emerald.com/insight/search?q=Farhad%20Nazir
https://www.emerald.com/insight/publication/issn/1352-2752
https://www.emerald.com/insight/search?q=Suman%20Neupane
https://www.emerald.com/insight/search?q=Biwesh%20Neupane
https://www.emerald.com/insight/publication/issn/0307-4358
https://www.emerald.com/insight/search?q=Bang%20Nguyen-Viet

VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m 5.

market", Asia-Pacific Journal of Business Administration, 15 (1),
96-116.

Niros, M.l Niros, A, Pollalis, Y.andDing, Q.S.(2022), "Effective
marketing strategies for global FMCG brands during COVID-19
pandemic crisis", International Marketing Review, Vol. ahead-of-
print No. ahead-of-print. doi.10.1108/IMR-11-2021-0327

Padela, S.M.F., Wooliscroft, B. and Ganglmair-Wooliscroft, A.(2023),
"Brand systems: integrating branding research
perspectives", European Journal of Marketing, 57 (2), 387-425

Ponnam, A, S, S. and Balaji, M.S. (2015), "Investigating the effects of
product innovation and ingredient branding strategies on brand
equity of food products", British Food Journal, 117 (2), 523-537.

Quamina, L. T., Xue, M. T. and Chawdhary, R. (2023), ‘Co-branding as
a masstige strategy for luxury brands: Desirable or not?, Journal
of Business Research, 158, 113704.

Rajagopal, A. (2019), Competitive Branding Strategies: Managing
Performance in Emerging Markets, Palgrave Macmillan,
Switzerland.

Roy, D. and Banerjee, S. (2012), Strategic branding roadmap for SMEs
operating in business-to-business sector, Journal of Research in
Marketing and Entrepreneurship, 14 (2), 142-163.

Saeed, M.R,, Burki, U., Ali, R., Dahlstrom, R.andZameer, H.(2022),
"The antecedents and consequences of brand personality: a
systematic review", EuroMed Journal of Business, Vol. 17 No. 4,
pp. 448-476.

Strebinger, A.(2014), "Rethinking brand architecture: a study on
industry, company- and product-level drivers of branding
strategy", European Journal of Marketing, 48 (9/10), 1782-1804.

Temprano-Garcia, V., Perez-Fernandez ,H., Rodriguez-Pinto, J.,
Rodriguez-Escudero, A. |. and Barros-Contreras, |. (2023), How to
build a brand-oriented family firm: The impact of socioemotional
wealth (SEW) dimensions, Journal of Business Research, 163,
113929.

Thottoli, M.M. and Al Harthi, F.N.(2022), "Corporate branding and
firm performance: a study among Oman hotel industry", Arab
Gulf Journal of Scientific Research, 40 (3), 214-234.


https://www.emerald.com/insight/publication/issn/1757-4323
https://www.emerald.com/insight/search?q=Meletios%20I.%20Niros
https://www.emerald.com/insight/search?q=Angelica%20Niros
https://www.emerald.com/insight/search?q=Yannis%20Pollalis
https://www.emerald.com/insight/search?q=Qing%20Shan%20Ding
https://www.emerald.com/insight/publication/issn/0265-1335
https://doi.org/10.1108/IMR-11-2021-0327
https://www.emerald.com/insight/search?q=Shoaib%20M.%20Farooq%20Padela
https://www.emerald.com/insight/search?q=Ben%20Wooliscroft
https://www.emerald.com/insight/search?q=Alexandra%20Ganglmair-Wooliscroft
https://www.emerald.com/insight/publication/issn/0309-0566
https://www.emerald.com/insight/search?q=Abhilash%20Ponnam
https://www.emerald.com/insight/search?q=Sreejesh%20S
https://www.emerald.com/insight/search?q=M.S.%20Balaji
https://www.emerald.com/insight/publication/issn/0007-070X
https://www.emerald.com/insight/search?q=Muhammad%20Rashid%20Saeed
https://www.emerald.com/insight/search?q=Umar%20Burki
https://www.emerald.com/insight/search?q=Raza%20Ali
https://www.emerald.com/insight/search?q=Robert%20Dahlstrom
https://www.emerald.com/insight/search?q=Hashim%20Zameer
https://www.emerald.com/insight/publication/issn/1450-2194
https://www.emerald.com/insight/search?q=Andreas%20Strebinger
https://www.emerald.com/insight/publication/issn/0309-0566
https://www.emerald.com/insight/search?q=Mohammed%20Muneerali%20Thottoli
https://www.emerald.com/insight/search?q=Fatma%20Nasser%20Al%20Harthi
https://www.emerald.com/insight/publication/issn/1985-9899
https://www.emerald.com/insight/publication/issn/1985-9899

51 m obo GBS 1 g s 555!

Turner, J. (2021), Randall Collins on Micro-Meso-Macro Theorizing, in
Theoretical Sociology, Routledge Publications, New York.

Villegas, D.A. and Marin, A.M. (2022), "Bilingual brand communities?
Strategies for targeting Hispanics on social media", Journal of
Product & Brand Management, 31 (4), 586-605.

Yao, P.and Wang, X.(2018), "Research on the relationship of the
weaker enterprises post-merger brand strategy and consumers’
purchase intention: Based on the brand authenticity", Journal of
Contemporary Marketing Science, 1 (1), 34-52.

Yu, Y., Rothenberg, L.and Moore, M. (2021), "Exploring young
consumer's  decision-making  for  luxury  co-branding
combinations", International Journal of Retail & Distribution
Management, 49 (3), 341-358.

Zelenskaya, E.andElkanova, E.(2021), "Designing place brand
architecture: the potential of a sub-brands strategy", Journal of
Product & Brand Management, 30 (1), 167-179.

oS 158 ol ot WYl 1Cawgw

o &

El Paswan, A.K., Guzmén, F. and Pei, Z. (2021), "Innovation-branding:
should all firms be equally ambidextrous?", Journal of Product & Brand
Management, Vol. 30 No. 5, pp. 754-767.

E2 Bell, J. (2009), "BRICOland brands: the rise of the new multinationals”,
Journal of Business Strategy, Vol. 30 No. 6, pp. 27-35

E3 | Gyan, AK. (2017), "Moderating role of productivity on diversified
conglomerates and performance: the case of Malaysia", Asia-Pacific
Journal of Business Administration, Vol. 9 No. 2, pp. 118-133

E4 | Jit Singh Mann, B. and Kaur, M. (2013), "Exploring branding strategies of
FMCG, services and durables brands: evidence from India", Journal of
Product & Brand Management, Vol. 22 No. 1, pp. 6-17.

E5 Theng So, J., Grant Parsons, A. and Yap, S. (2013), "Corporate branding,
emotional attachment and brand loyalty: the case of luxury fashion
branding”, Journal of Fashion Marketing and Management, VVol. 17 No. 4,
pp. 403-423.

SD1 | Torres, 1., Villalba, J. J., Lopez-Cevallos, D. F. and Galea, S. (2024),
Governmental institutionalization of corporate influence on national
nutrition policy and health: a case study of Ecuador, The Lancet Regional
Health - Americas, Vol. 29, pp.100645



https://www.emerald.com/insight/search?q=Dino%20A.%20Villegas
https://www.emerald.com/insight/search?q=Alejandra%20Marin%20Marin
https://www.emerald.com/insight/publication/issn/1061-0421
https://www.emerald.com/insight/publication/issn/1061-0421
https://www.emerald.com/insight/search?q=Peng%20Yao
https://www.emerald.com/insight/search?q=Xinxin%20Wang
https://www.emerald.com/insight/publication/issn/2516-7480
https://www.emerald.com/insight/publication/issn/2516-7480
https://www.emerald.com/insight/search?q=Yanan%20Yu
https://www.emerald.com/insight/search?q=Lori%20Rothenberg
https://www.emerald.com/insight/search?q=Marguerite%20Moore
https://www.emerald.com/insight/publication/issn/0959-0552
https://www.emerald.com/insight/publication/issn/0959-0552
https://www.emerald.com/insight/search?q=Elena%20Zelenskaya
https://www.emerald.com/insight/search?q=Elena%20Elkanova
https://www.emerald.com/insight/publication/issn/1061-0421
https://www.emerald.com/insight/publication/issn/1061-0421

VT i) F 5 lods (90030 0,99 iy o aclibead | SY

Fore]

SD2

Rondi, E., Benedetti, C., Bettinelli, C. and De Massis, A. (2023), Falling
from grace: Family-based brands amidst scandals, Journal of Business
Research, Vol. 157 pp. 113637

SD3

Juntunena, M., Ismagilovab, E., Oikarinenc, E. L. (2020), B2B brands on
Twitter: Engaging users with a varying combination of social media
content objectives, strategies, and tactics, Industrial Marketing
Management, Vol. 89 pp. 630-641

SD4

Chen, J., Elliott, M. and Koh, A. (2023), Capability accumulation and
conglomeratization in the information age, Journal of Economic Theory,
Vol. 210 pp. 105647

SD5

Lopez, B., Rangel-Perez, C., and Fernandez, M. (2023), Sustainable
strategies in the luxury business to increase efficiency in reducing carbon
footprint, Journal of Business Research, Vol. 157 pp. 113607

SD6

Smith, R. W. and Keller, K. L. (2021), If all their products seem the same,
all the parts within a product seem the same too: How brand homogeneity
polarizes product experiences, International Journal of Research in
Marketing, Vol. 38 pp. 698-714

SD7

Kiss, M., Czine, P., Balogh, P. and Szakaly, Z. (2022), The connection
between manufacturer and private label brands and brand loyalty in
chocolate bar buying decisions — A hybrid choice approach, Appetite,
Vol. 177 pp. 106145

SD8

Niyas, N. and Kavida, V. (2022), Impact of financial brand values on firm
profitability and firm value of Indian FMCG companies, IMB
Management Review, Vol. 34, pp. 346-363.

SD9

Kim, D.; Kim, R.; Lee, T.; Choi, S. (2021), Related Diversification Using
Core Competencies in South Korean Dairy Industry. J. Open Innov.
Technol. Mark. Complex. Vol. 7, p. 243

SD10

Cha, J.; Cho, Y.; Yoon, Y.; Choi, S. (2021), Retail Regulation in South
Korea: The NoBrand Case. J. Open Innov. Technol. Mark. Complex. Vol.
7,p.57.

SD11

Wang, D. H. M., Chen, P. H., Yu, T. H. K. and Hsiao, C. Y. (2015), The
effects of corporate social responsibility on brand equity and firm
performance, Journal of Business Research, VVol. 68 No. 11, pp. 2232-
2236.

SD12 | Osterle, B., Kuhn, M. M. and Henseler, 1. (2018), Brand worlds:
Introducing experiential marketing to B2B branding, Industrial Marketing
Management, Vol. 72 pp. 71-98

SD13 | Giilsoy, T., Ozkanl, O., and Lyncha, R. (2011), International branding

strategies of developing countries: The case of Argelik, Procedia Social
and Behavioral Sciences, Vol. 24 pp. 1201-1217

SD14

Andonova, V. and Losada-Otélora, M. (2020), Understanding the
interplay between brand and innovation orientation: Evidence from
emerging multinationals, Journal of Business Research, Vol. 119, pp. 540-
552




v m obo GBS 1 g s 555!

o

Fore]

SD15

Colucci, M., Montaguti, E. and Lago, U. (2008), Managing brand
extension via licensing: An investigation into the high-end fashion
industry, International Journal of Research in Marketing, Vol. 25 pp. 129-
137

SD16

Ewing, M., Napoli, J. and Pitt, L. (2001), Managing Southeast Asian
Brands in the Global Economy, Business Horizons, Vol. 44, No. 3, pp.
52-58

SD17

Johansson, J. K., Dimofte, C. V. and Mazvancheryl, S. K. (2012), The
performance of global brands in the 2008 financial crisis: A test of two
brand value measures, International Journal of Research in Marketing,
Vol. 29 pp. 235-245

SD18

Kang, K. H. and Lee, S. (2014), The moderating role of brand
diversification on the relationship between geographic diversification and
firm performance in the US lodging industry, International Journal of
Hospitality Management, Vol. 38 pp. 106-117

SD19

Kerr, G, and Darroch, J. (2005), Insights from the new conglomerates,
Business Horizons, Vol. 48, pp. 347-361.

SD20

Kwun, D. J. W. and Oh, H. (2007), Consumers’ evaluation of brand
portfolios, International Journal of Hospitality Management, Vol. 26, pp.
81-97

SD21

Liu, S., Perry, S., Moore, C. and Warnaby, G. (2016), The
standardization-localization dilemma of brand communications for luxury
fashion retailers' internationalization into China, Journal of Business
Research, VVol. 69 No. 1, pp. 357-364

SD22

Mohan, M., Brown, B. P., Sichtmann, C. and Schoefer, K. (2018),
Perceived globalness and localness in B2B brands: A co-branding
perspective, Industrial Marketing Management, Vol. 72 pp. 59-70

SD23

Garcia, C. P and de Azevedo, P. F. (2019), Should competition authorities
care about conglomerate mergers? International Journal of Industrial
Organization, Vol. 66 pp. 78-118

SD24

Anbumathi, R., Dorai, S. and Palaniappan, U. (2023), Evaluating the role
of technology and non-technology factors influencing brand love in
Online Food Delivery services, Journal of Retailing and Consumer
Services, Vol. 71 pp. 103181

R1

del Castillo, T. P., Soloaga, P. D. and McColl, J. (2020), Lifestyle
branding as a brand-oriented positioning strategy: Insights from Spanish
fashion consultants, Journal of Global Fashion Marketing, VVol. 11 No. 4,
pp. 361-379

R2

O'Reilly, D. (2005), Cultural Brands/Branding Cultures, Journal of
Marketing Management, VVol. 21 No. 5-6, pp. 573-588

R3

Chung, J. and Jeon, S. (2014), Portfolio effects in conglomerate mergers:
the empirical evidence of leverage effects in Korean liquor market,
Applied Economics, Vol. 46 No. 35, pp. 4345-4359




R R e

Fore]

R4

Fan, Y. (2008) Country of origin, branding strategy and
internationalisation: the case of Chinese piano companies, Journal of
Chinese Economic and Business Studies, Vol. 6 No. 3, pp. 303-319

R5

Hahm, S. and Khan, M. A. (2001), Co-Branding Strategy in the
Restaurant Industry, Journal of Hospitality & Leisure Marketing, Vol. 8
No. 1-2, pp. 45-61

R6

Hjalager, A. M. and Konu, H. (2011), Co-Branding and Co-Creation in
Wellness Tourism: The Role of Cosmeceuticals, Journal of Hospitality
Marketing & Management, VVol. 20 No. 8, pp. 879-901

R7

Kim, W. G., Lee, S. and Lee, H. Y. (2007), Co-Branding and Brand
Loyalty, Journal of Quality Assurance in Hospitality & Tourism, Vol. 8
No. 2, pp. 1-23

R8

Pasquinelli, C. (2013) Competition, cooperation and co-opetition:
unfolding the process of inter-territorial branding, Urban Research &
Practice, Vol. 6 No. 1, pp. 1-18

R9

Perren, A. (2010), Business as Unusual: Conglomerate-Sized Challenges
for Film and Television in the Digital Arena, Journal of Popular Film and
Television, Vol. 38 No. 2, pp. 72-78

R10

Murtas, G., Pedeliento, G., Mangio, F. and Andreini, D. (2022) Co-
branding strategies in luxury fashion: the Off-White case, Journal of
Strategic Marketing, DOI: 10.1080/0965254X.2022.2160484

S1

Aaker, D. A., & Joachimsthaler, E. (2000). The Brand Relationship
Spectrum: The Key to the Brand Architecture Challenge. California
Management Review, 42(4), 8-23.

S2

Brodie, R. J., Benson-Rea, M., & Medlin, C. J. (2017). Branding as a
dynamic capability: Strategic advantage from integrating meanings with
identification. Marketing Theory, 17(2), 183-199.

S3

Cayla, J., & Arnould, E. J. (2008). A Cultural Approach to Branding in
the Global Marketplace. Journal of International Marketing, 16(4), 86-
112.

S4

Scott, R. and Bennett, E. (2015), “Branding Resources: Extractive
Communities, Industrial Brandscapes and Themed Environments.” Work,
Employment & Society, vol. 29, no. 2, pp. 278-94.

S5

Vallaster, C., Lindgreen, A., & Maon, F. (2012). Strategically Leveraging
Corporate Social Responsibility: A Corporate Branding Perspective.
California Management Review, 54(3), 34-60.

S6

Diamond, N., Sherry, J. F., Mufiiz, A. M., McGrath, M. A., Kozinets, R.
V., & Borghini, S. (2009). American Girl and the Brand Gestalt: Closing
the Loop on Sociocultural Branding Research. Journal of Marketing,
73(3), 118-134.

S7

Gao, Z. (2012). Chinese Grassroots Nationalism and Its Impact on
Foreign Brands. Journal of Macromarketing, 32(2), 181-192.

S8

Moor, L. (2008). Branding Consultants as Cultural Intermediaries. The
Sociological Review, 56(3), 408-428




50 m olo GBS b gty oSl
oS &
S9 Muzellec, L., & Lambkin, M. C. (2009). Corporate branding and brand
architecture: a conceptual framework. Marketing Theory, 9(1), 39-54.
S10 | Parmigiani, A., & Rivera-Santos, M. (2011). Clearing a Path Through the
Forest: A Meta-Review of Interorganizational Relationships. Journal of
Management, 37(4), 1108-1136
S11 | Pecot, F., & De Barnier, V. (2017). Brand heritage: The past in the service
of brand management. Recherche et Applications En Marketing (English
Edition), 32(4), 72-90
S12 | Pike, A. (2009). Geographies of brands and branding. Progress in Human
Geography, 33(5), 619-645.
S13 | Varghese, J., & Deepa, R. (2023). Gamification as an Effective Employer
Branding Strategy for Gen Z. NHRD Network Journal, 16(3), 269-279.
S14 | Lee, J., & Chu, W. (2023). Nudge Design Strategies for Experiential
Marketing and Retail Space Branding. Journal of Interior Design, 48(3),
174-190
SP1 | Varadarajan, R., DeFanti, M.P. & Busch, P.S. (2006), Brand portfolio,
corporate image, and reputation: Managing brand deletions. JAMS 34,
195-205
SP2 | Depeyre, C., Rigaud, E. & Seraidarian, F. (2018), Coopetition in the
French luxury industry: five cases of brand-building by suppliers of
luxury brands. J Brand Manag 25, 463473 .
SP3 | Gussoni, M., and Mangani, A.(2012) Corporate branding strategies in
mergers and acquisitions. Journal of Brand Management, 19, 772-787.
SP4 | Urde, M. (2013) The corporate brand identity matrix. J Brand Manag 20,
742-761.
SP5 | Pennington, J., and Ball, A. (2009), Customer branding of commodity
products: The customer-developed brand. J Brand Manag 16, 455467
SP6 | Rajagopal Sanchez, R. (2004), Conceptual analysis of brand architecture
and relationships within product categories. J Brand Manag 11, 233-247
SP7 | ljaouane, V., and Kapferer, JN. (2012), Developing Luxury Brands
Within Luxury Groups — Synergies Without Dilution?. Mark Rev St.
Gallen 29, 24-29
SP8 | Cao, Z., and Xu, K. (2022), CEO narcissism, brand acquisition and
disposal, and stock returns. J. of the Acad. Mark. Sci. 50, 777-799
SP9 | Li, D., and Chow, U.T. (2023), Discursive strategies in the branding of
Fortune Global 500 Chinese manufacturing companies. Humanit Soc Sci
Commun 10, 347
SP10 | Schreiber, E. (2002), Brand strategy frameworks for diversified
companies and partnerships. J Brand Manag 10, 122-138
SP11 | Peeroo, S. (2023). Organizing for Social Media Marketing: A Case of

Conglomerates in Mauritius. In: Pati, B., Panigrahi, C.R., Mohapatra, P.,
Li, KC. (eds) Proceedings of the 6th International Conference on Advance
Computing and Intelligent Engineering. Lecture Notes in Networks and
Systems, vol 428. Springer, Singapore




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m 22

Fore]

SP12

Andersen, S.E., and Johansen, T.S. (2023), The activist brand and the
transformational power of resistance: towards a narrative conceptual
framework. Journal of Brand Management,
https://doi.org/10.1057/s41262-023-00320-1

w1

Poddar A, and Narula SA. (2018), Sustainability reporting practices in
India: A study of selected conglomerates. Strategic Change. 27 (6), 543—
557

W2

Ashcraft, K.L., Muhr, S.L., Rennstam, J. and Sullivan, K. (2012),
Professionalization as a Branding Activity: Occupational Identity and the
Dialectic of Inclusivity-Exclusivity. Gender, Work & Organization, 19:
467-488

W3

seyed, M. and Merunka, D. (2014), The Use of Territory of Origin as a
Branding Tool. Global Business and Organizational Excellence, 34: 32-40

W4

Zhang Y, Tsang D, and Fuschi DL. (2020), Chinese multinationals on the
New Silk Route: Managing political risk by branding the nation.
Thunderbird Int. Bus. Rev. 62: 291-303.

W5

Calzolari, G. and Scarpa, C. (2016), CONGLOMERATES AND
REGULATION. Econ Inq, 54: 1648-1669

W6

Canziani BF, Welsh DHB, Dana L-P, and Ramadani V. (2020), Claiming
a family brand identity: The role of website storytelling. Can J Adm Sci.
37: 68-81.

W7

Dickinson, S. and Barker, A. (2007), Evaluations of branding alliances
between non-profit and commercial brand partners: the transfer of affect.
Int. J. Nonprofit Volunt. Sect. Mark., 12: 75-89

W8

Itaman, R. and Wolf, C. (2021), Industrial Policy and Monopoly
Capitalism in Nigeria: Lessons from the Dangote Business Conglomerate.
Development and Change, 52: 1473-1502

W9

Milberg, S. J., Cuneo, A., Silva, M., & Goodstein, R. C. (2023). Parent
brand susceptibility to negative feedback effects from brand extensions: A
meta-analysis of experimental consumer findings. Journal of Consumer
Psychology, 33, 21-44

W10

Kim, D., Kandemir, D. and Cavusgil, S.T. (2004), The role of family
conglomerates in emerging markets: What Western companies should
know. Thunderbird Int'l Bus Rev, 46: 13-38.

w11

Pfannes, C., Meyer, C., Orth, U. R., & Rose, G. M. (2021). Brand
narratives: Content and consequences among heritage brands. Psychol
Mark, 38, 1867-1880

W12

Townsend, J.D., Cavusgil, S.T. and Baba, M.L. (2010), Global Integration
of Brands and New Product Development at General Motors. Journal of
Product Innovation Management, 27: 49-65

W13

Treiblmaier, H. and Strebinger, A. (2008), The effect of e-commerce on
the integration of IT structure and brand architecture. Information Systems
Journal, 18: 479-498.




Xy C o aollas

*
Q..

A WA PRV SRS I FPR T ¥ ojleds a3l 090
VRV F il b VEY s
http://bmr.alzahra.ac.ir :cole oy YN A ao

Y

Aow Sxio 38 (S g Sl d @ o8 (S 1 Jow 41y
Potsbes L "7 gaud dnel T pmienns o e
oS
5y 5 DL ] ] ol Sy S sl glsi 5 Sl Jp—
Solae 5] S5 g pimicn dgpnd Sggy oy ] 0 ] 00l S LS Ce
sLlaiy] Jao SO sl iddllbo ) Sao ol L ], g0 Sz s,
oy gl e s 4o Gk, jpbitod s A Db o doo St y0 (ko Sl 4z
Lasl JLolwd ad gloarlas  ivgi il .cowloa i oola wl ol 0ol
[o/}_’ &y gy &)L'—Q/ﬁj—’} (O L;L‘D‘JL‘.L%} L;)/djdf)/} 09 “M(JK)"}
Solas o lgs (ol Jdo o] i ooldiw] Lodrlao gloools Ll sl
0 9 SHia; gy SA LS o a5 sy ie Jlmns d e L) s S, ST
dos o slid ) s Jliomo aymi sLa5)) I fols mlis g Lo, Sal, colys
agdo IV a5 oo o Hlid gl diou s 4] Lod Sydo g potlds G 0 45
;Q_Af_g “_s_;/ju‘uw/u_w);ga ;‘_s_;L.:..A_M.J ;L;JL.JOJ[;Q/}Q_.J UZALMJ
(550 (5o g (59l i8 il o IS el S g Sl sl 0,8
A2 po LS, day Crio (g o Sl 20 5] Jdo Lol olef

Mazed 4,20 Sl&5 o o da o Jluzmo Jp2 5 ko dy 2 1 6blS 51y

o5 g Glaie et L piisrs o, goetils 0l (ol I a4l b Sl g s adlie ol N
il oo Hsline 5 Lesaly aslul oleal,

10.22051/BMR.2024.47319.2579 : Jloous awlis ¥

Ol el a5 a3l olE_tils sl oMbl (5 )5l 8 o pa e )| (s IS gyl Y
smohsenin95@gmail.com

R0\ S [P\ U g U S P I NN PTG V- U WDy U g U | N PE SO CEWEP Y I
a.khadivar@alzahra.ac.ir

Ol el Ao 00 _dgh elec 2 g e ey segos —dgh 05,5 Lokl D
niakan@irc.ac.ir


https://doi.org/10.22051/bmr.2024.46221.2556
mailto:%20%20smohsenin95@gmail.com
mailto:%20%20smohsenin95@gmail.com
mailto:%20a.khadivar@alzahra.ac.ir
mailto:%20a.khadivar@alzahra.ac.ir
mailto:%20a.khadivar@alzahra.ac.ir
mailto:leili.niakan@yahoo.com
mailto:leili.niakan@yahoo.com

VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m FA

doddo —)
S S gmnS 3 90 )3 (i sLo sl wnax slacs ysld Hb L
o=l = oo i Sewlen Ol i b wol Lo sl ccal 00,8
(Y’ \# ‘Cb)b 9 )9.)..\>) Sl 00l C).E.n Ao U"‘ 39 e
6}L“-‘°°l—:-3. ‘Lm)lfswf 6‘)—.’ JL,_ouo J5_>u d._‘>9.,J.‘L9 dl-")-" Sg9>¢ L
e Slesied eSS g 5lwenly an L 4 o Jgo8 oyl il g o
Sbpieay pilashl gl Ga e a S e ul LSge S slao ol
bl pegie 1 6 iie collo, (VoY) o - eng D) ol o
Sl e Sl (7 9 G Slegdge (S 5 Sl ol S
A\l oA & e .o . . e - & .
¢ Snigh) 00,5 o (L (5 e (gaine) 5o Gl Klshy 5 Lobl5L
O ygmodm |y Q0SB ,me L, g ol Ll ol ) ol LS geuS
ol ools 18 jLad co 1) s sl 15 g eols s owlal
Gaa loa s el LI e ‘_ga_>~\;>L..._Mra5_ero.o S yomiin &y (25
30 900, 5 jepb Susleol dn g L Sudd W, 84 amie 4 o ol
de2 dau |y laaxis g lo Kiagh 5l gl a g5 (3] Glada s
Sie) )0 idsim e, ol 51OV VY a8 o Sy cod 09,8 >
S @l o Bl slaJlw jo 05gan (65t A o o o
ko IR iagh 5 o pte slacadyl 5l (So a5 4l Coeal
o=l 50 SleaSTy g ggisto 00 i il 3 an el ol al oul

1. Lopis-Albert
2. Fonseca
3. McLean Graeme


https://shamizanjani.ir/%d8%aa%d8%ad%d9%88%d9%84-%d8%af%db%8c%d8%ac%db%8c%d8%aa%d8%a7%d9%84-digital-transformation-%da%86%db%8c%d8%b3%d8%aa-%d8%9f/

$A || ann oo 39 (g piien Jlirmo 4225 S5 e 1

Sy (64,25 1y 35 e (VW VAA ¢ m0u,S) Col 00l oxio d o)
SmdeS 3l G dbaplejlos sl (S8 S e sl sl
539> 4 95339, ADe (Y VY ol 5 1 o) o)ls el Slovs
sleolsll g La ol Lo JUK o Socomy (!l 5l g yiin & 20
aan Lo 5 gl 8l L wsaoye Lacs )b 90,5 0 olas & yiiinn

Yo L yslis®) ams gl o tlly (ol @ s> Al
39 932 oo il 3l 6 I Fale y 03Kl (golaidl gl e

Lo Jls e j0 0 o Lo jgiS dnwgi g 0 ;0 oo il xS
i Gl ol ) Lgs Jloizms Joo8 ol ole0 j0 ) il 8l
Lajls as azg Lol Jlizws OVe o o Jdo pon 4 el JS 9SS
Slgi o «Djgme ml )3 1) S B Az 9je ik DLl

OF s @wlelds pesaesme) WS S8 L b S g drwgd @
¢ yimiion Sl LIl ol 8l g aua i ColB,) (659 el Ao Jlale i g0
(OhySaaw 5l (6 )l 9 0S o pies Ao 3l o 1) (6t 4 o
4ol e clB) B ol 50 pa S g0ulS g Lol ele 1) o
(8 yiion Ay yzi 4 S oo Ll LacS b 5l oo o AY 5L a S
L Jelss o (7 VA T g5 me) b s o Ll (gl (S oo
LT as oS cpmnd 0lgs oo 45 0 e ool Buile j9ai SO S aes
Fae, e Fladly o, Lo, S aalgs anuad |y 095 aay [JiSaay
cde ana s ag )l ledlisls, S anaai |y 095 (gaom 4S5 Jb s

1. Kuppelwieser
2. Pemberton



V¥ yliannn) F 5 ylous a3l 6593 ey g y30 daliliad m V.

‘\L¢J|..\_A) aslabls 8 b L 0y95 0 aS Cwlodgy o9t 4
AERR

g Lol o (b)) sloosis o 81 o0 Lo yslid joebs L
S o |y (LSl (il ol 8l any Jltoms slasiy) 5 03,5 zsd (bt
sy (8lod S Dbl am ¢SS 5 Sl Cudgae (9o 45
Jlz 0o sloul alasd (o 1) goasin glo ST 5 g oS lay
Pl slmoged (ol joodl g Jliboms wlod LLE (51>
dxwgs 3l eolaiwl L g oo Lo ylojlw ¥ game g Sloas L o)L 2 e
oolod blas jo (6 e au oo gl Ll ool o Jloows sla ,5ld
OYAA «og,S) cebls 1y (g yites |

JEezms Joou 50 ity lio 5l (50 4o Caio Sl ang b
Slogs anl 3 T S5t 5 Oyt Jlims a8 a4z g v
oy 10 L Yo VA )0 mryod Lil5S ol s sl 55 5
M (3 Ao oo 10 393 (Jliizns (e 25l Gl e
(YA I5 50

wiebgn gLl 5 e il YLy 358 dgg s dans ario el 4o
Ol L] 5 09 plSen asil,glis slas,glss b og 4 ol anusles
Slawn slacs ;6 sgane ol Jls ;008 eyl 1) oA Sa e
D5 g dSlode) 5l mlan (Je BB as 5 oS w505 o
=l ol e a g Jee 3503, S o) Sz Jo—o0
AUV YRS DU SN R I U NN
Jizes ololil g0 me L8 (g 5ls 5 g (5,5L8 )l 9525 )]
ol ot il oLy oSl 5 Lanolmg s5ailel, 5 (gMass ¥y oo

1. Medallia
2. Morgan



VI [ ae comio 39 (g pin Jlirmpo 42525 U5 e 1

sl 00 Y g amte sl DT (g8 g A ebd e Coosd A lie g
2 s sl g 60, potio 99 Blsiedn sls 5 5,5l
Jo20 50 aiwd (5,500 5nS 5 )Ty jlws slal Gl)ls ey Caio
)L’;_">L,.u ‘Lg)l_fjw.f LngJ..\_o cg’.’.:ys_.a?m 9 Lm._\_..,\).e = 05){9 ‘JL..:uo
JUDUES I WS S LAV (UL OSSR L, S | B &= VI E S S D] EW

OFe e xe ol g L) aal asls
GlaeS 8 ol i Jlims a2 gLl slwoseb (o) 2 L
asles (f‘)"o (5‘4_3954_3 LQQT (_g\)_g ol 6“‘—’)"'—’ NEN Sy |) Sg>
Obyiie v g Loyl (slm v w0038l o3l slonl 4y oxie Colesyo o5
o=l 59 Gla oo a5gSs aS el ol e Jilwos 31 (SO AT 00, F
l_cu)‘ ‘) S f—iin éL..ouo (G4 50 (G i u,ul_m JoLB.;)og oo

Wl

Ol a5 (Jae (e 48 s e plis 23S sla g (o)
sbAn i dey Caio 0 ) b e Jltos a2 o] el
Gl )| Jae SO sl e ipgi ol Baa .l 000 S g mal>
2 helye az aS o Bl oo e Caio 50 (g Jlms 425
gy ol Sl wiin S, 5b (6t Jlions a8 L)
2l 5 Laasly 35,38 Jdlse o 5 plolid ams oo JSi5
i a5 L)) fhe ey bl 5, Salslas bl o]
5 Bl gy mal dn by ye lasysles ador sl iaany g e
48T g0 SRgiy deiny 5 61 Sle ;55— Il el

] 00 &5 LQQT )1 Jol> (_g)_.fm



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m vy

s, Aoy 3 55 sion -V
WD s ool ul sole Slpal o Jlious Joou Oyle aS pl og>g b
Sl ol 5l e g i)l 5 0 )as 0529 (sa>ly ;15 )l pgpha 350 50
s ay Lt oo (¥ 214 Ll iy ) Csl o0
Slesls (2S5 0, Shos L5l (sl JLS gnS 55 (55518 5 LS4
Lo bl daasyl 3 Lo al, el 5 Lo sy ola pol ol o]
) Slesbowpsss bslyy Gizmen 9 Slosds g Y g—aze LS gnS
SrSasy S o Jims Uy OF+ siig ) S e i
slo)lpl s Lags,sld (93819, (o 4]y Laglejlw o ol (2 poe
P ol (G955 yomie ol Gl WS (e Brgid Sl
(s T) 0yt o Ll )5 5 5l slao il b o Lol
Lo a S cwl cpols ol ss sl as Jlotows Joo (VY0 -
09y Sllos LS genS glaald woledlbl (5,518 5l (g S0 it
(Jo25 ol ams o i | il o jemam g Slejlw la sl
D9 g lojlow )0 Lja8 ajei g LSl oyl o Sl Jol
55 705 2 i 53 s IS oty el Jpons 45 oo
ol 2 Sl 5,518 50 1 pals joboan Jltoms Jso5 el
s slolw slac 5 Slojls 5l 5 La Jls, aslelbl
Jlms Jso K0 e 0 o 0SB g (5)5L3 L )55
olesbw @bl 5 9, Sos L)l jolare ay (5518 Sl eslanl plss oo 1,
DI (6 iy Sl 45 6,08 gy o (VAL ) 5,8 iy a3
Sile (g Jliwzms slacs gl 5l 6 S0 e sl Jliwms Jo2u
bl g osls |l ‘\ﬂ°‘J—"-‘° o= Wl el slaalw,

1. Krishnakanthan
2. Li
3. Mobile Computing



W[ an o 39 (g pin Jlirms 42525 U5 Joe 1

(§ yun 425 (Gld e ;0 S g jloline S5y Bua b caialign
sl 00y iy o daz LS genS Jae G5 5 Sliles slaa s
19 el 45 sl sl lelasl Sl fpeads B ) 35 o3l
Sy Jloims Jy (ol s Lol sl s (slo 915 L agrlye
ST B P JOUN RS BRNCIE JNNER]
Juezes slag s 5l (ol slacsw ) g Llaco b @ pal> 2L
S it s > el ;S alan i Jy o5 3,8l 3 e

VY e K)ol Sl oo
g la bl 0 e Vg o0 g Ol s 4o Jlons Joo
Lo oUly dacdlad (sata 50 S¥go8 (ol 053 0 135 1o )S grunS

S aS gleacesd 56l et o 5 Sl LS genS sl Joe
5 99— s s 099 amy 1 5l (5 Dl 5 ()5l Args
AsS eolaiul oy slacglgl g Las al, liwly o Loyl 5l asles oo
$lasss e Jlms slacs gld il y olwssT ol Joou o0
0255 5 Sh92 sla Ll LS senS slaanl )b c¥game 4S5 cul
¥ T ) g 55550 5 b3k 23]

=8y 5l el Sy ol Jlizns Joo8 slavio, l oolii il
Saglamez (bl Loy alie b9 6 l0Salo ) (b i
Ll anaz 5 oS pelie S )0 S B 5 (b e glmoslsy
63 pebie slapinn 5 Sloles aiaijul lac LB s ol o
et Sl gl el 08 il i 9 608 A (eimes 9 DL
OV gl ) oyls 5L Slesles

3. Singh
4. Hess



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m vE

2,00 518 Jlzms Joo8 05lS 50 (6 e (4,25 (09—ed Joxie
iy Jlw iz 45 o (il 8 g DUl L Jlms sla s yld
syl ailosls i |y o piiin Ly olad 4o (53 delgd caiogy e
5 LacS 8 sl loagi 3l )] 4z ST s iiion a0 Oz S8 o
Sl s o s ol e ay pla Alls Lal S oo pal 8 ()l e
Aol pgd el adly il (6 pRaiiz 5l (i DLl
Al e 950 slaa ] 8 L aue Jlizws Ll U (S,
Jlzms Sl il 4l pgs 0y51 9525 a0 1) Sloslw sl tlls
Lo 8 glaci L 4 Wed (oSam)8 Ol s 4 oo Wl o0
doyzs aS olacs, b da e (ol 6 de cl o)l 10 5,5
o s (ool @bl a4y wsS o ol il piw gl Sl
OFRY gl gl) S o

Sasgeze il rie Sl 00laS ) (g4 25 s e Sl (a2
b yidie TR Gasd) Cl Jtons b 10 Slojlo L Lisdelss
Lol wisdoei B Jsl&5 095 Sujb 5 o>y o )lo o
Jlsis an Lagl wi o J5 S plgmsan |y loas g w¥game
L Lo, ] dalin § cloas 5 ¥ game oLl s (oive olodros
Gl 48 0t el laosy Ly ol Ul Lagl ai s 1,0 S
Ceite az) |y Lo jo3 il alolT il e 13 5 aill Cenl (b yito
aled Jiie (ke 4z g

AU s (Jlo i oS slagios 5| (S pleean don ato
J=ilb slacd)b a5 Slbls )l g ledlbl (g )5lid 3,500 glacd iy
50OV Jgw) 5l 18wl 0ogoi wl 8 T (sl | (slogall
ol 09t olsl johaz By 8 JUI aS ol 5l g L8 (Sl e

250 (6 e d > ladn 2 g b o slaceo b 3okl 6 e



VO [ any cunio 39 (g pin Jliampo 42525 Sl e 1

sloesls 5 Jltzms slaJUlS codj e as 090 0 alss e
5 9S o oloo, |y Leoaly L8 sl aas slacs i Lo
Candg 00 S s slaoliws 4l oo, wedlw d o oS 5

8 Ly L oo ool ool 4 1,z it m e b
Lo S e ol oo it 55 9y oo |y Sty o (S5l 5 o
5! SLel) ans o aly 81y ey 8,5 Ly (s ala e

TR LI

Jlemms as 50 Glw byte i g soua g de ol b (S
Oy aS 05y ly , 3T g Jol By abal ) sloul cByyl il ol 4o
ol Ll )b i dis 039 ol 0,0 sapge a | i d oy S oo Laosls
a8 e 8 15 U ol oeled bLE (gl s Yoone 9 05l Sslie
e glmosls 4y o) gl (2LS )0 flaca o o) slaS
35, 1539 Loy gnS 5l ()l 6l (B5b 3l 0,5 (i
St a3l e (ol Shome  Gliles (i il g 4y e als
il Oley ) e Le doy St ol A S 35, e
Sy Gl (i 45 dBae 1 a0l (0,5 05 0 slacs B
6oL 35 505 gl do QLWL 50,5 55 ped ol aidls ) agle o
Sy S pde 45 Sl o o a9 0o Loy ) ol (g9,

Iy s b i 5 (e loadiwo colid daools Jdodgdy jo
104 olacols o isy o 05 |y Jy—ame dxwgi g o5, S 5Ll

1. Dilmegani et al



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m Vs

Sgaza | Laosls 5l (b (6 S pre—al (Llgs 5 005 (o 5,4,
slodoie malS dan Caio (10,5 038 00 0 Ceo,yd W5l o0
a2 SO L crwl aan slo Sauled (5,90 0 S5t 9 (5 yimie >
g 2 5l A ais aiws 1 Lo 3890 dam oS 0 S0

(VoYY (SBebo) auS o oolaiul 208, sblse sl gl y osls
sl s,5ls 5l ool Ly 4 cusl (glay o o yiiin Jlitzms a5
oz 4m (V) glLSen \n_;—“‘-‘s*.“’ S ol L] Jlizms
A ol dlae ol asla 2oy dan Caio o Jllzwd Jeoo

ol g usas slas el japl (b piie s Lo o Ol ULl

slacsS b gl ol ) aidy SO caslel jo 5 08 o o Ll anoe LGS,

6l joome igd 5l i Jls o slasleia L b aes o &l dens

5o le oly ass cpl Lol

g Slaalas o b, Jlooms ol S ol Jlisws o2l @
AS oo azeis |y (galdST ol IS

Solz 5 6ysla0 4 Slojlu S s S ol lisle g Sony @
S (oo B9

b e STl g bils Gees S0 igide @

(Egman ot diile duax slas,sld 0 6 A5 wlo g glis @
Sy eble xS0k

LS)L“’@“"“’ (S S ol Sg—str (51— Lools 5l oolaiul:Laosls @
Oyt glp s Slo s olul 5 Gleas § SY gae

G |y Lt 5 gl a5 (g y5ls 3 Smp S olomlisyslss @
AS oo

1. Cebulsky et al


https://www.researchgate.net/scientific-contributions/Michael-Cebulsky-2106439507?_sg%5B0%5D=eiMOXmX25afzLFEEJ5R9SYLGqI7Fl_fZhTIyPmGZh4OpSc8WgAFIb0uji3NRQZp9zIxV7h8.Z7oLZAdTRxEXbXAx84HOVrZ388K2qVYx-yoPnB_p-zK61WWpP5_twbG1-GkNINvcUXXp85mkBTfNaLkmS3PfUA&_sg%5B1%5D=-Aje1SRWCaxPmjN81FrFMzqNh7zt08auivgeMjhm4cVeS-0-dT2AQkBZJstGQo2njjb_T0E.WP8wAoECJG2iPA62gf34ZLL0MWEDaQgl_-HCNJfdaac1ou9g-xabTPb_o8xWLD-cVdMoqoif-p-k5nMi5ozggw&_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19

W[ ae conio 39 (g pinn Jliampo 42525 sl e 1

Joo 6y )iy alin slaolaniul L 5 i olawiol @

ol plo 5 5sld lacs 4 b oS Lo sl oS jlie @

Lo e b Gldail g S0 15 Seelas @

o5 L das e glasSn ) o i 5 lolid iSs ) Co o @
TNV et g Sedgms) s

Ol Ay S5t 5 6 i LT 5 Lol S o a8 055 e alido

D8 Ay slocS b Sz Joo5 asl )0 (5970 (B
st 23U Jlions Jyo 48 asaites (VA o LSen 5 ' 5
S sl (o 5 Ssldgs L s jyboay 5 01 gy a2
Jlwzms Joou Sl Caibge Jslse (Jlo (ol Ll Lo Lol
o lagl cnloais S0 ol jobay (g i a2 95— g
a2 S9—rte Sl Sl J5—29 Cmibye Sl Jalse (o)
r bl 2 (setde 0oz ily S g el Laglejle o (e
Sl cidsn Jslge oLl glm aslools axwgy bag, o ool
5 S gy sl daplesln 5o 6yt a2 Soe sl Sl Jo5
a il cizen il oo oolaiwl adl LSl 4 e slraslas
S Cbgn Jalse (o g ol 4| sl gy LS
Ay 45 Sl oad sl ] (g te 4 28 dge 50 Jlems 575
ool = ABCD gz Lz pls sy (oo syl S dngs

A Loz SIABCD gz )Lz 0gi oo g yo bl Jdoiga o

1. Sahu et al

2. Dynamic Capability Theory

3 6_1513 6L.m;;,,>)k_.a/¢.;t.n Sdxe (g, Sy g ol plsol ol oS i siL_sly” g o
A 335 J 0 g sty &5 (655 g sladaze 4y ol KD g (Sase; sl o2


https://scholar.google.com/scholar?q=dynamic+capability+theory&hl=fa&as_sdt=0&as_vis=1&oi=scholart

VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m YA

(®) 5 Qb e (@) LS oS (@) e J—dzmiga 525 () Jol
LY NA oSt 5 95 sl oy uKi5 Lo

. . \ 7
aw dsdllas ol oslacSly  Jlious Jood jmae )0 don glaes 0

S g sl adly a i slwlid S e JLss ], B
a2 e ahal) plwlid (gt (Jloioms a2l ea B8 o
5 oy Ao g Sldojs> 0 odal Cwdany Cyld) 5 gy
o=l ool g Jltoms sla Sy 0 5085 e abwlis
S5l ool Ly oabed ()l i 5l JSiiie (glaigad (shogimy
Sl o il on s | lodiga o (S5 Sl e JHlao
WOW 51 ey otee akiuly g 009 dito Jl (650 a2 (i e
5 (Cwas Lo Jo—aze Lo agrlye ;o (65—t cite (S0 &)
ool latla 5 gla S g Ll ca b i & e ixo g oo,

Sy o

(SRS g 05 9dm 00—S ,0 Jlotzus SudlS wenl s Je b ol
a=5ylee 9 Bh)lS sl 1y Gl eyt 45 Jlimms sle s
6)».\-?}) U.C)_..u e CHj ‘wl_wus )‘ oola il u.]j.e‘_..u )‘
.(Y’Y’ so‘)&mﬁ 9

& . . .‘.‘ . T .
slaigy = Jlizws Jeo0 58l sy p an (V7)) ol g & ST

1. Méndez-Aparicio et al
2. Eckert et al



VA [ ann cunio 39 (g pin Jliamo 42525 sl e 1)

5 dem 92 50 Jlmms slos,gld jlosliiwl (So 8 (o)
el iy ol o bl A 5T alge Jloigdy 125 (i
Gl Lo i 5l g laml oo led SV (e o, L]
Jo—20 Sl ataio 5ol ;o ado o i gl asols slodl o
Sl den Coio (IS g b c 4yl (S e Sl
oolal (b it a4 (Sl 2 4l sl | 095 (i by, 8 sl
U526 g s (8l sl 00 ]y ol L o B as oS
Sl 59,555l aml ;S ae (i (98 S5 0 Sl
is—el 5 rmter 098 0 S ;1 0 1) e sloala s 5 bt
sbalpl sl eoliiwl L og2ge (i amje Lo JU s sl oY
ool b g 5 )58 Slyplan 5 sl cz wiile Jlizms
ool g S an L olille ogas o g5l Jimms )b
2l el cal Fla lySaan Gl e o0 55 an Shles
5 il llind s JE e GLISLS Ty GBauled (28, 5, L
58 el (5590 Aoy Caaio 50 LS g8 slaa T3 (ilwa g
Lol e an oad (g3l maded o)5line &5 8 wilgi ool oo
byl ol 5l Gle e i B omlan 0SS S pad (Jlizms 508
ookl (5,90 2 il38l Lo Bl jo g (b i Ly Joled )0 o0

VXY oo g STy o5
ol sl s U pa (P e 5 'S
a5l (Bl aan o B ey Joled g p)ls cols) ol
Aol sy 31 00lianl Uy ] Sy slaisls s aans 0SS s
aS ol lis yregi slaasl aslosls slowl ,ai VYo 5l e i
o Joles o Sledlbl caS 5 ann 3o s piqoal, (ST ey

1. Park



V¥ yliannn) F 5 ylous a3l 6593 ey g y30 daliliad m A-

25U e ool g Lol s coie 50 36 5] da 3l oolictul
SS9 Ao S i) (ST S (izren Sl (e
U e ol g Lol oo a3l LS gl s SledLl
S culs o g esliial 4y Joled s womles o 0,hs e
g ol gl ol e 1L e il o o ol
Glod on vy YL e S L cloas aslla s aas o oylois
155 calis weslid ay Jled ilidlay ,ovie als e o o it
GhbSen 5 SHl) 952 GBS 8as (g9 il 4o 0 > Cld
AEA R

6,8 lmaali s 5l ool l 3L (Y- YY) o ,LSan g 155,850 0]
2 St 3y 5 it Solod) (gt a2 |y Sl
Sy aiged by, 4 Giegi (rml aled ) S () p ae sLad o
Y Blas as oomop—wly V-V 5 v b ool wl Ly Jlaisl e
ol 00 plomil ales, S soliiwl ;ae daw Dl o 3 aslp 5l L
g slolime alaly Jloons sla i ao St sleslawl a s ols ylid zles
5 o 5L (5 e 45 )l (g e Ay 25y e LS
o Sin U5 (6 e 4025 )l (5 Culdy ;o (5 loline
S fimiea Zoldy G b 3l edimo et 23U Ll 30 (5 e (s 0Ldy
D18 (6 piia (5,l0l8g 1 (g lolne g U_....a)....l_> S yminn Colsy g 0400
oS sloasly jlosliiul olSia jo b it sl Jalse (2 5 tee
Sl 00 S0 ()l 5 (=l s slaal & 915 (s
YVVY ) SKe g 13g,900,05T) ol ) i

Cols, Copin Codl S 00,5 L (Y-VY) LS g & S
) Boca Ly Loyl ol ial3dl s 0 dam Gt 45 (5 s

1. Andranurviza



A [ an comio 39 (s piien Jlirmps 42525 U5 e 1

(Jloezms Jo5 5 ri—ie cold) Capae 0 a2 LS (pBus
el oz b Sl Sl (g0,)lS sladsly i glacsaze
5 olulis 5Ll Slalio 5 o ol Lozl y a8 zils allia ) - £
Ol i 2old) (iali 8l gl 1) Laceo 8 Laglashs 57 L5
ol wles adass Lo 0 o, Sa ey o Lacen 3l 150 5 g ailosls
5 Oyl o8y ls )8 ol ol 8 slinl :ass S 0eST (6 i
CaaBye Cgis (6l (60l Sl (e, i sla el
L Jelas (2alidl s o libil slaa sl 8 (g5lweslw (2l 5k 5 59,2
Sy STol cito DI 35 5l Slo zulot aoges sloiion (6 i
30 6yt Culs ) 00 Sy i, Lo ol el Slos S S

Fdn Sold) Sl slacead (ol 1 odle Cl dan Cnio
(Jltzms slaaly @zl (o ol L 23S e U5 (6 e
)13 olyed dy o slacS ;3 6l | (VL S bl s loas o
(TYY o) )Sas g &5ST)

Sl s rte a2 s Joou Jome (V- VF) () LSten 5 LS oS
L g aiBecel g, am Lol asles 5 assll gl o &V game b oo
5 AL g (o yiwd Jolids any 93 crlcae g asliiowy 5l 5l ool
a2 Jliemms o8 6l ailhe o33lgs ol ) e 4y (g5l —att
W30S gloll dey WY gamo (g yiine

Loy o, tiie sla )3 5 o ST OYAY) o )LSen 5 Sl
Sl sl icmshs (o den Caio ;0 S 05l dnge A
loojo ;0 (o 9k (9 IOl ks o2 pl S S WSO
o5 sl o ooliiul (slaosls ploieany Jlims Joo6 5 (6,5 4o
o0l al ()55 5 gl il oliesls 4y L ulwl ;o Joe da g
5 00 (ganadsie 9 g AU ( Hlixe slaasly CIB jo oo 0o S



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m AY

ol b awl 0un 5 adl ] o B o Vg 80 (s Jasly) o
GO—aS e o Cario (0 Jlolznd Joou oo dawgi 45 0l
S 0o Jlotzwd Jo—ou slaaly g Lao ol doaul)8 Lada o
2 dag o (b Jlis ol e b e g Lol g sea

ol oolazwl BB ol
Olyedn (s e el LLE a5 0 )5 0l VTV GlSen 5 (oo S
Sg—te (Sl 9 Wb e 43S ;LA )3 (6 e a2 ) lil (i
L g Jdodigan j20 5 olwlid Lads ool bLE (pl (b i o)l
(SiePSS Sty Ly g sl b i sl ganldes o )las
Camio Sl 00D Sy 0B (A i Sy s 5 S (S
amazg Lol Jluzms Joo8 gada 50 5t galioo 5l 6,00k

o=l g ] Bas (Caio ] (0 (6 5k A o femdge Cponl
ovlb—es bLa 0 ¢ —5,00] (6 )laSTb jo lg e a e8> a5 ol
Loy (oS 0,50, Loy e ) it (Sl a2 s i
Gl Sl wles bl la—ul jo (60,90 dalllas (gog—is 5 oolai il
3l e 9 el B e (ol Séi_al)’ua_.‘;)og_s_‘;_;);;.;%l
g oad olos)l ol i Slo o0 o aloa s olwlid coas
Al ol Jdow e STL st ol jo (b i Ol by oy
g.)l_u).?u ‘ul.’).._m.o g_;‘)_,a;J_._L?u l_:u_..u‘ oo ookl sliw! )y
bl o i a o L) gl Coles o g 0l Juloxigay o

)é 9 LS")IJ 9 QL....QJQ‘ ool ! u'lj'é{—"“ ng).n.\_)uw).._mo (;);5 )LQ}
sl g o)l J._...—\Js o=l sl ool alll cod S e Lol 5 A



R [ an conio 39 s piinn Jliamps 42525 U5 e 1

a2 Sgde 5 Ghom Sl 9N SO (lgean aSlgi e (g b 25
D oolaiwl (6,aSSL s po o)l e

i 3 s Jy g s (1F+ ) s il 5 oL
5 030y b yiiin 55015 5 S Skl Sleas &) ang
L g Jgamme o wiedon «Suly (Gl 4o (lals 0 &5 Wadiee
Sl Ed b oiled ae e 5 Sloal a ol 1o (230 Y gamo
Sl 5o Gy 5| L 5 el (oo 5 by 5y
LBl Gl e 09yl add o (tal39l ) Cario (ol Gt (Sl
G535 Caimo § ST o9 00,5 40 48 (las 2 les 0l
Sl e b e 395 ool ;8 o ey ;0 el 0ud pal B lisl
45 bl JUU ;2 5 L6 2 gl 5o 0 1) L,k 90 Slons
FUNUEL I EEL SRS PN SN [ PUNIFIN WS TS SELIE. PRI K-S S L VI
S 95 e Iz LS genS sla o sloml g (b ptie Ll
4SS b wdpei SISt Lzs ) aon a0 sl )5y S
Glo s o1, 35 5 glaatl 5 s Las pal, ol S olacS, &
wro jlanle gilwatd Glinde sleajls b cnlin 5 Jluzms
Slapimmrs 250l L sl nlpla o) aales LS <,
5 don SLacS 15 sl (Ol (g )5lsd slasls uals (sl (oS
3 sl o haes pli I S an Jltons Jgo8 Cin 4 don &S >
e Aoy S )3 Jliizms Jeo8 Sl iy, (i o
Ot O olSS s 5 Jlitzms dany sLalie g olsl oetliio 5 00y
Sl 00

Sy—tly g o8 9Ty oy ye—taiea s (VF4 V) (L Sen 5 (5, L
e (29520 )9—0 by) SmaS A ()5S e Canio Jliuzms
Adged ool wl d e Caio o japbgl Lol slacs i slaosls



https://civilica.com/search/paper/k-%D8%B5%D9%86%D8%B9%D8%AA%20%D8%A8%DB%8C%D9%85%D9%87/
https://civilica.com/search/paper/k-%D8%B5%D9%86%D8%B9%D8%AA%20%D8%A8%DB%8C%D9%85%D9%87/
https://civilica.com/search/paper/k-%D8%B5%D9%86%D8%B9%D8%AA%20%D8%A8%DB%8C%D9%85%D9%87/
https://civilica.com/search/paper/k-%D8%B5%D9%86%D8%B9%D8%AA%20%D8%A8%DB%8C%D9%85%D9%87/
https://civilica.com/search/paper/k-%D8%AA%D8%AD%D9%88%D9%84%20%D8%AF%DB%8C%D8%AC%DB%8C%D8%AA%D8%A7%D9%84/
https://civilica.com/search/paper/k-%D8%AA%D8%AD%D9%88%D9%84%20%D8%AF%DB%8C%D8%AC%DB%8C%D8%AA%D8%A7%D9%84/
https://civilica.com/search/paper/k-%D8%B5%D9%86%D8%B9%D8%AA%20%D8%A8%DB%8C%D9%85%D9%87/

VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m AF

Js—25 99, (Ks5x Sl 99 4 il (95— ol (ol Soa
= oo Yo gl pleoyel, coll g aan oo o Jlaizm

g Glaom ol bl Coddge
a5 Slaallhas (355 wed e (LA (i Sla g (o2
el 00 alil d s Caio [y (6 i Jlious 4 gl Jos

9 (S yinn a2 L) )y a4 S 35 La gt 5l (g0g90mme Slaws
WSSy das 09> 53 (5 e A Glaasly Sl (B Geizren
tailos ) S5 ]l d ey Caio 4o (6 e Jliioms an o 5l el Jos
Jlzms a2 L&)l (emlolly Joo adlf a2l pmgiy cnlpls
FSadslae g slaie) g (e Jalse B )5 aan Caio )3 (e
Ly lespaly coled 10 98500, o (g e Jlizmd 4 25 1o F5o
DS oo aSl ey Gty (it iz 4 o sl )l gl

G Ao Carims )0 (6 e Jliiomd 4 i oL ) sleaely (puizen

s selys 4

o5 9y -V
44):66@\61)4‘_944@\\)_,‘5_;”@&@&“4_34_?53[_3

—Lgoja)l_fd_:.maﬁu_i_’ U’“‘Q’ﬁ)_’ u_I‘cd_o..u )QLQI "’AJL’Z.:.?UO
B 45‘)) Can| Lraasuwﬁaj)_a u_i_: )_.alD- M?)" J_wla‘ra Ls‘BL..«.AS‘
Dy AlgS 0t (S 0,0y, 5l bl Jome sl g b 5L
u,uj) 90 4 w.{bﬁ)_ﬁ u_:‘ ‘bl_‘>u‘ 6‘)_1 )l_..nb)j.a ‘_gl_molo 9 ul_CBUO‘
(B—fd Lg)_la'.i cs’l—"° ool (_g‘)_g 4_74_:.]5| @L;.a o) :..\.3..); 6)9.‘&9_’?
Sl it Sl S5z g SLedbl (g pslaaz Cpz (bg) (o
Lo ygyo b ( Glies § Gl ouolbe ciy ol (y52m00 Gobod IS



RS [ an cunio 39 (s piinn Jiampo 4225 S5 e 1

DP9y plnl 00 =S oo B ooliiuls g0 Cpenl 505 g Lo IS 0l
&l 4 gl e (V) sl GlasbulS al> 0 ol jo Laosls 5,410, 5
L)’dﬂ) u.:‘).’l_u sl 00 6)51('-_0 Lg)l_nT 4_:9.0.’ L’ M)L.}Lw Ao
oduﬁ_w‘b)g.c (f..f U"Jﬁ) el ‘5:‘..\_.& 4—17)" u_:‘ B Laosls 6)5—‘\))_?
A o by, iyl Slonsl dgeS 4y a2 i Lo g ol o
—as 5 S aeplls o L an am g Ly s, ol el «slonls
sl s A_TA_;STA =2 %o ‘) Sy 5o 6l—°°ﬂ"°‘) g Laodgein ) ool
2 ered g aalsS 5 gty LAl i slol g gl
Lol b B o olsall g 6 520 ¢l (6,508 gas a3 idgi ol
yo—taiedy lasly o Lao,ual) (jgoxe camay Falslon (glaie) mrlc
A ooldiwl daw Caio (o (6 e Jlious du e oLl ool &)

LS 3l ol wlmosls a ks bl 5y Jume (> )b gz
I8 Bes alas 3550 g 0 b ClSil 4o Cai s 0jg > L, o
g Ol 5o b osliiul (g, a (g S assed | gt ml o a8 S
Ot yol ST S 5l (g mSo st Ly 0 (oo g SSigy (55 Aiged
S S aged £95 0310 g 859 odmady (59LSTy 4 kol
JslS g, 31 ool U Lovarloco sl o tadis 4 Sl s b0l
95 edgl 9,28 Lo amloas plasl | sy @ 8ly o002 plodl (o5
Gyl dssl> e 0) 6, oo, ol 8l o, 8 u i cwlem o
g 03g— hicalo e Jlizys a2 ojp> 50 a5 (Glais)s
Suld ol S (B pme wiled SeeS gt Jae slis 4 il o
S adged anlb il el Staghy 6,15 el e (e, LS
L oSS 5ol g (Shs g 45wl oo el Sley L ks

1. Grounded Theory



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m AS

aS ogii 33 Lasols (5,5ls, 5 5 10 Gamo> pyphe oo, Leas
axlas o, > VY L ggamo j0 0led o gt glil |y ma s o
Oy el g (g, glsl [ Klis poojlgs axlas 45 ol sl
2 B Nbaslas S350 sla Sy o aads FO Leaslas

el 00 43‘)‘ \ JB»

OB dgbaslas Glaxin ) Jyoo

AY \ o5

Y N 3y

Yo ¥ ol s

1.8 o ol mlid )5 hass
Y f G5

Yo ¥ o pdecinn gac by Jole poe

A2 0 oo Jlab Coomw
Y f Siogs

oigh sadl jads

drwgi g >|yb oapolld o pas sleoje o BN daslas
dor) () olgs g dam sl b LMl (655l 28 ( Jy—ae

Slacils cled b e b bLs g (655 0
sk 3l g slesls g, el wl Ly (S slsosls Jlodigay o8
gy ol 3 45 almosls Judos 45 ot sl (slgoemS Sen 33l 5
Laools Jdod 0g-b o oolaiwl (5,la 508 a3 5l casloass (55l aax

1. MAXQDA




AV [ an conio 39 (s piinn Jliampo 4225 U5 e 1

2 0 g s pll (6, Fd g 5 (5310, 5 5l oz g, ol yo
5 w.A_Af P v |) 6‘4_554.3 a= () 9 I""—‘S A=>gi oalo P‘d_f 4 dalol
4o Colys 40 500 (5lwpgthe g dan i Laosls (g la5as o ul s b
\ Y . Ky 5 & . &

s 9 ol gt s ools 18 Koay LS 0 sumae S
9 Sy o G AFaS Al o ¥ a1, (6, la5aS a1 8 «(VA3A)
3o ai b asilos o g5l R0Se eSS 4y gy w3
o 2Bl S0 4 Jloan] el 48 g oasd 9,0 5L (5, laSaS
ipgi ol (ol Baa il sl a1y LS Lol g o0
o Canio 55 s it JLiims s i) e Jele olulit
=2 a5l ey Aol ol sols (gl il an LSSI L il 009

A dls e o )0 izen ool plal L (g A SaS aslas
L5 oa ools casbio (sldcz 5 pudliie oo 2l se il glaa s

Bgh patie (hagh $3dS sladlsia
ey 5 ool il mlolln po—gde jlosliiul L iagsmy (ol )
Ob e Jlszms 4 28 sodmny slaasly 5 Lo pal, al 2
Sy yedaieas oy 3l sl m b gadl o wloa s Slulis
Sl U a5 Jlos b 5 48 Sl ool Jy i 5 Ly upnle
8o mbhl laadie g oasms Jusis slial bl oo Bl il 8

1. Strauss and Corbin



V¥ yliannn) F 5 ylous a3l 6593 ey g y30 daliliad m AA

S oo tmby o Ly Jls ol 5 gligl LS 4y o Ll slayl, s (all)
Ll by e bl Sy 590 bt sl sl ol poany
RN NEY
i ol 3l a5 ol e Uy (50,0l Lol Lo pual, [ as ()
il sy Tl s ] )0 o5 wims e aloslug, 5 el o Jilws
S oo o)Ll (2STy b 1S gt b Loty 4y slasly ()

Cblé g s paolesel Jlme ol a8 sla ey Dglad o

o led oo ol Ho aS el (Sl slezel o ild 0,5 colai il sloel

o el bl s i JUS 39 3 e g ol

osuolaiel e LB pgaz 0 (V\F-V ()LSLS g j003) el (g iy

slozel il o yle Y Joaz

Wl 00 oolaiuw! 2) (_ngLg')"S‘).';..J )‘ (a>las) «51‘5

@y pluSl gd s

ool 31yl Toy Sbmepy | Hlee
40,5
b @ls) Oliee
ools a5l g0 L
S igtalas Ll | wiges 0 COETIEET s s
9 035 9105 o]
aog bl 9 kel sl o S99 sl
w75 9 QM glaw o
Egoge die) )0 ]
.y ]
sk 3
inost slaas 4l ‘ 3
. e =LY .
S 4 ol 00ls o ool oo o X
Jl gl | 5
alae jlazhd @ o 3,555k oy Sledbl o
aolas Jlocl g onigs | pFasSes lie | oly> daog) =
- . ouds plol
bl ol oL (o5 oy,
it
6 A5aS oR9R
& (6 s gl2aS &S| 3,6550 a0 «ols as gl <lsy




R [ an cunio 39 g piinn Jiampo 42525 U5 e 1

@ g0 plodl gudyd
i

ol 651 !

oy

sbroy)

sbxo

5 O Nsbaslas
Dol s 2l o
o gl Jlae! 5 o]

6 35S

VSRR ST

PRESCPALYLR
Sl s
oadlive ouusS

g 385 &0
95,0 Kiagh
Sgdse )l

(& g

Omets L1 (S )95 sla
@ agh 5l Jeol>
5 OB Wsda>las
log)] L a5 i85
0 5 oats acslas
Jlasl 5 ool ks
s ol o gl

PRELIERT TR

S92

O )5k Ol
ool by yimghs g0 5l o
s by podlin a>g
Ol dails; 9 sany

g_-,-’.lb

st

asl sl
MRy

alas Olsal Baiss
alises 6Lmaa) )'l

o9,y 3l el
Ages b 65

g5 Al

dlas Ol (Baied

b g 2,25k 31,81 olee
YL Cwns anle

L)Zj) )| salaiwl

Aged p &S
el ol

Sl Jate (g pgas )
a3 SieoR &S !
Guas b o alogl )]
a S5 Sl )
50 Oglad (gl oasles
Sndeop)l pogas
bbb o b slo

S0

L b e Sloy>
ey il

a>,0 @ll) as 6‘
Jie S0 oglate
S gl g oads
S 4 Oglate Corex

99y

JUsls s




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m q.

@) g0 plodl mudy

ool (635 ! Tdy sbo gy | jlxe
a8,5

o 35 & e
ools 2l L1s] s o lisab] oy a8
P9y Slogeal g Lo @Uly g ol 2y
b iags o onddsl | bl s S o bl

u*‘.”he) ' P CA liab! Coabsls
ol Boa sl s dy Ol ools adllae SO slo
bwgs hagh (Shse 5 ol ol 5l (ne

Ol Regn Soo by s sples

el 00

4.,_>l..a.a mﬁ)f 4§|)| 9 l»
oolo‘_}ﬂ.l:u"_\sj)&éjsb ovgy Sl &l -
. . 969105 (KSx . oo
ol a4 olaws b ools g o sl RYERW b
& & PRSNO) R . SN A
(LS oS s o oals Judow lawgs o
PR o295 =295 .

ools. ol

Ry R Al ase

bl ojls giS g el Calo slsools 4 el a Syl a a g5 Ly
58,5 1,8 0ST 0,50 5 Lo Jdos g Las ASaS o o baosls slee!
Chl il g ol L3 g gum Slaslie g Laaslas o

dpd o JuSis ol B 09 3 o9 iS g B e | 09 Sleiel
OYAY o) Ken g ,3T Jole)

o3y glaasl -F
SIS szl L g €S (slyiome Jalond? (i B 4o azgs
i gl Jlaliae ©,le VP gaazmo jo daosly Jdodigd 1o g 5k
godyanlp b colhys g Wah gabdiws pyphe TP B 0 a5
o5 be ol slaadsie ol as § sls Jol adsia \Y o 225,
mod o 25 e plabl i s o Gty o5l ST s




N | n canion 5 5 0 JUimo 45 U1 Joo 41

sl 00 0L LQQTA.':Y' Joaz> 10 a5 (5,970

(SNFS aigly 5l Jeol> okos sloalgio 3 panlin ¥ Jooor

Olrpsgs

sdgio
Lol

ol sl b g oolannl jo cdgp
a2l 8 yliee 4z B oS Col pgpie
Sty Oleas g aibeles 31 oolain!
1 T g eag eole (b i sl
pleol g JSio jlo T 5l oolaal

XA

4,5 g L,
S8

Jyaze >k

saslas
Py w3 ¢ Jsl
w23k ooz

oS Conl popie cpl Lg)'L»olfT
5 Dl 90l Jlzes (slyioms
9 colbin Ol 42 B Lo slo L

& LwolST

S, b

Sloas coslads

Jbezms slgw

Jbeoms lgione

L el

bl

shaslas
RO ey

a8 (eadjl
Jsl e olex

asgozme o Sloiy 5l sl
B PSP JUREX - PR P PNCIN [
(Y5 4y gly ¢l s EISe
SIS S pae g oo y95 5k (unid
51 oolitul e Slaiiy ol
[y 59,8 5 o ©less 5 Jgame
Sebse Jol

Sy 255l
L)-JLO—'"

S92

b byl o pae

&

saslas

R P

ok oy
Jsl

Sl byt b ol 3l solanl Sl
oS Gl g oy 8 5 olS s
5L ol pygie vl 5L
el (g s

‘5.»)3'.4»0

e

RO OIS

L) slaJUiS




VT i) F 5 lods (90030 0,99 iy o aclibead | Y

B o
&l Olns gy G el
bl
©olael g olazel e a4y ¢ yliols] SleMb! oo
saslas )
e s cbojle G (6 ki aS oMo oLl
e S TR TR IR TR
(ol el g i ' ] Ol )
Loyl 7 kel 097 a psgde Gl ol S P g
3 DL«
ASEEREAS aS Sead 3l g e olezel co B 4
o
obejbe (Sl
\
SLAPH 6 lexs
59z
plosl ce
Sldee
A 4z b aS conl poe cpy )8 ol 5o (pszdd o
Sl e 5yl ailelis a3 S il il
saslas
5 ool el 1y b i slajls I ULV oW
‘ [PYRPR: ) B )
Fom e ke ol 00,5 o] Culs, cge L & s
i el L. . P
Ja..uy oMJ)o MJ qu.»l » 6)L»642w
Ol cold) e § Gl il ——
ol 0030,5 oy pas Ol b))
T
@kl g ol ki
SUTL
aeliio ISl
Sleas gou5

Iy =ly ol 65l58l0 5 Yy ame sl 5L Lo Application Programming Interface .\
Doy L 0,8 ol |y (Vg amme iz bl 0, Shoe g5 o ] Gyl 548 0iS o ol

Wl




W[ o canion 5 5 0 JUimo 425 U5l Joo 41

&l

Olxpsg

ol e
(GEEGED elie

sraslas
e le el
w—\m ng‘ ]

o Ll L5"'1-“° b oanio 4 Ceond pogio
b0 gl byt a5 5l
b o Sl o Sleas

Ao 3l Lals,

bludl el

31 eolal
Sedails

saslas
w25lss e ez
‘f"""“" WE-3 ‘W

o

S g obml (slre 4 (55l 3
Sleas 5l o] lasl &5 el Jams
Ol oy ssbds S se oaliul
3loolawl K yd 4y b asls
ol iz leas

Sl 8

Obole 5o Jluzms

saslas

e P9 ey

oo Jailiw! «l) yie ¢ yuslgd dcgommo
Lo gy a5 0o s (sla i 4
L jslaiedy (oWl slaslys
aVole cold, fuandd oyl lio 3ga
e Caio J§ S5 g a5

D

Olgd Lali

PRUSLISeE

GOl | oils ad s,

saslas

o 233190

Ol 2 B el 5 (ol
g lp 850 (Sl ) gl
sl g sl (Jluzms oless
o e o glall g Loy l33le 5

colo )
7 cline C L 5

Sl Rle

p90 d>lao

o 7S 50 omlol A 5 gl
Jlzms Jsoo oS 5 anals o5 0
Lg»té )l solazul b Lasulg)lw om|

S gz |y 99 Sless willg o

ove 3l ealaul

. Egan
&9k

ol slasd 5l oolad

s slas,gks g

Caw? So JB o b yiie 4 Sleas g YIS 51 golaws as e N



1Fo¥ ylioano oF 8 lous (o3l 0590 iy Cu o dolidad m ¥

—
&l g T JORTH

k!

Los blas

o [Cadbd
pll slas 4 (9500 (5 o .
€5 el

L;LM.?L‘:A L;t.m‘) 5 )LSjG__Ms L;me,‘.:ﬂ:.é X N
. s L | e | ey
e oped | sbails 9,5 Sk g el .
So57e CF

3l 7 59, 45 Wilie B ol ke —
& e cSl

D1 ol G (g i Jlizms

RESSINEY

s, Geaidl igake

8l 5l Laosls s (gl ety (ol o e 48 45 5o lon
Ol =95 ) JSi jo aS cul oo solawl 35 (5l609S S
ol Gipgi pedlie 5 (Jol SYg e (JSh ol jo el sal &)
odnl e .l 00l oaly Hlis g oad )y alas SS& Ay
S e popie g € oo fwd g o3l e DYy do 48 35 s

adlasls aslas jo (i |,SS «o s el



W m Aoy xiuo 33 (g yiiino JUazms S 4,25 G, Joo &l

Laide Sy em ™ -~ - .- -~ - - o -~ - -
rilaad e . - . - =
T s s - .
ST T - - . .
B . -
. - . .
e -
. - L] - L
LT TR YRR - . . - -
SCALR . -
oL BT .
L - - . B
0 e & M) e . . - -
T8 e A iy . .
LI LR T - .
Tl Al e - . -
YN e A .
S i VM e A .
T At s - . - . - -
T A chean w Agald - L L . -
QT - - . -
S M . -
oL IR
0 o Al g il -
T s A i .
WA A e .
T -
T ohdas sl vt - - . .
W A - . .
) -
- . - . - - . . -
- .
.
.
. )
- -
-
-
B . -
. - L] . . -
- . -
.
- -
- -
.
-
.
M g ot -
S e e -
1 Anleht
TV b ot il -
T alh o 4t .
S e e . .
LT Ty LT —"— -
T At A Nl i - .
o A et lak . .
o e A -
e - L] -
WCALE T R L . .
T A b -
N A e L M .
s vy .
oL L PRV V) .
¥ e s i . -
T vl vy v -
N i i e -
LY T .
R - . .
o I TR .
.‘ . - ¥ -

Ly Candl o pd 4 4 gi b pudtlin g (ol Y gl o pod ) SIS

NBley 29,5t laasdl i




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m a5

Sleolatwl U dla ] lasin g olwl as asgi L Laatsie ) g lnalgie
L:l_u)‘ °9—>U‘J—‘*‘SL§‘)—’ ‘J"’ﬂ—""'g_ra hu)_b)iu.\j)d._)d)ﬁm Lg)\..sf..\f
&y JL..».».?U&LJ)?U 6L§.’:‘)‘ o)b)éé)s_m 6)‘&5‘55}‘ J._..oL> ‘_J..A

| o..\.lo)f 43‘)‘Y Js...;u)}.odq o Cao O

e b
lualy it
alezal il sl
i g |.J|33
¥ 4 l}‘. L1.|_|J_'|
PRSI S A
_ Lina, bl 3
ohzta e ‘;L:.
15 g iy -
LA ’
ohfaaw = Gyt a4 g JE . ‘5_,|_m|ﬂ
[P P A -
Ly 2ol = e e .
AL [CF ey,
oo bt Big 4 e
oFhy
ELPEEES
_ i l_";|-IJ_7'—|.J.« J-.L|_|)L
G Ay
5 asilsT,
08 5B

I8l ol bl 3 (5 920 (5,185 US Y ULl
oy slaadl ae



W | oy canion 5 5 0 JUimo 45 U5l Joo 41

S -0
S €6 ypiin JL...:uo 4 ;P QLQ.Q (5 )R 03 ¢ R u_:| 50
g e09n bgsre oyl an 5L (6,l3508 5l sl wsay slaalsio slos as
(Sl (ap 390 | )3 ALad (§ 5-e 0oy IS5k
‘L:.:‘)_m u‘s_&4_> T3 ) 6H 9 u_o.d ‘le‘)l_{ ‘L;m).'l.mé ‘Lg)'Lwolf]
Cwod 3L (6 A F0S 5l Laadgio ol Wigd oo a 28,5 a3 o o_I;
So 0 aS aiiwd bl b 5l ol sdcgeme Slaiw; bl il
ipgi il 50 0wl glaie; bl i ey e gl Loy
Fr Ol y0 0an 4 s (glod S Sl d i) o Sadsloe Ll
Sio o glaasls L ol an ools ylis jga STy S55S> 10 g ams s
Cwddny pSalsloe byl b lesedy iogin ol 045 (60)lee il
Coimo o Jliomo Lol jan (nilg 8 ol 59540 9 Jltoms Lyl b

sl 6y Jlious dn o dgs 0 el SO leeds o
Olabsl adgie (yiogin ol o FalSlae bl s 5l L s S5 e o0
G0 dd ey Coio 0053 Jllows a0 S Sleul
Ol izmen 09 walys S5 gl (a0, g remal 40 WS (Syme
(S o (Jizmd dy o o S b Ol g g (ol Olee a

Lol FalZloe
3 —attive dcgazme ( at i il byl Sl g a i) S o
30 F—e sl Sal, a sl og i o i LSl Clala Bl L Lao pal,



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m A

ploos 5o ailye ody 5 y S atSlne 5 (slie) (e bl 09 oy
Sy JLemms 428 S9t wrge SSlgE oo 00D 5 hae Slaadsie
Sgps gl ol p Skl 4 (o e ool (ol alozjl 05
Lacls 5l oslitl ( Jlims (3ol ST ol mased it LS 5
sl Lealy 5 gilome j55 (ilsd (Sl ie )0 e Slwiiy 6l
Sleslawl oo Jodos sla il 5l ealai ol Yo i Ly o)L o
Sl (Eyman (g o6l SLad (el ol ) slasslesS

Sges 0 )Ll les o APL (g loxe 5l oolaul o Ll
Rl oo n B s te (5 LEg olasel Al gty ol 5
5 Crimo (Ol 0035w dad g falS (S0 A (8 yme (ol e
S o o)l 0y Jeou amio Ay (8 0 (Sbg 25
3 e Jlms a2 (L&l glaaoly 5l egilwsin 5 (LS,
Sas ai il e olpiing sl el Slsul dawlg a4 ap Caio

loads gl Bl (ibgh Ay (ow)y g a>las

G domis -7

Caio ) st Jlinzms 428 gLl Jae adl cragiy ol Bas
slaazlas s ool oog ol 1 5 Joslse (gancnglyl 5 o
dol Cewodan 5L () AF0S 5 U peelae lacdy 9,50 TF oaliplol
ad )5 13 Lol slaalsde lgicay atws VY o oS

sl don Lol 5 Gl 9zl (V1Y) S 5 (Sadgan
ol oS s 5 a0l gt sl Jlims S5 U5 o
(5915 dLmools (5 sl b (s yido Lzl § St b Jlizws G5l

0o 5l sl iegi a5 I s sl oud (yp losles g0 5 LIS



W | a canion 5 5 0 Jlimo 425 Gl Joo 41

(VoY) Lo g guan LT j0ie el aslo p alt e ool 4 (6 i
Lol sl aisleyy Jlms Joou yas )0 (6o 4oz guyp &
a5 )lke as s Gl)S sl ) G5l o it 48T Il sla S
G oy o leMbl gy (olwiog 5o oolai il Cdgp—u o]
SiRgi—y 0 ol Slos 5 g9 5 (ogas o> Sl (Dlxh o
s 4y L) 4 e plas | ol S Jae ol
o= 3lan oyl Jells a5 ool a4l S e dan Caio o (g i
Jltims deyms s 5o Jslse (Yo TY) L San 5 &1 05 5
o i 5 laiel iy (5l el coolai ] Cdgg 1) (5 i
P aS ey ass S plae g )loldg 5 cnlia ()l i Jolas o 35—
S r—ion s Sty (g ilol ST edgps ol Jslge (l -0l sy
(95— (il 49 Bl e e 5 (2l s (5 y5—e
Sl 6 e (glie 4585 D90 Sl g ol gandlshe
o S lae g oy Ll b () dm O ioren Sl ou

Ll 00 4.._‘>L))J

O o) S (o (SIS Aty S92y pac d S 09 L a2y
05— 3 ol Lus, Ly ol sl jw oy 5 asgiay Sla gy

S oo Sml Cydgase agr sl Joe (655 S 5 (Siig Sl
4275 LBl (gaie) y3 48 S0 )90 dalllan g () p am am s L
5 OS5 3 s S Lo g o i 53 syt Jlipm
oy Canio )3 (5 e JLitzmd 425 L )| Joe ay (ol

S8l 5o Cad j0 )b i hie Olgyd Tt )l =0 )
O He—o Gl Jlioms wo sl cdl o Clad ol ol

Lagl Ly Gigimy 5o a8 Gl ol (oizpad Cosl 4285



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m V.o

OO Ysb eizmen 5 Gl Do 9 (sl 5l aslas
LU crwl s gy ol il colls o lus csbpy anls
a2 Ojld S Bl alp (bl g 0,5 Jlms
Sl 0 € gpma @ Bly 40 9 4Bl S9ne it ol 50 Gb e

VTR [ RS

A Sy a2 ol i (i )3 05 e bl Y
5 ol yp—ie ol a5l ol slmosls Jdow Ly .09, oo jlo
Ob e S dled 5| ol slaosls Jlow g elozx! slaalo,
ot b Obie )18, GlaS e e Jlizms sla JUB o
Sl LS e L el (gouds (g5l mased gbaolgaing 90,5
Slaslpizing g oaiSdogi Slapioamm 4o GloS o0 (Jle sl 0l
= 9 Ao 3 > sldo i og—ad )0 00l (gl smads
S elacJlad el ol s Syl 5 Slos s Sloo s
a3 oo Gl )« SIE» as” sgai o L]

dan slocS, b gow il selin e oz a4 axgs LY
Cwd 3l dn o aled e aullgsl an o 468 0 g e 45l
Pl olslest Jolos g b i (ol ogd (g i 18
S22 Ol A wgn 35— 9 (] Slea > jlesla
2 BL 95 ol ol ales Ll ez 95 2B jeboan ) (b e
Sl €5 59700 (6 yiina?

LS‘)—’ uawd_: Oy d)l_w‘r.am L.S’l_’)‘)l" LgLQ‘QLu 9 o._:L:u.L..’ f
Sleslaul (gl b ey iz an wilg o L Jud b e
—t «Lg)’l_...;ol_?i» g0 CJ‘ﬁ e .)5_....» —e JL..ouo Sloos

.05‘:.)‘5'0 QL‘ . oo



) H\ Aoy Seriuo 33 (6 yiteo Jbnzyd 49,28 L1 Joo &1,

spbean SYL g sleog )5 sl gilome Jliws 5 j95 Sl
)| o a il s lisyg0 Slod s Glulid 5 loal,
€ilwol T a4y oo 5L aS 098 (b iiie 5oy, 5 (a2
385 oo

€Lty Guizren g yidon (g Sl Laal @ giloaiy
Sl Sl )55 1 (55 B Sl Ll it Sl el
45 3B o G o5 ol ;o 0 Sleiiy s Lacl J
S5 )18 azgi 0y90 (b sl 50 095 o0 St

00l (Slwsyjg,am Aol des Jltzws Joo 0j9> 10 Sg2g0 (uiles
Sl 5l iy ol o GileB A 3lge S92y am a g Loy
gt JLtzs Lyl,l Ly ool €0uils 8 09l by (i (il
sl

(Er—as Ghos ol ludd aile 59, sloacsysld jlesliul L
Sl oo Uil 1, o o i 4 yz8 Olas oo oo 3 Ll it
Sy 8y9—0 55 Lavosls (6 gl aex (sl ol (o Lt i il ¢ Jle

oo 3l eg, LSy oolawl o e laow Sloa S 4l
o Sl 6 NT Cend Sy (i Gl Ol (o
g0, S ool —wl  Sea i gl —ated Slea S 4S|4
3 €anlls g solas laan T, slonl s asilys o e S
gog9zme SlLedbl (28, 5 Ly g5 oo 5L AP (g )Lane jl olizl L
Lo, S Ty (s (5 e SLedbol sy ¢ o 057 Jio (5 000
| el 5 4 oy it 5n plagln s Sl e o5 (55,5
Oy s eledbl 1,268 8l jo L d oS )3 093 <l o

Slo Glidl 1« LY g 00,8 &l ) Ceoss oy i



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m )V

5 ol rtia ity s sl Ll sl JLIS il
O3] et 5 D)l idie el DT Slos s gal) eizean
I

) e s a2 0l oe €Cand 4y by o (Dl
ol o Sloa 3 o0, § Sdosb Loyl 5l S5 e L)
Ojgmodn Slea s Ly Jeamme oz a5 Ly ol e b e
JorS L il ol iie 9 g 2o 055 aipjn o xSy
sl asbiaen (Jlie (sl aiiS 03 |y 095 5L iz >
o Ao dle ALt dsba o (paiz 4l glixe 4 oolgls
L tomly cad L oolgls SO slacl s 9,095 ann g (Sloyd dou
bt asbiaan (poiz 4] sl 4 LS genS (gl anbidon
S sl 8 dan 5 Sudgine o (S | e aiile
Aly S b g

N

AR



Y H\ Aoy Seriuo 33 (6 yiteo Jbnzyd 49,28 L1 Joo &1,

&lbo o i

OYAY) sl s s e weoll] i Lo o bael o Sl
Uil ey g Cn Aoy oo )0 Jlions Jeow oKl an g
Angl 5 Ao ho

98 5l aseS> (WWAY) guw ( Slos) (ool fgolds cgail ]

ool ul—')—a—M (.5‘)—' w))| Ol_‘>u‘ g9 dod> )Uju_us le_CbJJ_A olDu‘ L.S‘)"
o hlasiliples Jlezms Jso8 (e iy oS

Goolmd 5l OV F e o) aabls (5o > to 1Sl sagS el
(Gl g Cu ey (g SR

Jlisus SOl g5lwg Jome ashl (VYY) . J oy LSLS o T o yqas
ol g Ly, ol ools ay a5l ool wl Lo (65,0liS das Gooio o
YYF-yay ,(ve
(VOI 20) LSJ‘—"‘ UW.JLJ‘) ] ‘S_H...A L)u._}‘u) w);d._.o 6L_QMM (5)Lmo~>l_~»
oo Cam i olBils

L‘;’LP ..\_35) el s (\f‘ ‘) HJ ‘ul_TLu fodur—w ng\.\_:)Q: QS’l_‘>)
'Q‘)-Qj

9 Sl ‘5)5L1_.‘3 ).».ai_: s (\Y‘ﬂ\/) 9_&.,\_,» ¢(§O—0wo ‘)_»5‘ sJ}.w)
oM @5 g SleMbl (6,5l yiolon ydsl .cudl pllai jo Slbls )

ool gy OV YAY) g0 dua (Sl ¢y 00,8 SUsls 3T Jole
Hleo olilsl ael> 0,559 1y pae jo &S iegh
bl e Olallas  —ole Asllad . LS |15 Jloons 4o (6,5 S
Be=YY (7)) -



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m )oF

033 35 s olorS g0 (Sl (ol sl (oS
Syt (Il s L) Glm 2szlr =L (TN Lo yle
Sa e jlasleiar g it eles LB 1 55505 L (6] ) lasSl 5o
S8k

QLR WS-SR | R AIWE L L SUP I EIWE S ANEIVE X O PP H S Ly
selS (lae s L s et 535 = JLiezs 328 p8l5 (om)
aadS ole aalidoad (5l e &5 58 (689 salllac) 9 ()
VALY 10 (AT s b 5 S ppite 10 csi iy slas S,

Loy o5 el slag el (oS S 1 re (s 0
Slalllas 525 4o Caio Jlizms 0l 5 Joo5 9g) oy (0 F4))

Andersson, P. S. (2018). Managing digital transformation. SSE
Institute for Research, Stockholm School of Economics.

Andranurviza, A. Y. (2022). The Impact of Digital Application Usage
on Customer Experience, Satisfaction, and Loyalty in A Life
Insurance Company. Business Review and Case Studies 3, no. 1.

Cebulsky, M. Glnther, J. Heidkamp, P. & Brinkmann, F. (2017). The
digital insurance—facing customer expectation in a rapidly
changing world. In Digital marketplaces unleashed (pp. 359-
370). Berlin, Heidelberg: Springer Berlin Heidelberg.

Dilmegani, C. Korkmaz, B. and Lundqvist, M. (2014). Public-sector
digitization: The trillion-dolla challenge. McKinsey. com,
December.

Eckert, C. C. (2022). Managing customer satisfaction: digital
applications for insurance companies. 569-602.

Esfijani, A. Nasrabadi, H. & Bakhtiar, A. (2018). Developing a digital
transformation model in the insurance industry. 25th National
Conference on Insurance and Development. (In persian)

Fonseca, J. R. (2009). Customer satisfaction study via a latent
segment model. Journal of retailing and consumer services
16(5), 352-359.



1o H\ Aoy Seriuo 33 (6 yiteo Jbnzyd 49,28 L1 Joo &1,

Gheidar, Y., & Shami Zanjani, M. (2020). Designing a Conceptual
Framework for Digital Employee Experience. Iranian Journal of
Management Studies, 23-50, 10(3). (In persian)

Golestaneh, M; Hosseini, M. &Akbari, M. (2022). Investigating the
Impact of Digital Transformation on Market Share with the
Mediating Role of Brand Value (Case Study of Alborz Insurance
Company). Journal of New Research Approaches in
Management and Accounting 5 (83). (In persian)

Hess, T. M. (2020). Options for formulating a digital transformation
strategy. Strategic Information Management, 151-173.

Karimi, E. ShamiZanjani, M & Keimasi, M. a. (2019). Designing a
framework to enhance digital customer experience in internet
banking. Journal of Business Management Perspective, doi:
10.29252/jbmp.18.40.36. (In persian)

Khadivar, A., & Dortaj, F. (2016). Providing a Framework
Management Systems Based on Cloud Computing.
Management Research in Iran, 20(2). (In persian)

khadivar, A., & Niakan, L. (2023). A Strategic Renewal Model in the
Agricultural Insurance Fund Using Grounded Theory. Village
and Development, 26(2), 197-226. doi:
10.30490/rvt.2023.358975.146 (In persian)

Krishnakanthan, K. J. (2019). IT modernization in insurance: Three
paths to transformation. McKinsey Insurance Practice.

Kuppelwieser, V. G. (2020). Measuring customer experience
quality: The EXQ scale revisited. Journal of Business Research,
126, 624-633.

Li, L. F.-Y. (2018). Digital transformation by SME entrepreneurs: A
capability perspective. Information Systems Journal. 28(6 ),
1129-1157.

Lopis-Albert, C. R. (2021). Impact of digital transformation on the
automotive industry. Technological forecasting and social
change. 162.

McLean Graeme, J. (2017). Investigating the online customer
experience — a B2B perspective. Marketing Intelligence &
Planning, 35(5), 657-672.

Medallia., I. a. (2019). The Customer Experience Tipping Point.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m V.5

Méndez-Aparicio, M. D.-Z.-Y.-R. (2020). Customer experience and
satisfaction in private insurance web areas. Frontiers in
Psychology 11.

Morgan, B. (2018). 10 Customer Experience Tips for Insurance in
2018. Forbes.

Nadeem, A. B. (2018). Digital transformation & digital business
strategy in electronic commerce-the role of organizational
capabilities. Journal of theoretical and applied electronic
commerce research. 13.(Y)

Nazari, M., Vedadhir, A., & Ezati, H. a. (2022). The trend of digital
transformation and strategy of the country's insurance
industry. Journal of Strategic Management Studies 13, no. 52.
(In persian)

Nikou Goftar, M., Heydariyeh, S.A. & Faezi Razi, F. (2024).
Presentation of a Digital Transformation Model for Customer
Experience in Insurance Products (Case Study: Asmari
Insurance). International Journal of Innovation Management
and Organizational Behavior. 4(1), 44-55. (In persian)

Park, W.-Y. (2021). The Effect of Internet Insurance Service Quality
on Purchase Intention: A Study in South Korea.

Pemberton, C. (2018). Key findings from the Gartner customer
experience survey. Gartner.

Rajayi Herandi, S., & Niakan, L. (2021). A review of the global trend
of digital transformation in the insurance industry. The 28th
Insurance and Development Conference, Tehran,
https://civilica.com/doc/1390858. (In persian)

Rasool, A., Mohammadi, S., & Mohammadi Bolban Abad, T. (2018).
A comprehensive analysis of the impact of information and
communication technology (ICT) on the healthcare system.
The First Conference on Information Technology and Health
Promotion. (In persian)

Sahu, N. H. (2018). Investigating the critical success factors of
digital transformation for improving customer experience .
PhD diss., RMIT University.

Shamizanjani, M., & Irandoost, S. (2018). Digital Navigation.
Tehran: Nas publication. (In persian)



v H\ Aoy Seriuo 33 (6 yiteo Jbnzyd 49,28 L1 Joo &1,

Singh, A. a. (2020). How chief digital officers promote the digital
transformation of their companies. In Strategic information
management, 202-220.

Straker, K., & Wrigley, C. (2016). Emotionally engaging customers
in the digital age: the case study of “Burberry love”. Journal of
Fashion Marketing and Management, 20(3), 276-299.

Tolboom, I. H. (2016). The impact of digital transformation.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m 1A




¢
Y

W’aw!

i Xy o oo dolidiad
VRSV VO el o g b F oot eqmosb orsd
VEXFY Gy ot
http://bmr.alzahra.ac.ir :cole oy 1oa \;’ 4
SAF s

Ol ol 3 gadess & 3 bl (Siaca g9l § (2 lubiss
"o g 98 I s

" bl aua jaans S (53 ) Alaas

ol

Ay s L 05l o e 9,4, detale [0 sl Ay Cvatd] A IS
A iy 99 Sl dy g A S 4T G Sg0 drol> 0 Wiyl 0 OS] cenlio i
U0 j/ mami diy ol ol suvcsy) g Glwlis JLio 4y o Sl iogi
Sl ol bl amis Cld o Gl LS Jol i iagi s sylol drol> .l ) LS
S seS Olslie G Ba Ll ([0 ol Bl s diws Jlgz 0 and in
OJLAd(rJ/jjjuLf)-A} .E_M/yd.a[.._m.u/u ‘rl/jj S uL?u.v/‘_s‘/d_a...é L;)_Afd_;}_o.r
u_g)f)é,_ﬁubdjj_ncuj;du/'dl._.gj 4_;/,_.4‘/,/"}_:@/4} S ool w
slols ki jlol ol gl il 5 ivgiy sl vools fLoigd i o Liiod
g sdol ole o sg, 5l oaiis plwlids olwl sl g (s Cgr o SLiST
ol—ol sl 18,y i dy il b (g T 1 T st sly]
a5 ol Ll Liagiy sloa sl .ol ou i oolicw/ EXCEL 4 LISREL.SPSS
lato o Suj S iy Slac SUler Jolls Cpasd] oy dy maameds Ay olo/

Tyl ki s iy telS g

10.22051/BMR.2024.46202.2544; iy auless )
Ol ol el s sRisls wy e HEASLSlS IS g Sy pae 0aSiiils g 2SS (seiils Y
Ol el =5 eyl Bl ey pas TS —iils (LS S o e oS —iily L_ils ¥

esfidani@ut.ac.ir

9%


https://doi.org/10.22051/bmr.2024.46221.2556

VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m N

doddio —)

D) s s 405 0,851 g s sl s i il s,
Wb ez g VLm0 055 sla (Kl g Lo )L
3 S0 e as Uy e s5i o yb 5 LS el ] e
plasl Bua (loblbe 4 (68,8 olei—ion ()l colid 3= )b
Jroms ald asd gilaain (V) () Lsen 5 6Ls)5) 09 o
Cgr S a0, 8 S plaie sla S5 s Lo b))l o )loe
(VY) g (Vo V) (), Sem g 00l ) el o a5 )08
Sl ©y9 =8 S pla—ean | (ad o A 5 (S SIS
WS oo Ol Flejle 9 (pazd Coddge

Sybaanio g Do LLE L))y alwlid Jobd (asd s5less
65 A sl 5 Son 9l 3 ] el G bl sl
Juisl sy placaadge sy cmgp slomnl L oS a il Jy—ae
05—y Pl Slesliiul 5 a0, Shee 2Ll bl sy slaplay
S3lmodip portdo (Vo V) (hlSe g g pBgl) cad BLS T 50 0y
Slalys oo o8l a S ol ols lis (gl il W s
5 $lady> il anngi 6l 095 (asid sla (Shy g b Uy
So plas ol B an —azd gl oS eolaiwl 095 s
Jbo ol L (Ve Ve 05555 5 (A5509)) 0 (oo SaS 01,503 5l 02
Sl et |y Sl 48 el azily kS5 glaigS 4 bl sloingh,
y9t—iinn 3y 8l Ay dgaste dip leed ol 818 T b 0 Wi lgiea
LBlo 9 095 (sl a bl e i (gole ol 8k K850 L
Sy S taledd (659,20 9 gl O3l (6l (et w il
Ay S S o e |y Lo )l g Lsvoasl ccaadeds —aded
Oyl Lt 093 ds g aes Lialidl ) 0,8 ael s ailg e ateds



VIV ) 59 o1 Sl 15 oS 1 i o bl sl 5 ki

Ay e pdy 6CL0.~.’>‘ sloas & (Y- “_i_:b- 9 =) ..\_>‘).a.:.,
D93 a3y il Cge ol 3l gl e (5l 4 g 00, S
O,lge alox 1 aS 05 s ol 8l clasml 3505 oy 3l g ol ous
&l ol 8l 6l u_’)l.:’\ by e 0 atd il p (Y0 )],
CS pizmod § tlaizl slalo,l g glad > Gloal au Slaws
9 591) Sl pge sy (53lome (slsd j0 0 S laean 055

Lo oUly (sldS Gales am lim Olss o (et sy aie 3
) 0,5 oolawl Slbls )l coedi § ol cd,iny xdline o iy

(VoTY (909355 9
ls—iay S el aas g3 4y Suogaz Sl asd iy
5123 ,Sag; y (e Base jyia Lol sl saaljo Cogime e5090
Olaad (YA ()L S g ol ST) st wd o) i€ 9 (5350
iy A (oattd S GOlS Ty g )lS L aie j0 aalllas
gy L)l comrge (omated o (Vo TT cnalSid g plgate) 9505 o0
) et s Col 31 51 (gl 09 el 190 o 0l 8 i
IS byl e8> 0,50 50 &LST g ails ol 8l ales, S S )0
apedlwolalasaz>gas Sloj il cponl 3l —aks
et ap LIl sald (6t &gt (i oo 09d Gl asd
4S5 ams e ol gty Slawsl je,0 9929 (2 L 09 amal o
Sy o s A 1T sl oad ai oy aded 0 olal 4 kS



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m Ny

bl oSy

S (Gl =Y

Sl A 0SS (e i yad 3l L pl (lsmsan | 0 (143)Y) ST
)5 sk 10 35 e oolitul L3, 5l cloas o LoVl L ulis
392 3l 6,1 g Laolas cpols 1,38 g Laoles cd JLoo au o,lgn ol 3
> 5 DYgame Csn 5l (goled (lgean oy o el Slesy
5 SLbls )l =S S o 9 ol 09 S oo (B Lol
bl 5 (D) cal JLSO ol ojlos L bas e slaas,
5,5 LSl ol e 5 45 el JLu Lavod 4y o3fs (Y ) F
Sl @b Olgedn (izmen g Cwload o i (95 4 g 00l
39y Jled a9 5l els 95 So lytedn (asd a5
LA o) Kan 5 IST)

35— (VAAY) 5,y aJlie jo )L (sl (—asd (55l pophe
g g iy yo3 WS S lgedn (amd Sy oSS 18 eolin
Loyt S o sl y ols 0,8 Sl Lac il glaesons
OhLhlSan g o si8) cwl Ggldin i g Cuazd jo S50

gy Jle an gulS Sl Il S (el (gileaiy (VY
ay ol Cibgn 099 9 O e S (Sl Wl e paSd (g3l
So 0,8 (VoY) )L o STI5) 0o oolatwl calizes sla,l5L
—atl 3y AS pleie Ko sl 0e 3 Lo ols akd oSy
A S oyls sad o laibiwl o Sloe e ay ga—ol 4 Joles



L R I e

9 ‘735)0 6L®‘;))5 P Y wes sl_bu,u)_i) oA_MSJS.a.._A Lr”w
5 B9509,) Sg—dh Jad 9,84 asie dpn S A allg ge gl
olydlay ezl (gilwaipyas aas o sl la agh (YoV- oS¢
Gloyw alex sl cews i da b mlo oS 0 S6S
o San 5 5o ) it sl oy Il ool el aix]
WSl 093 53,5 plette 99,8 sl 8yl L LS 65180
D9 g0d Sgdna uyjmb&dﬂ@wwd)bwf PLYEN
g oo plzuil C il 5 b 5l La IS gloalid ol s 039l
Lo (Vo F o0l el an wgi Jls jo 5 )b ol 5l g5lwai
SrSely Ojgmodn (matd (il Sl mac dwg g 0l
S e Uil o3 (65l 0 (e i eelain! Lt 45
D92 e 3y ainls L s e ojlal ol gl claix] slaails,



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m NE

ooljcdy ,) aS 1,85 Ll ol lble Ly 5 aas (oS,
(S Sl GleS e (et il sl (VT (L Sen
Pl s S (b sla s, cwor—n S sm?
celaizl glaailas, e o (V1 (o)) LSan o 511 0,5 oolisl
Sl p el o e Olsmean Olssoe | pl Sl ;5 L o
OLLSee g oolii ;) < 8,5 L s ol ilad)b s ), K0 L bLS

SAEA R
o ly ol R0 anls o 0,8 S S oo o)Ll (g5 4 (g5l
35 Slpoje i s adle planzr ez ay g saiulisy o] LI
arias JB 53 lialp a8 slacas jgele g Glaal Ly adle
(i ailp Sy asd g5lain (VoYY (LS 5 SIsl)
ooyl J—asl gl a5 c ol Sl wl g o g3 a by
33995 Sped g peal o pie gl ol 8oy oo LG B pais
a8 L] 4y 45 it o &5 58 e (53 gL Jlad
OLSes § D5SSg) wiS Al (g, a O jsoan | 055 WS o

Y-YY
Gloazlid jo b an ol 8l Jlizns slap ,atly § Lag,glid anwg L
S9S3g) ais o oLl (DT S jgoa | 095 (gilunin slaclls
o sl gle Jlw o maded gilwain an a®dle (Y- VY ) Sen g
NeVe OhlSen 5 5y cl a8l ol 8 5B 5 b
JECHRIICA 2% TN SUSICHUNIINN ) 25 S WIS SAPRIICION A
ezl glaalu, 5ozl o ol 8l a s Jls o (Y- YY (o ,LSan
Loy Lol s, o ool l oylings s Jales sl (65l olgices
Sy 009 Sl il o 45T Wl oo (e it A e pdny

4S5 (B3, Sy S plgedn 9 955 5l LS s pgal JUSH (patd




110 | )59 o1 Tl 15 o0 3l s 2 bl sl g ki

9= S B ool wl o5 e gl el Cniige ay p oo wles o
w0jig ol (YoVYV ()L S g g STg ¢V V) )L, Sad 5 o)
g ol s e clatxl slaalo, U Yo one (mated 5l p
La JUls ol ool 8l la_wgh ouis olsol glg—ize (glod i3 ol
b g atio ) ams S5 1) LagT (slas > o Bidge 5 0y ailes oo
A Wlgs oo 4 el slaix] slaail, 5 G pl Sl (YY)
Lo 5 8l ) aiS S8 el 0 sl s eols] crlo
5 ly—ome o gi Ly oL, Syl o sile Lo, il o sl 3l (Y- Y-
= ot Sl AS Wload 095 pgal (g, del 0g Olbls )|
L 5 osldsSls) col aisls Lol i odlolas g Lac o

Sy9—0 03y jebayaS el glaalo, )l SOl pie
34_9).’0 9o Jol_u)‘ u.\_:‘y‘ra ‘)_:) Sl ra‘;l.._m.u‘ 40)_.5‘5& )‘)3 oolarul
Iy ol 8l o8 g o)l pl Sl o —aded g5l—waipn (Y VY
OB S 158 0 L (6 lSen (gl o o g ams ol 8l aSles
5 soilo yid) 0S8 sl ool e Lisee sloacs b g lasy daslay,
.(Y’Y’ so‘)&a.b

pll ol ipgim i) ;0 maded apy diwe) 0 4SS Slalllas
ol 00l X dals 3o ! 00

«ohml s caio jo il slaolsS (Baiwg —akd oSy
o2 gi— gl a8 ,5 aloul bsmiils e dobiiin p Ly —iule



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m Ny

s (sloizl g (aadd (o Sae S slaadlie Lol b C ol
A O g (63,8 (Sild 1 e sl jlre (i inen
2 Al e s 5 5, L g cladilie Lol Conl
5 Szl (S B gloailie culio (B3l 5l SLo gty

el g (69,8 (Kl sloadlle (e paats
e Jelge lyte com gy 8 (VF ) GLSes 5 s lis
Sy, Lo (plF i) (sl glpaSil o —azd gilwaiy

Gcl '>| &ud( W) ).) ,_.a_'z_....» Lg)LM;..\J).: -y 3 4 ((691_§oo|.>
ool ,d solSoals iS5 5l enlatwl Ly jglare ool aslassls
shyls ol )8l maseds Old o iagin ) o i8S plodl iagi
9 LSL“’)" ‘HL;,;’;;I”) gr"l‘: LF'AM 6@0)9) 5o T@m A
9 aile dulge a S o 2o o Ll pre—al B0 (59X Ll
Sl (ol Slia) Sy LA g, i g lgtone die
ol gl sl eolawl Lo )ls o5l —ass oy 5l o814 oLl

sloaS o Lagl (ol oy 1o a8 Jlelse ailys oo o3l gy
ol 3l G mSo e L g 00,8 slalis |y o 08 o 5l clasl
Olble g oo dawg g Cupia|) 355 (—ad 0T p o Jalse

s 1,8 Sh cod g 00,5 oS Togs i 5l g i
5 pl—wlii» lo e o iagh o (VFY) L Sen g <5
SLacS -8 Glpas (matd ilwdin o She Jsloe il
2 el (il oy d €l slaaS b yo (g5l
il o 15 g drlan e late ol ay asilasslsy elaia] laas s
WY ol ool s am zuln il oo solaiwl dalidw 5l pgo




NIV | )59 o1 Sl 05 oS 3 s o bl sl g ki

shls (Pt e sla Ty Jle 5 (mamd Slale—ia
ibige 3B o a8

Sl el Glyie ol (gl 0 (V0 VY) Sl g =
—atd dSp oy am Cle pae (atd A (6 —Sojla
3 6 yeS03al gl s agl anlllng Sy Late oyl ds stz
S Saepb g peal sl Jelepoe o plal Jele poe (—asd
g St o Sgte 1) LS gonS 0 o) (et w Sl g )5
D)l ol g (b Gl 5 Lt ;o slale SLS e oren
Sl e Jole e SO (asid s 45T (SIS R S e
GoalS sln ite Ly olnd il o3¥ il i ls LS g S S,
D98 (glwlid JLS S o) sl e 9 ea S e
S ey 0 il Lol slnsl oyl ams o i gy s
el (29,5 )5 g e a5 eCratd () (SN

S olpiia plgse Comd dagh 0 (VoV) Ol Sen 5 e
S e A Cmatd 00 alase Slm s sz s
i 1 g S 5108 leslaiwl L jedaie ol an asilaisls,y  pasd
o 9 3= plosl Laas L o Jalse glysul 6l plwlid
g 4S5 0 ol gy s b ajg Ve e el
ypeacshld (g me o3l anl el slasl oyl 5 00 olawlids ony
mli g b adl s jpmmes,Slas 5 j9omacblbi ¢ jgomonles
L s gilwain Gaa Lol 8l as 06 0 oo dlpiing odelcwo
loadiciy o5 Gy 5l G5l g Bas wol (el 0y 2Ll
CHll Ly 0gs (6 pin iy Sy g i bl Al bl pe (00l o
A0S e g S l_o...so Baa glaa wlys an d gl g Sy

A S d Gouw, Bae Lo ol 8l e g a0 Bas)ls



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m NA

L ol wodlae (sla, iS5 Sopasyy 4 05 s olgiiiy (e
i Gbj9e]

JoSgan 250 lyie Comd (tghy 0 (V0 Y0) 9555 5 (g5,
s bl o o hlSSaaly; (mated silwsin Gl © 0 Jlpe
O 9ot (g jelaie (il an aslasSlyy (atd asn )
oS Gt 0 g arlas ;@ V) L gl S o o plosl aisel
J—slge oo lis Jumgin mls 050 S JeSS 1) deliiow a5 VYFY
bl lslgs (3g— labym Jold ey ol ) S5
el 0092 29,25 5| ooliiul g (goges ISl 12 (s p Ry gt
Sl lg e Co i dagh 0 (VHTY) o)L Sea 5 g S5y
islad > sleizl sloailn; sloyins )3 Slbls )l g ol p) (—asd
3O et (Gl (g A €D g Lo 51,8 a0y Sl
o, 5 5 Y0 Ly o late ol asy asilazsls  elainl laail,
s o] 4 izl el 00t alowl arlias lojl o))
5 e slmoy Sl Ly alal) o ol s U Ceul 03,5 &S >
Sibwsin anlp s (et iy glacdls ooty sl
o=l slpail calyd jo S e in |y ol solie 5 cmaseds
ol g bl g5y yes o |y ol it llas
Cpol Slls pman asllae ol o o i sleia] slaails,
sloa>ly plw 5oy glpas (Glojlw oo, ¢l Sl
slac b Jos (Sl plie 5 (og—ae baly) wiile) Slojlw
Lol ey (3l

Sy lg e ez —dpgh 0 (YY) X Slen g a e SSg8
Cplog yo sloizl slo alow) )3 (madid g5l n 5l OlIAS 56



N m Ol 59 ol Slancal oy )8 oy 3l guasdd 03y ol (giaca gl 9 (2 Lulils

3o loizl sladlw, o —akd gjlawaiy 5l LIS 50 olsT ol

Lg ‘(fw 6)L»wf Sy5—0 3O QLMLQW 9 L!bcgd_g.é 6)51&"‘?
aS aas o nlis Lo jumgiy gloa il o b axlas )L.\_?J...,L, \Y

2052 o ) (eleizl glanSg, g y0 oI5 50
oi5be ,am Lagl oo oo fige 095 (el (55luniy las syl
3355 olebbue slajls 5 Sl LI L 095 pgal g lpione Goai
ool s Cponl by wiSglanyl oyl 1o 0gde o o 18 gl
Al o ppe (e WS p CSlw o) Cdlol s 5 05 3 aasy
il o glanss 5 (LIS 56 6l n los oloal, Laail o\l

by, -
ool wl e gl ools oL 5l vl i3 5 ol o iwgia ol o
g a0 0s 3 L Ra i oLle Jdo a ool oL L ol a5
Sl Jlod ay Laylinl o oiallys 5l (S0 vl gl iy
ks g, 5l YL e i3 5 9 taiea s (V)] (2 5 (J5SoslS)
Colw ;o g laol jetate ol a cwl oo sola Wl (Y+10)
Personal » j«Personal brand» sl acjly oS Lo g oSl
(i o—ole a Jlie (LS VAP slows g ub sl sl «branding
CYlie g8 s ot o8l ol o ilyaS adlie 5 59,0 alis
Lol 2alS VP as Lagl sloces a8 ald )5 —idgh —ole
ALl b sl e Aiagiy (nl e g Bas an g
A (e 5 lpme 00 S (leie) (9P Lol 28,5



1Fo¥ ylioano oF 8 lous (o3l 0590 iy Cu o dolidad m \v.

oS ad> o ol 10 gLl abiges laie a4 S was olelis (le
A ads o ol 5l e ls VP oo c olgs o A ) Lo s
w0dal s a Sl jLzel 5l labsl o tated ool o
S350 GYLd g plaiine oLl )5 51 8Y - b pla—nl,
o s as os eolaul Loyl slaolging 51 as os plol —ases

el ool aildS iosled 4 ) oyleds Jgu o

(OSN3 doan ) 50 b9 S L -Y oo

&b b
(Shafiee et al. 2020) alyy, gased aelipy o il
(EIMassah et al. 2019) S50k 4 bles
(Shafiee et al. 2020) 055 Laass A ,0 S
(Rampersad, 2008) sibaie  cwlibogs
(Girard et al. 2020) s
(Rodgunphai & Kheokao, 2020); bl o lee
(Keshtidar et al. 2020)
(Rodgunphai & Kheokao, 2020) Slalosl slisls b pdy

(Rampersad, 2008); (Rodgunphai &

K< - ‘
Kheokao, 2020) ol%s 5o slezel sl

(Takécs et al. 2018); (Girard et al. omisdsolozel yals
2020)
(Takécs et al. 2018) Syl i ollgs
(Rampersad, 2008); (Shafiee et al. o Shee g ki L3, oo Saalen
2020)
(Shafiee et al. 2020) Glp Egiie slois, 8,90 50 BT ¢ Lalus
ol S
(Takécs et al. 2018); (Shafiee et al. SIS @ gail
2020); (Rodgunphai & Kheokao,
2020)
(Girard et al. 2020); (Rodgunphai & byl slacslge il
Kheokao, 2020)
(Rodgunphai & Kheokao, 2020) o5 4 s cdgiae wlus!

(Nolan, 2015) Ao pia g celozz] Sloladl 4 s




" m Ol 59 ol Slancal oy )8 oy 3l guasdd 03y ol (giaca gl 9 (2 Lulils

&l el
(Girard et al. 2020); (Rodgunphai & 5 w0
Kheokao, 2020) S5
(Girard et al. 2020) slamo 5y, sl S il
(EIMassah et al. 2019) locodlss alowl ,o ool 5 agas
(Shafiee et al. 2020) aiets o5l 6l B, e bl
(Girard et al. 2020) HEails dlass il
(Girard et al. 2020) s J> 2Ulgs
(Rampersad, 2008) 45 s g, o800 5 g TS
Slegdge
(Rampersad, 2008); (Nolan, 2015) oaseie lasl oyl
(Rodgunphai & Kheokao, 2020) b)) (55905585 51 eolazl
(Rampersad, 2008) OLSes ly eals i

— g (SR he)y 1 g o p)lS W Bae il gy (]
et Slio LS el gy s ylel dnelr el _iolany
OIS (555 Aws )l 55 (—ad oS s ol
) O] FYPD S | i SR IV S USROS\ 7 B L SUS e

(YY) o 5 6005 o 5l aiiged oz Gt sl G953
Jlos 05t Dlsasl ol Fre asged a8 Sl s )5 oad ool
Ohy A delidos p ¥o e olaw b el ogs  SLassT (Lele
o)l s Jlaz yo o jedaie (ol an il m el sladl (5 S g
09y 4= G5 ol 5o deliiin sy 0l a et deliiis y Ve e on D

Ao 5o Lidgio Slool jla ey ol o g cewl oogs aBLw i

,u.‘?h_m > Syg0 40 J‘g_....a \id J.al_..u aslii )y e 5 eolaul >,_.49L...4 5\_}))
ot B yogm tlaie 3l g 0l ajel 0 ol 8l g el iils aslul




VET linm) F §lods (00330 0,99 iy o pto aclibuad [| 1PV

or St b ol bty 35 S OLS S O L
u_.s‘ ] 0 oslaz Cl—"-’jjs LSL'O'” o —o )‘ ML\_M.w)J ‘5>L_>l.:

)‘ s_i_>)_.€b 6‘)_; 9 Sl 039 «/q.Y L_))_J‘J.) ML_M).: ULT(S‘)A w),o
Jgaz o QT s A all a b Iiome Oygodn iogh sle e
CL*-’j)S LgLQﬂ g.,u)_@ @Lg as )9_,auLo.® el o 4_:;‘)‘ Y o)l.o_.i}
g )‘0)9_5).) S._ML.A G’L—’L’ )‘ ]B.So)H ML—M}J RO 0 ul_w.u
J_..l?u u"ﬁ) )‘ Fam ..\_:)J Ol_u‘ ‘;L...:L..m 9 Lmo\o ) 6‘)_:
hole o g, 5l ool ol (gl b oolit ol SLciST Lol e
Ll g, ) oo oLl slal 0l (gl b e (galyl S
A ol gana s, ol waaly o 0,5 eolaul L;..x_..;l.. ole

A0 5 oolawl el ‘53.9).’;_37 3 st

ey saisl -F
el oo 4l _ole ngss sLmaidl by §l Lide ol o
sy ol it (g, e BlasT Lele o plzuil 5l iy
cwlio g 05— g0 (sLmosls 5l ool ul (LSl 51 labl g cmaseds
5 il gl 5l e BtaS| Lole Jrdows (sl Laosls olass (y05ms
s5bben ot osliiwl (Sl e janS dged pn> ColST aslo
Sl e S o el 00 0l i ¥ o )lects Jgaz o a5
lole o szl (sl Lmools ceyliS 5l S 4 ol - [ASR
105l eS iyl gmesl g lolins gl rizren el SLS]
e jobiie ol (sl (BLasST abe Jdow ams oo lis 5 009
Loy 8) (Kimod (s (09 00 aSlid (5,8 5 cul



Lay m Ol) 9 ol Slacsl o)l 0B 31 (guadedd 0y lal (giscy olgl 9 (o Ll

Soolnlas coils Hlasebl las e ¥ o)l Jgaz a4 >g8
0 ol olwlis (gl oo (5 glaes sloosls 5 Jole L5l

sl iy Sl s

Sl oy g iyl gloo ol -Y Jgan

dgad CuliS (g0l gl suiie
“IAFA Sl e S digad CuliS asls
0% B/FAY SsSl Gl5 e ) e %y
adiyly g0
6)10L;4.A éla.»

el ST a5 ol Ly L i T80 s
I 5 YL Ly STl (ln 8,8 5 sy 9 Lo i
olly e 50 0Bt slasle (pLlgs oa S L a5 09
STl polge o o ol o2 Ly .l asllhaod g0 ,iin
VY L VY aysS STl o e s ssaliis 50 ol aclis
L Shial lime i TIARA ol Ve o)le ansS g (S
Ll o3gy Tls 1) Giogy sboarss lee

s g, 3 oslis ol Ly o L3S Jole [l g am o
Gegim slaesls WSl )ly (i3 o g, oLl g (Jool slaailss
S o plid JSlasT e Jodos s .ad)s 1,8 ) 950
o 2l 4 el oot LS dn Uy ele i 1 e iy ol
ooty oLl ale cin el oad ool Ltd ¥ ojlads Jgaiz 4o
a1y el a sl il jlg a0 )0 PA/AYS 5 oone jo
O illy amo e g g ,S sl e o ale ) s
sl 0 ) ¥ o los Jgdr 0 ladysS cales o




VT i) F §lods (90030 0,90 iy o aclibead | IVF

AUST Sl Jobod 55 Y Sy

M)é .
(]
bl ' )»—0 st o ylos
) swi e ls Key)
o o shole Jlgw
tlosys
odww
RN | clalsl alisls il y
SAAR! Ol jo slezel sl A
</AVN SO 4 sasly VY
\Weos | cIAs- PCHURECR Y L] Epdyads
Jpaq | TR '8 FRTE
()‘)Si‘)
Loio| loladl a5 Joles
P I e \s
aliwgo piy
b, g sl
JAVA Srpy S Shy b VA
Iy ol e sl
VIOYA | IAYY [ gpAn | SIS TR Y. o3 selate
L;MD&}L.JM).;
[ERVE) 5ol
gya. | RO vy
Olegoge &y Lo g,
<1734 GSob 4 bl Y
.Js¥a &S o0 VY
< IVSY s a0 5 il
VoY VYY | alRails odans il T
VYR | bl 655dsiS 5 oolanu Yo
55 A 4O S S
g | SRS v
o,
- ISYY s o
3 K B4 Ll
Ys- PLaB e R R Ul
a/vay IAVE | S sl esie sl s, VY 7
Codled
(CS{ I XIN| 5
-4 Pl o ool)l g o \a
lac]led
sl aelip 5 sl
Vo | erseA | 2T \ S S
a/vay ailss,




e m Ol 59 ol Slancal oy )8 oy 3l guasdd 03y ol (giaca gl 9 (2 Lulils

o yo .
b
obls . L 0loutd
. Wl el o
clisys
odw
<134 R $
LS )3 o Sinlon
e | T oS 3
S ,S.LQ.:
</AYY i gwlibogs ¥
AAY IR saslezel puils i Lo L
AIFAY o o S
AL | Sl Sa Ul Ve
000 | bls)l sl s cals VE
AIVaq Lewe lgs vy
A IVOO S > S5 oy, bl
AIVYO Jided i Slaal il Y¥
VY | oLSes sl s i 0

J.J.?u o9 )‘ ‘LFM'J A 00l LS’L“JL"“’ de." .\_::l.:j ) 6|)_:
ol sl g Joo dbiuly oyl jo ams soliul ol Lo
Soolaiwl L g soel cws an SlaasT Jole [l 5l a5 slayl
Shele Jdos el o 35l slaasls acs g0 Lisrel l5le 5
Lo asls ol aS ol lis bl g s 18 ol 0,00 ol
Jdos e Ll sal LI (YY) LS g JSSlale i s
ol Voole—d JSi 4o s bl el b cdle s ol ele




VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m 122

Jowe 0yl P pdy Caridg g Ll polio il -F Jguo

Jow

o3 | Jed BB el o3 el
Sl yo 1 Slo aiyy Lo
< < 1 N
0.078 | .05<RMSEA< .08 | OSRMSEAS 2slr slo>
.05 Root mean square error of
approximation
< < Wi ; L
0.91 .90 < GFI<.95 95 < GFl < Pl st o
1.00 Goodness of fit index
< < R PN ST L
096 | .90<NFI<.95 95 < NFi < T o
1.00 Normed fit index
< < sipdas 3 L
0.96 .95 < CFl < .97 97 < CHl < O o
1.00 Comparative fit index
Sl yo 1 Slo aliyy L
< < "
0.063 | .05<SRMR<.10 | CSSRMR< aa
.05 Standardized root mean

square residual




Ui m Ol 39 ol Flunsl ()5 o8 3 (s i ol gkiaa gl g (o2 Lol

) a0 .00
JipanTo

3 lailiwl gl po b 5o gawli Jole Julow - i



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m 'FA

D0 ,8 oolawl ygls gl 5l mased oS bl o scagdgl sl
Syl 8 el Jolag, o 0, Slee oUly Bamoz bl L
(09— plosie ((S9T; Somw i P A Sl gun slaas, o
sl S gt 5 63,mal) QLIS a2 g iile (Sl
aS ol 8 cslsl pide L pgs as) jo Bamag by b jlas

el ool a1 0 o les Jgaz o ] b

OPLs (29,61 -0 Jgu

038 -

e . Ay » 95!
Goay | Jloy . A
Gyl Lo

X
\ </+20) ofeeye -/44Y- S RN sies
Y AT RN /s FY /230y o9 plete
0 AL SARA R -/3204 4,55 5 il
) /129 o[ fY <[AaYA o Sles Ulgs
i SYYY SRR | -[a9¥8 Sy S
¥ <IVEYA RS ¢4 SELIN Sels
4 AR IS SERAAY ALY 6o ), bl

G35 Az -0
Iy o923 slo aass g Lo Sy ol 8l —akd oy jleslaul Ly
delr )0 (ated oS Cpenl WSLES e Glaled o 6 Ojg0hs
GiRo5— 9,5 o5s arsi ol an (Sl 5 35 Be oy j5yas,
5 el |y —atd oS p ol al s cwlosgysa0np o>
el ap ol as ols s ety sleadl uS saucadl
(o9 rlete ¢ Sy Semw w0, Shoe Ul Jalits Sl o e




' m Ol 59 ol Slancal oy )8 oy 3l guasdd 03y ol (giaca gl 9 (2 Lulils

5 oS Slallas Ly g i st s oo olawlids Jol oy
Sl Cpl i (Y2 V+) o Sg g g S539, 9 (Yo V) o)L,
o (ORs am gl g 9w el (295 i
L o5 (oo azge (S Sdgime ol (eloiz] slajline g aclyd
G adsie bl ails L8y an Cod a¥gi e il S0, 8
S b aalp g SBlaal JLB 09,8 il g ol 25 095 a4 S
Sl e ailiwgo piy 5 eloix] Sloladlay ol o il Joio
e R R B e S e
48 09 o Sleiin pl SLwnl 0 G pdniadsis a0l o asd
ool s g 0g yublse by Jooles Lyl glm 1) ola gl anl of
a5 05l el doul o (LS 4 cloixl sla )l 4 s g
La e e izman il Gl 5 dliolo oa 5 diie gl e
Gl 5l (i Sl e slaizl sloels iy Sl cmles L a5
Gl ginne samo i Lps as (LS ol ail b pls—owe
S e SeS 5 Oleblie L 5 3o L )l slonl 4 as el
loaSd ,o S Ol g Lo w4 S 955 o0 Sleidn
o=l eamo i ol acsl il 04y owlin 0855wl sloix]
anal> SO clv ao Jole g arnlds o)l Lag ] ol s a4 S el
A wSlgl e Lod g, ol 5l ool wl ol 0,8 a5 Lie g Jlosly
Gololdg g ol il g a8 oS pl S i) o ased 0 Syl

led e 1y ol
5 5,5 Oldllas Ly as ail s (5090 place cad olulid pgo am
Syl il (Yo V) S g (a5 5 (Y41Y) o] )L_S

ol dai )l ], S0 L e Sglas g OB SO iy ddes
Sl 098 e ooliiwl Las o3lg 5l O ylow sloss jo a5 (loren



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m .

e oSGl 5 9Bl e algi e 00 L Bl nles 5 el
755 JalE o jlee adaz 5lasS sloml bl (gl (500 4 Cos
5 2o SIS (39 3y By azie w5 o) Lo Sy
5 oS e Sl Al e Dlegbge a od By, o us
Sl pl Sl 55,8 g plotie aly ;o A8 (asd Wp Sl
@l G | 995 55 pe3 a5 ol 8l 9 b e Sleiiy (]
oa30 L5k Leias ol gt ol aims 1,8 Clds 50 84 pamie
)l slasgFan ol a Sl il gl o, ba,amie Cuazld § paass
Slomlas 18, bl bl 30e 5 Lajls L Lt o5 050
Pl il Jmlsp sl plwbid JB 5 05ms s r—ar Somw S
S8 caizmen a2l e (asd wp Pl plets )0 Wlg o
5 Lageal ol i 3 )b 5l pBaas Jlds L ol 5 jeinse bLS)|
S8 1,8 4 4o syl sl 5 Lol o o5 L i

Wgd Cod Glible 05 )0 plete O jgoa b S
U lallan Ly a8 ol o 4,z 5 iils oo llid pys asy
45 Glej o)l Cugplie (Yo V+) 5-Ss5 5 (ilg S0, 9 (Y2 1) 5
Algs o el a o g il glile Bae asel> [ lay ) sl
&8ly 50 d,m5 0l Cws A Bue C bl 2l o | o, oSl
A ol e, dn a5 ol alids L8y 0 50 ;0 lratuily g loo,lps
Bl o5 oan Wil e 5 il e wie B L 5 e S
Slegoge g Glia> S0 il .ad)F by s lac Jd g ool
Mz o180 x8, § 1 8L aSlg e a S e wl calise
50,5 laz K0 SG 5l les omad |y a9 iy ool Ly )| a8isls
3 matd aSp Sl Gl )l e L 9o ol (Siven (ol
3 09— o Seimiiy (50,2 42 g il o 0w ST L pl St



I R I e

5 a—ass 35 oo el a5 5 5 oolalwl SGl il 0, S, o>
b3l plable Ly 5 090 aldlis Gioled 4 (655 j5-bay 9,8 (il
el slgi o 45 sl jg0] (glaime slmsl pad gl e 13
ol Lo B55aul 5 (emdsl sl 0lisS (ijsel slagans
Olabbre an a Sl el 0,8 by sasms lis s &5 g 45 0
4 a8 05 o Gr-t |y Lol g o e il oz 3 BB 00938135 )
Slad 6555 el il Grege il oot g glomome JLds
Olebbe ¥l any (ls S e O] 50 4 sl ony Gl 5 i
ol 8l 0oy cdlacs g sleiel Load as g Jolas g9 ol 0l by
G5 Baos S, L aas oo ) LSul (Lblbe any a sl waiS oo Cugd |
g plaasino plw by &8 Lin g 0isS oS 3,8 aass s
L od>l _no 3,b jlo, 3 a akioje—o ,o ,Ja5 Sk ol, 3l
A Wilgd e a8 sl Loy o NS S il g S iie sbog ) SKan
g OYlie Liilialyd jo 0SS S 0,8 blgla sl oo WS
Slegdge (o ol 5o a8 col pl St jo Lo slaaiiy
S plyedn algi oo 0j90 ol 45 09k w08 (aast b La e
L5 s S8 ol 5 48,8 5 1 o olaiel J 6 5 - sine oo
Ee Sy Olgsany 9l oo aSh il 0,8 Gae (s saiasLiS
Ol 1) 9,8 Cdge w093 angian a5 0 o 500 Gl @ e

PS5 ool 095 059> 53 4,2k g paastie S
lllas Ly 4§ ol o, Shas 5Ulgs o Ll oyl os
Caplie (YoY+) hSom 5 8,1,—5 5 (Y2 Y +) L LSom 5 cni 5
Ao L 0gd oo el calizie jgol o clin 0, Slos 010
o 5 Ol @l b pled (e 1) cnlin 3, Sloe il )l pases
ae) 0 S L OlsSe 0y Ses oUlg rizren ols



VET linm F §lods (00330 0,99 w2 o pto aclibuad | 1VY

ool wl cal 55 poie o) Shae Ll a5 pl S0l (o
9 W u)a_.ad_a ‘) O‘)J‘ (Sl.lbd)st_wo 9 l-QA_J)l_Q{c as ‘s)ué)iﬁs)
Sg— o Slgaiion 1] .l bl 0 )0 iuled 4 cnaline JoB
g_i_i 4\_:;‘)‘ éj_m ‘bl_‘>u‘ e O yeod Lﬁo)ﬁ)_’ 9 LQO)BL’Z_MJO U’“"L""
‘;..oL} Slaal ay aiS> 45033)_,1)_@0)[_9)&&_:.&.@9)_@;7’:»@_&93
Ay Aol )| s ailgl e ldble A ol a il cws
Syl 5 pils Lol o a8 Lajliog Ly (ijsel slaslas, 6155
60 See HUlgy sams lid Lyssas wogd o aildS Slpil ag
ol ioli8l g lble L puiine bLS )| (6,18 5 a4 SL el
S0 L 3850 slas,LSen iolod (puizmad oS o S5 Loyl
Ao izt L6, LS ol aes i |y i lacsT, i ol
A e 0 |0, 8000 500, 5 oS ol 8l glad > a5 xS

A oo )8 saaz slrog,S

[y 092 (S Smw ol 1 as gol 8oyl el (V1Y) SSl>
S lg—e oy GBlaal an o jo wiles, S (AT a0l Wl O g0
Ay A 8l s s i cmated del p S il L el
Clus 4 —aded oS p dw) ;o edlae  Sus; Siew flgea YU
oo p L5 aal acals el g old Lacc s jo ool ool
3O et 3 gl (5l 8 ,9] Cnd 4 (g Sog e as



lan m Ol 55 o5 luns! ol )5 0By 3l ot iy ol (givcs gl 9 (o Luslis

g Loyl L ol bl ogou aSh wogb ar 3138 Lialoi an Sos;
0,34 asie slo cFhg 0,5 Latie L 09,5 e slpaio, 1 auS
o=l oS slonl bl gl g0l culis Glgs oo (Sus; S
i (=59 Sl ped e elS I8l ) 5l Sz e Jold Wil e
3O*Jl_§l" quJUa.al_:d\_f..\_mL:‘;ou’_i._uuLm 03— ‘S:l_..uL..wrb_m.m..\a.:
Syl Cgul i (YYA) ol Sao 5 SGo5,8 5 (Y- VA) ol LS
g lby l>l sl piY slo oUls g &yl (iils 4 Gi_wlw
Jolts ailgs o (KLl cbolies olFuns 5l ls o)Ll OMSie J=
a9 ol dn e ool jo aS Lol ades 5l as sl ol o les

SOyl S g etiaoleiel ( wlidogS g lo Cl oa i
Sl a8 ol Sl )0 (matd 0 Cel 6l oSl e
]y o5 cla sUlss 5 Lac Lae Lyas 4 a8 Col qgeo o3l 55,03
Ol 498y 4S5 95t 0 ST po—dge A Sl IS il
Slgiin 13 sl yomie diadsyyl 5 usmobe L any Lo Sigls
aiges L o Slalllae olso dmosyy (o S ST sl an Ly 33, 5 o
ol A 5,8 s g Sl sa el a S ola S

Dgu A8 goled 4 Swsll
ST lalllas Uy a5 el go,mal, Ul oos ololid oiin any
s el e (VoY +) )l Sad g b5 9 (Y1) o ,L_So

Sln e bl 5 Bl o Ul coielS ik i bls o



VP sbiano s <P 5yLous o3l 093 ey ko dolibiad m T2z

L Coio [y anas Y e o)l 0 580 slo Jdow asl )l L oo 5 e
aSL ) 093 Bee s Ll a5 0,8 (aas 055> d gy ye il
(gt s oL ]y 63 —al) (65 yaalin g ptd 0 00 2Ly
Sl SaSS g Lasilywl 0,3 Loyl o aS Sla by L Lao,gs &)
Lo Loe oo lis ol o wms o Lij9ol |y 995 S0 pae

Db g0 el
9 drwgd 5O (Al Ay GE 0, S o )Ll ansS Wb ol 5o
el 95 G sl (gl 5 9Bl e e sl a3l W)
g (ml latudgasme (n ytege (S0 0)l0 0 LS (60,8 1a
onl pls sl 009 Laools (6 5l (gl iy anliion 5l oolaiul
o Laasloae jloaul sloimgsy j0 a5 09 b e sloiioy
L5 0 48,5 0, dian glodolicin p LS o 50 5L sladelican
Slgpiig ppizren 130, 5 pal, 8 L o Jleisl olal olwlis (LSSl
OB ale (G5 (D)5 s Jlgz e s 00,5
O bl g Latslas L o9t Jodod 5 anslie IS gcnS (] psliee
oBano 5l a0 olal ogin ! 10 00,5 et ie Al 2
T sl ol (6,503 gl 9o Sloidion ad (o) 2 Ll
Lo G g 00l 18 o w90 Ll _iils 5 leaass olfa o
G (o, yol> agio L sasl cws 4o mlss oS
Slpiiig s oy b oBas 5l gt (ol 0,5 & je 0
5 oballzils olSas 5l olsl (ol (o —ighy 0 aS 00, 5
Sledcel cws 4 @l S 5 L e g 00 o)l 58 plaasis

09 plmil (Gaazx (GAanAS ) (ipgh 90 b



WD | o) 59 o1 Tl 15 o 3l s o bl sl 5 ki

OFY) o ( G (gole g L0t s b 90 oald ( <5
s

LS b Glpae (matd ilwiy o Fie Jelge aungldl 5 ol
D)+ s S e gy ool sl b ol azal ol paS s 5 g o
YOA-YYY

S OTAA) a8 (cartd 9 Lo sele 15,9 9o o550
dalllans j90) )l ol s G o 2l GlaluS Bain g el oy
s Ll 5 o uleS lins ( ki s g oSl o e 034 >
YEVY (DAY, alCeil

OF ) ;ST el S g (gopodode a5y oo 15 Lo
5515y L (o5t el (sLnaSd 53 el (5t s e ol
AOBVYA (VA 0siiS b pms kb, Slalllas . g5lSTo0ls

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on
the Value of A Brand Name, The Free Press. New York,
NY, 247-248.

Arai, A, Ko, Y. J, & Ross, S. (2014). Branding athletes:
Exploration and conceptualization of athlete brand image.
Sport Management Review, 17(2), 97-106.

Caviggioli, F., & Ughetto, E. (2019). A bibliometric analysis of
the research dealing with the impact of additive
manufacturing on  industry, business and  society.
International journal of production economics, 208, 254-
268.

Chen, H. M., & Chung, H. M. (2017). A scale for CEO personal
brand measurement. South African journal of business
management, 48(2), 23-32.

Citra, F., & Kusumawati, U. D. (2023). Television Journalists'
Motives  in Implementing Personal Branding  on
Instagram. LITERATUS, 5(1), 148-165.

Comrey, A. L, & Lee, H. B. (2013). A first course in factor
analysis. Psychology press.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m 172

Dasi¢, D., Ratkovi¢, M., & Pavlovic, M. (2021). Commercial
aspects of personal branding of athletes on social
networks. Marketing, 52(2), 118-131.

Del Blanco, R. A. (2010). Personal brands: Manage your life
with talent and turn it into a unique experience. Palgrave
Macmillan.

ElMassah, S., Michael, 1., James, R.,, & Ghimpu, |. (2019). An
assessment of the influence of personal branding on
financing entrepreneurial ventures. Heliyon, 5(2),
e01164.

Fitrianti, A., Febriana, K. A, & Ersyad, F. A. (2020). Personal
Branding Cino  Fajrin  through Instagram.Jurnal The
Messenger, 12(1), 74-83.

Frendika, R., Sule, E. T., & Kusman, M. (2018). The power of
personal values and cultural competence towards
personal branding of employees. Academy of Strategic
Management Journal, 17(1), 1-10.

Gandini, A. (2016). Digital work: Self-branding and social
capital in the freelance knowledge economy. Marketing
theory, 16(1), 123-141.

Girard, T., Pinar, M., & Lysiak, L. (2020). Understanding
student  perceptual organization of their personal
branding in higher education. Journal of Higher Education
Theory and Practice, 20(13), 136-146.

Gorbatov, S., Khapova, S. N., & Lysova, E. I. (2019). Get
noticed to get ahead: The impact of personal branding on
career success. Frontiers in psychology, 2662.

Hamzah, I. H., Bahfiarti, T., & Sultan, M. I. (2023). PERSONAL
BRANDING PT. VALE INDONESIA DI INSTAGRAM. Al-
KALAM: JURNAL KOMUNIKASI, BISNIS DAN
MANAJEMEN, 10(2), 88-103.

Keshtidar, M., Shajie, K., Heydari, R., & Ebrahimi Besharat, A.
(2020). Design of an Analytical Model for Iranian
Taekwondo Elites’ Awareness of the Components of a
Personal Brand Image. Annals of Applied Sport Science,
8(3).



"y m Ol 55 o5 luns! ol )5 0By 3l ot iy ol (givcs gl 9 (o Luslis

Liu, Y. C, Hung, Y. Y, & Gunawan, J. (2018, November). A
model to explore personal brand in social networks. In
Proceedings of the 20th International Conference on
Information Integration and Web-based Applications &
Services (pp. 306-309).

Moldovan, G., & Tescasiu, B. (2023). Identifying and
Measuring the Importance of the Lawyer’s Personal
Brand Elements — A Quantitative Research. Proceedings of
the International Conference on Business Excellence, 17,
314 - 329.

Montoya, P., & Vandehey, T. (2008). The brand called you:
Make your business stand out in a crowded marketplace.
McGraw Hill Professional.

Nolan, L. (2015). The impact of executive personal branding
on non-profit perception and communications. Public
Relations Review, 41(2), 288-292.

Oshiro, K. F., Brison, N., & Bennett, G. (2021). Personal
branding project in a sport marketing class. Journal of
Hospitality, Leisure, Sport & Tourism Education, 28,
100308.

Osorio, M. L., Centeno, E., & Cambra-Fierro, J. (2020). A
thematic exploration of human brands: literature review
and agenda for future research.Journal of Product &
Brand Management, 29(6), 695-714.

Parmentier, M. A., & Fischer, E. (2021). Working it: Managing
professional brands in prestigious posts.Journal of
Marketing, 85(2), 110-128.

Pawar, A., Kusmiati, M., & Sundari, S. (2022). THE BUILDING
OF ONLINE PERSONAL BRANDING. Journal of Business
and Management INABA (JBMI), 1(1), 1-15.

Pawlak, K. M., Lui, R. N., Bilal, M., & Siau, K. (2023). How to
use social media for scientific advocacy and personal
branding. United European Gastroenterology
Journal, 11(5), 488.

Peters, T., 1997. The Brand Called YOU. Fast Company.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m 1A

Rampersad, H. K. (2008). A new blueprint for powerful and
authentic personal branding. Performance Improvement,
47(6), 34-37.

Rodgunphai, C.,, & Kheokao, J. (2020). Analysis of Reputation
Factors for the Personal Branding of Journalists in
Thailand. Asian Journal for Public Opinion Research, 8(4),
453-477.

Saffari, M., Poursaeed, M. M., & Niknafs, A. (2021). Factors
Influencing  Personal Branding on Social Networks
(Instagram)  with  Data  Mining  Approach. Consumer
Behavior Studies Journal, 8(2), 138-155. (In Persian)

Schermelleh-Engel, K. Moosbrugger, H., & Miller, H. (2003).
Evaluating the fit of structural equation models: Tests of
significance and descriptive  goodness-of-fit measures.
Methods of psychological research online, 8(2), 23-74.

Shafiee, M., Gheidi, S., & Khorrami, M. S. (2020). Proposing a
new framework for personal brand positioning. European
Research on Management and Business Economics, 26(1),
45-54,

Shahpouri, S., Noruzi, A., & Fahimifar, S. (2020). Presentation
of a Personal Brand Pattern for Authors of Academic
Books in Publishing Industry in Iran (Study Case:

Information Science & Knowledge). Academic
Librarianship and Information Research, 53(4), 13-34. (In
Persian)

Sharifzadeh, Z., Brison, N. T., & Bennett, G. (2021). Personal
branding on Instagram: an examination of lIranian
professional athletes. Sport, Business and Management:
An International Journal.

Smith, D., Jacobson, J., & Rudkowski, J. L. (2021). Employees
as influencers: measuring employee brand equity in a
social media age.Journal of Product &  Brand
Management, 30(6), 834-853.

Takacs, 1., Takacs, V. & Kondor, A. (2018). Empirical
Investigation of Chief Executive Officers' Personal Brand.



" m Ol) 9 ol Slacsl o)l 0B 31 (guadedd 0y lal (giscy olgl 9 (o Ll

Periodica Polytechnica Social and Management Sciences,
26(2), 112-120.

Tuong-Minh, L. L., & HOANG, T. N. (2023).
INFLUENCERS'PERCEPTION OF PERSONAL BRANDING ON
SOCIAL MEDIA IN VIETNAM. International Journal of
Communication Research, 15(3).

Vasconcelos, L, & Rua, O. L. (2021). Personal branding on
social media: The role of influencers. E-Revista de Estudos
Interculturais, (9, Vol. 3).

Venciute, D., April Yue, C.,, & Thelen, P. D. (2023). Leaders'
personal branding and communication on professional
social media platforms: motivations, processes, and
outcomes. Journal of Brand Management, 1-20.

Wetsch, L. R. (2012). A personal branding assignment using
social media. Journal of advertising Education, 16(1), 30-
36.

Zarei, G., Movahed, S. M. R, & ebadi sani, S. (2023).
Identifying and Prioritizing Effective Factors on Personal
Branding of Commercial Company Managers in Social
Networks. Quarterly Journal of Brand
Management, 10(1), 213-258. (In Persian)

Zhang, T., Yan, X.,, Wang, W. Y. C., & Chen, Q. (2021).
Unveiling physicians’ personal branding strategies in
online healthcare  service platforms. Technological
Forecasting and Social Change, 171, 120964.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidead m e




D
ime s Ui
V=

Ny Co o aolbdliad
VEY-ANY bl o ) ¥ oyles el 0,90
VEYL 1Y sl b VEY s
http://bmr.alzahra.ac.ir :cols o VRV VA ao

S Sl i 5153 6k 3 (S oIy SIS o dlly I (565
Y (SN agldl g o8 yd
[RERTN PR ES W U PSRN

ouS

srloizl Codst o dy by o Slola 3l 5L ) S Ly Sl ey
Wi g 5 i )My S o Gl e (5 I T SThol 5 LS,
5 sl e, L7l Giagsy el odds plol YIS (20 tiyiiy] oKy 45
gt sylo] ol Sl o islog oy i g, 5 Solo o L I
oy Lo i FAF Sl S ol VS (o ity ol 35,8 2o
lou sl sl o Lol digai Glaicds upiws jo0 Joixl il o Sdigai
ML._MM)J d—’)‘b/’/ﬂ ‘_s_J/ul_...o uL.../_a.c L; L{Z’W ‘JAM L;/)_:)Lg Oj40 L;[Jbo..)/d
Gy b Lapeito DL Jodni' i 5 Loa 5,8 (5o 5 (55 aoz o) Juil]
g Loa 8l .Cowl ou s plzil SMart pls 1 sls, i 5 o, 3w &Yoleo sjlo fue
= olbpidco bwgd VS 2m0 celoiz] Codsts S0 45 do0 o Hlid gl
gt iy (Ml O3 e s aizman 0,0 (o 0 ies )_..:L Ay syl OIS e
welain] oyt e S50 .05l 5 oline o ils VLS 200 EYgamo diy ps 5
iy syl S o 0l sy Ioline 13 U5 YIS | 2u0 & Ygamo dip o5
20 Ygamo iy gy s ES b celain] oyt S0 o IS 0
S zeileo i YIS

WSy OB o o b ol g8 S, b elaiz] Codat o S0 igdmdS 465
L 2

M1, M14, M31 JEL suivaidb

10.22051/BMR.2024.45809.2531 : Jtious awles .
Ol el 658 el olSiils ( S 5L o poe 095 JLoliwl : Jgtus odin 55 ¥
E-mail: H.Abbasi@pnu.ac.ir
s Oyt 35 e e plo olKiils wl )| b5 5;55,4] oils Y
E-mail: Basiri3256 @gmail.com



VET linm F §lods (02330 0,99 i yp o pto aclibuad [| 1PV

doddio -
o E9—290 Glste an | eloixl Cudgine (Lo pulpw o 2,0
M»in_m.n Loleals )‘)J 4_‘>9_n))9.o 05_‘> )Uﬁu_ms 5o u_a.nﬁa.o 6‘)_$
Sleslw 5 asal> asVole ¢ Jlanl o9 4 &8 5 agad 4 claix]
NEAE ‘Q‘)l_iobs\«_i;@) .))‘.) o)l S L Ql 20050 6‘)—’
S92y S LS 5, al) cda o 5 daslz ¢ LSS L5

el oL S j0 e e adllwglo 1) Hlejlaw cul8, By
Olojlw So sl dlad g g flgisan elatzl g pdycadgin
ods s yxi oas STl Lscl_a.a}‘ sleplidl s by ay ol Lol Lol oo
4S5 Sgad jomal iz S B o e e |y eleia] cudsiun il
A=>g5 ‘u_m.a).la.._z,c A d>gs a Lo )‘ Lg‘o.)).';_mf (_gLQd_ls.o.n 9 w...:el.n.o
5 sl—b) o, S sy o |y Gl—hal; L bk s l—sand
Gcl A"?| CA.:J}‘ Q u&—"‘)—*—’ 5w ol Jlas )é (\\°~\‘U|)l_io.m

g Lac Yo doaoly (fg—dge oyl a5 ool JYaiul > oS 0
Ll lizee Sladllas 1o og,0ml5l o)l ol lib sl (oleo )l
S g o b mls s o8, b elsial codgr e
G ibgn (Y VF) ol Sem g o)l jloeula w551

ool S leean o8, 5 eladal gt Jool (e ) (56
L oS ,d S ol gilwai 0l 6l )l 5 ol 5l

1. Sung et al
2. Liuetal



VEP [ IS o iy caglgl 5 en ity s liy I8 o2 sl ks (550

e pgal WSlg o (598 IS b eletz ] Clgine slac Ll
(V) ol s SebMigeg> a5l aS slonl g5 laind ol
Silwdi gy aS cul Jolg e acgomme (S 0 clainl Cldgi v
Lo (5 pimiion (65553 diojls eGdg0 (63l il e 05,50
ULM.S) O Hg—od ..\_;ﬁ wﬁ—"l‘)-‘-‘:ﬁ u,ug_o.l.n )_.al...c- L: o..\_...SJ)_.a.A
g obel Gl 5 g waede it g wg—ale jmolie ml a5 (50 02,
Yode Jlow ;o ohlSan o' (SsslS o sl Slojlw & o
laizl glac I ay JBauSG as Cio (0,55 aS adl o

Sly=) amil S 5 La )T slaylis, g olSTel 1 aslys o S i
S5 (VY ) o LSen 5 st sl tmgi gl (W% ale
25U ol i g 5l LacS 8 claia| Syt ae 3 4 S sl
5 =2 ol o ible baly, 5 oy an Lap] (3,50 o s -8
Celgie STHol it ne S5l (Jlo ol L sl asp Ly (s,

i glelid (ol yide Wy Cagll  eles]

|y el cdgi e i lisee 3 o0 site Slalllas 4> S
5 Ladslss s waslos, S )y LaeS 5 ol ik sl Jls
Cdois sla e LSl g lelasl 51 olalis o sladls
S San 5 550 0 ) 3525 ol lil 0, Shos S b eloz
s g9 4y el caallae ol Baa (Y2 VF Lo g g V- Y
5 &S b oo SThol elaint Codote (o Lasly, olwlil b culul
2 Legiegiy Glidlan azg L (1 il o0 slaidl sl S s

1. Chomvilailuk and Butcher
2. Claudinsky

3.Jeon et al

4. Moyo et al



VET linm) F §lods (@233l 0,99 iy o pbo aclibuad [| 1 PP

as g.,«_..:_‘!‘s U_" L),u))..&_: 9 Gcl A‘>‘ WJAT‘ o liss Q‘)_>‘ b)s_a

O, sl )l cmgdgl S pleea eloiml codgr e
L—Ji s(Y’ .y 6)—.«0‘)5 9 )J)}_)) OA_MC)_JGA (S’LP cja_w B )L_Sju_MS
Shhal jo ol o dlaes b elaiz! Cdgi s 059>y Slola sl

5 sl ol (5,18, Sl 5 elotal Slt s 5l s

3 ok rimie S e slm Sl as (¥ Sasl iS50 Lag T olsel
o=l iatine jeba S ul Sh o oS, S eloial cdsi v
VLS 2u0 asile 0sp SO an Cawd Loyl (g)lan @IS oo o) s
di ,a faias e 5,8 85U a1 wSp slacaglgl 5 0agr S 50
anlllaes jge o)) Ktmghy 5l ()l bsgs 03 58 jgboay ai Syl
sl 5l ad ale Ll ¥+ VFo Lo g o)) cl b )5 18
9 byt (5,50 ES b SO et Gl Shhyolay b o
‘u—")—"’sy—‘ ] Sgd—ro u.\_:).'l_>u5)_..a&5_)(5)‘..\_u u‘ér(,_a:
Sy o] U g lees s el | cudgt s i) o Slalllas

Ll 00l plosl &yas 4y (Ssg 2SIl sl 15 o (6 o

ORI Aty 9 (5B (Sl Y

Sy eloda ] Codghuno V-

e bl Sl sleans o 08,0 sloial Codgie popie
e 9 S 55 GLacS 8 g oad has LacS b o pas 039> 50
S b oyl ol isu |y elainl b ol o Cldstise ( Sle
s —be NF N a By s S S e i 0>
SF Pl $)9-2 5 Oy (eletz] Sdgins (VAT LS00




1ED [ VIS o iy caglgl 5o on iy (55liy I8 o2 sl ks (g5

Gl G s LS geS S aS ol slacolled Jols o8 5 S
9 elb) spd e plonl G sl e Ly g assl> o e 5L
S sloea b a8, elanl cudst e (VF- Vo) LSon
o, il T oo 5 s laid Uy selazml olages L LLS )| o o8 5
Loz, b bols elaiml ooyt slace s 5 oladaise o)l

[ srgoe (Rlom sloaslp (s )8 i [2Bb 3k sloassl g5
gt e il a5 laolag, s e la S oS 5 e
&S @lie 5,5 Jolsie Ly il oo o8 ) o850 S olo
JLolzbl 5 9 d) ap lanl angt 4 coly o s elorzl an,

(Y-8
S 8 bl gt slac bl Sl L pleand 4l
ool 5 o8, 5 sl slaghl il aaws ol 1) of G
Cwgmppd bals; b olaes e mebg ) (eleizl Codgins
IS el by ador 5 T laiicsd 5 Slojlw S e
‘Y«Lr‘*%)—é) S23 o gy |y 0 5 alsz LS ale LSS
DS e iy (60,8 L 0g S e lyedn ) ladind ey B (V) -
o s U aslds ol gleslw Blacal an Slaws 5 &lgs o oS
s el @il A (VT ) llSen g gt L5 5o 5 )8
looged 45 wilodg (GudS (1,551 caslyz 5 byt Lol 0
Se oS e Lillog S LS genS an ) o5, 0 eloial codst e
e pgmal 315 oo w538 el Colgians Glac b L oS,
F A4 (VF-Y) oLlsen g pellb 0S8 oloul 055 laaiyd sl o
(S5 (olamsl o sl g hlo |, el ozl cdst e o

A\

.“Alé

1. Luo and Bhattacharya
2. Freeman



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 32

VoV s oS 5 9 ab oo (oo 9 (og—0e 5 (SN
o e ol a0 o8 5 S elainl clstas ay gy e el
15 tlaiml Codgie o IS s by aS e Gy 3 LS 5 sl
izl Cedgie (Jsl (unaiows )3 05 d e ganainl aws 9
335 § B (gl cgolandl ol Lkl Ll 51, o8, s
A pgd Eo (Gaudiwd H3 g aly o lojlw L g 8,0 jlassl>
5 s ol oSty Sliae (plaiisd 5 sloiz (anme 9
S o gan oS, n el el e ke (YY) o)L

1208, elainl st s 8 j50 30 gl aiasd (Gl 105,S ponn
(amalz 5 LS (b i i bo Jlie (lscan) plaiand ol
Ao ;o &S 0 slen] Cdginn slac Jlad a S e oyl
lpc ) S agdgs s aile okt A xal> 4y by e sl
Al gt S L g as o5, el 3l (aSlals 5
o Lil placJld 4y (28,0 elaial Cudgine Jol aiws (onlpls
(S 90 Aid (2 0iS oSS dxal> ol8 a4 S 5l
oy LS A il pyte o (o ien o8 el Clyt
L elbl plselcul s 2l il oo jomy 5 ol )bl aose
g o8l alug S aiS o i i ebatal - (0 pae a3
So aiwly® 5 5l @8, am ()l adobe 5 wdgs 3yl 5l Loy, S
28 5 slaizl Colgins slac b gy, - Laiagia Wl oo
el bas g JL leasly g5, = ol 0sdlls OIS camo L
2o 2l e o i elotz| cdgtne slac b TS 5 Las L
Las (Gl cd 5 an ouiS Byae 0 0 bas p ol obw! cgs

1. Wesley
2. Hoeffler and Keller



VEV |5 o iy caglgl 5o en oty (sloiy I8 o0 sl ks (550

Sls18 (0 sy Jlael sl (g 9sp pgal o5 (0 9l 25T
o8 Lie Slesli g asn LSSy s> oloml (0 0y 4 bl
slacJbd ol 1 odle (VWA ale 5 Slyz) At oSS iy 4o
e A (i o ailgl e &Sl el Codotn b bad pe
PRSP VNS g5 NI PO SCHID-D T 3 PRV B
ol i SThol 1 Lacsol elaial cudgine 230 (Y )V o o)) LS
e Sl (OTAF el g o hsloul) Lol oy g
5 K)ol 6Nl o o ool el air] Eedst s
oS i gelaizl gt 5 Slojlw (Solz 505 (1Y) oo

gs"ﬁ—"“ JJ._A 4_§|)| =9 (\Y“lf“ool)..\_go-l 9 Lsx...o_w) A pg—al
9 o) 9l a5 o She eleizl s i iudsiae pae
Cdgian ;305 o] yo as cul Slalhas S8 51V F 2 Vo ,LSan
= e din b e slapiie o (Lol ojlu plpie s elo]

R IPVEJU g
Cedgie a0 )0 ojlg—ap i Jlid glol lea VLS ous
Slojlw o5l pwl e adS sla Jlw o g ools ploul Sloladl el
Codgis Jan amly JoSid alalg s diey ol Jo VLS ouo
o IS smus o aily (gslasslely ol asl (g iy ploedl cloixl
= a8 el laiz] Cudgins 055> H0 Hlme cdld SO Blaas
St 3D G5 St 5 6,5 955 sl slael J B Sl
Sg> 6cL;,...>| slacdginn |53 0 1) ‘S:Lb(_g)_a)d_ol.:).i b glam
floiml ol adsto ay YLS ouo ol S5 e 1,8 )15 jgiws (o

1. Walker et al



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 1EA

a u.»_m.’u..\_.cd...l.: b)_i:s)LA_ib‘u_m‘ OOH 6‘0)5)_) Gbl_i:

PN WY oL_:55 @L.(bc)jj_a L)T Jé )‘ 9 09_“:‘5_.4 ETIWE ) ul.o)l.w uLxAgé
Y oo Col) Wl oo 092 a4 diliwgs i &S L

Xy &Iy OIS gp —Y-Y
JRUUR SRR Pt P JU O FJCHICDACH  EUC AR JURP T LN
il L asin glasy Old o ams e mdsi Lag T o layog>
S oo Comglgl (b i [ el bLSI o 052 51 (b i 03
Lo (Hed ojlayogs SShiled JSb (e 4 45 wius Sl |y i
Sl s (Ve e g YISl ol LT T sas] o laysss
=8ly iyl A S aloduw,y doei ol a Gl X sgh sl sla
o=l el o Y5 ame 353 (g0 o LacS b (gl Y5 ae
a8 Sl ap oml g 358 352 058l 5 (8ly (Lt (585 50 (5]
3 ‘ﬂu-’L*—“-*-*-"-J 5 510 g0 e sy b it by |y adly 33
ol Gkl el Syt SIS (Y F) LS
DS e olonl C e S bl coles g GBS B, as e
a5 s e i S50 ke (olalid )90 53 (LS Sla g
Segp 5l ol are S0 Jobd 8,0 eleta] Sl SIS
a8 (ol Kip 0 e iy S b L) e 4 Sl (S 0
Sleas 1ol Jletal am S o sloml |) LS| e 0L e
Brae g am s (V¥ a5 Ly labl) a0, 28,0 S
o, 8l as Sloej.ogd oo B iSO ae 0 Cgn slol el vy

1. Self-Brand Connection
2. Escalas and Bettman
3. Lichtenstein et al

4. Bhattacharya and Sen



VE | VIS o iy caglgl 5 een oty (sloiy I8 o2 sl ks (550

DL Sy i o b ymn ols slousiy L 1) 055 S0t b puae
o glacdld g Sloladl 65,8 Hoban g 03,5 )50 i L Sy,
i n (VY L iS0n 5 9 2) 0S Ty e 9y iy 5 5 olsl
S p S sba Sy 9 995 5l a5 (s )l OlS e
Ao |y oy eS8 a4 S 5l 042y (6 o ozl il iy
g 6993 )‘)J).g UM‘;YQ_E g S .]aLu)‘ QT Sy 4O ‘oo);‘ Cwd
905 es W p glon O pa sl el e cde (5,55
M—’j—“WQLZ-" U] )éc\_fd,‘_w‘ Ls:s})b s_i_i)é 64—3)%095' )[59)'Lw
jvu&u)wlogﬂw@ﬁfjdmbwmsoudw
S i SY game )b e S s 1 @ VAT s o ) i
A_TAJM)WQ_"MﬁoQHW))JQMQL_A‘)QCL_.o
Ay dead g oS b elein] Cudgine o (5 loliae g e allayl,
. 0w . Y
A5 absS lulis elaiz ojasogs U bl o o8, 8 elas!
Cedlad S5 00,5 alin [, Saen o 1,553 S 3 o |, 03U

3ol ool (ool an pomte 598 25 1 elaizl Colgtns

1. Leo
2. Shahin et al
3. Moon



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 10-

13900 grlae Oj9e (nl 4 Aok
g o il aip Gl OIS o s cloda] Cadghunne o :H)
23,0 Il

Wy Coglgl -Y-Y

g oad ailid w3 sl Joled g amad pleedn 00 Colyl porde
OB IS S ae a5 L, Sl b (655 plsean L sl
oled 695ty 9 ey S Olge d o8 oke i Suglgl ool
Camglgl 29 o ooliisl S e jboay GBS B ae 0y (sl
S oaaop s 4S5 aed oo g | ai 05y 85)] 5T s
(FVF oS 5 o) el )lod ol S v sl ol e
Slads et (5l b yiin S Sl p L Ygoma caiyy Syl
S =S ojlal olsal Yy ame jl 29,5 Lo 5l 95 4 Dled 50
S sl oa S man Cglsl (V1P (LS 5 (5355) 3950
Sl 0 sla (Shg 9ys— )0 GBS B ae slajsl 5l (s i p
o Jled sama i s Coyglel (Y0 VE L o San 5 pesl )
o b SYgame plw oS Gloj (o ol 0 p b Jgame S
(1290 o)L 5 ' ¢,y L) a5l Slusy Slaseie Uy cod
Pls 00 SO A Gl 00 S B a0 4S Sl cand (5 ool
s ol ay (Voo ®) o s L lobl (V- 08 e s Sl o)l
Cde Ol pilay Lps as a s ae S coles o8 0 cloixal cudsinn

1. Godey et al

2. Ebrahim et al

3. Cobb-Walgren et al
4. Chang and Liu



101 [ Y15 o iy caglgl 5o en by (5liy I8 o2 sl ks (g5

01)1_§M5U_N6La>w)).’ OJ‘OJl_uOA_))_u‘)ulJ).._N.AQ_JA
ﬁsl_sc,_paQLJ;;_,;’;.od) )suﬁbu‘ywéuc_&bﬁm
sloodled cie s o izmen (Y0))) L)L g o] 0l 13
PRUERIC G RN U RPN T JCH EC S S CPS JCN I
p—al S elainl cdsine slac s 5o,k 5l b iie 1y
O o ol ) LB slo gt S o sloul oS0 5l i
5 6,8, ol aile (b i slaguly g o5 0 sloa! Cdgins
S0 Cdin E8 s Sy 5500 (Ggmmw l 050,S A8l |y ws p S gl
5,15 0S coglsl 1 g loline e LU Wloas samaalsl) 5load
Gy dalllas Ly YoV e Jlow o 2l (Vo) Vo LSon 5 | ol IS5
Slod ol a S o) a ol ol ay a bl g i8S 555 b i
0y ol g coglsl ialidlan s s slanl Cldgiwn U s, s
‘al_m\(_g).._wc\‘\‘\ ‘55)454_..1.,[.;).:0’ Vo) a_i._......)ju_‘>d_xma.o
.o)lo)_iia Lga_sﬁl_ga_wim)o A_iﬁg_i_i&_isjj‘l_gd_]a.gb)d Sl
g laa sl p ,0 Cu i sgw aS ol lis ;S50 asllas bl a5 JI> 0
(e 395 ol plakyd lassgi oy it (ol g g Wil
S Sl o aSlg e o8 b slaia] Cdsiun sloojem o o Jlad
loail mbs g b (Vo AL s 5 Kmn) 0,i%s et L3l s

1. Iglesias et al
2. Chen and Tseng
3. Singh and del



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 1ov

elaiml cdsr s slaa ol gl ol (Vo)) ' oL San 5 s
ol 4Bl 0SBy ae o 4 sl o e U S s

lmaiailys S el ainl gt e sl lie S0 S

o g O 0 St il a8 a b e e (RS g
I GBI 4O IS (oo SeS dsip (Jle SBne 9 6t cols,
s A5 b e e oSl S8, (59, (Voo £) T
1 ol 5 asls Ll oy 5 easSTyol cins Ly o8 i elozn]
Sl Voo A Jlw jo Jo g S dsdllas (ppizron 0idy o L )
Slmoadasd 3 L 0 08,8 el Codgins slalid) a5 ol
(I rgban o)l cde alaly aspy pgal L elaial il al
ezl Codgie glacJls aS was o i (LS sla s
5 Flo 0, Shes (g ol ol i slasel wllg o 2S5 S
sl Jlte lyieay s ialysl ], LSS Ly ot 5 b
|, ozl cgt e slace Jled Canl (V1) o, LSon 5 5L
Gl dles a5 asols mesgr Loyl ass s olulis Slaas cars o

—— P
Nm

JEFNUNSCIS | I P U ORI PRUPSICK U P U UV I
o elatal cdgine slacaJlad 5l iy (oS 8 S o, Sles

45 Gloj apd e oLt (B slaiagin 09-don ]y oS0
R R R R e
Gl o, Shos a5 0l (6 ity Jloizol ol e 5l 095 Stlo
Stz codgine it ( L3 slo gty ail al bl oIl
S i glmolfass 5 b e sBao (LSS oBusn 3l oS i

1.Tianetal
2. Becker-Olsen
3. Casado-Diaz et al



1OF | V15 o iy caglgl 5o n by 5liy I8 o2 sl ks (550

A_xIUa.ch_>)O (Y’Y’su‘)l_ioﬁsuﬁ_i_’>> . oo)_fts,LmL.u

oli_l::l.g J._;).! “"‘_’5“5‘ — us)_m Gcl A"?‘ WJAT‘ Q )...:;l_’ ¢8O )9—o
slo s gl 4 S o ged (o) ol s il 83,9 Kim )8
ga sl sl e oA ;e 0 a8, 0 cloial i s
OMJ)Dms;@uubHaw)s_bMHumo
(O ol 5 Sl axils s boline 30 a5 cglgl sy

3900 grlae Oyge (nl 4 g ped 4nd 8 nlply
Soliae g cito il iy c gyl o loin] Codginmn Sy Hp

.é)‘é

elail et e 505 wg 5 aalllas 0 (VYAF) o )LSan 5 —wle
CtS (il B L oSy Sglgl g aspan sleel 08, 0
L g gybzlu OVolsw g3lwJoe G,k 5l as i o)l g caiST ol
stz Codgine a5 ols (Lis bl aoged oy o I8N0
Coglgl g aim ds slaiel sy b, eas STl cas o el SSU
ol 5 0ai STl S e immen sl IS 5t e ST 0
Cke STL 0y Syl i any slazel aba wlgay wile STL
G 4 S —amgh 0 (Vo VY) o)L Sen g \}AB—f S )*-’L—’
dled 5 a0 cagdgl slonl jo wip peal g 0 LU wa sla
8 sy 0y 1y gadsi lacs b jlanasl a (Ba s, ae
FAF 5l g il il el iy Sy b 5l 1, Lsosls caisls
Joe el sl s oslamez Lill o Locs 1 ol sl enssS sl
ooliiwl (o3 Slmpe Jlao o I, 5l Laard b g oS ojla]
Wy pgmal g 0y Slbls las olo i oy Judodga jo a0 ,S

1. Gomez-Rico et al



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 1 OF

bljlab wly wsp peal g o)l o p coglgl 1o spoline cutie &l )l
A_i_JLSJ._J) 9 oa\)'ssLS.aao ] A_ij.g ;/_Jj.lj‘ 9 ..X_Jﬁ ul_]oL..:)‘ R
oS o el aizl cdgi e 3L (60,50 allae 3 (VYA9)

32 bl lwspas 5,5 0 g )loline 5 cie Slgiles liw o
e U imen 3o e gy 05 ol Coglgl g i b
0a Sy elaixl Codei e e adaly oS A 56, s
s ol ataly ol s Logs bl e el (s
135800 Trlae D90 (nl & hagh o 4nd B nlple

g o il (61y10 i s glgl sy 9 1 (5 yluy OIS o—a :H3
Wb oo yloliao

gt 5L g Ly gy 5o (T YY) LS 5 DLl
S D (Zolee G L g 5Ly o 250 sloia
Cod gine SILSCOl 4 wiogwy 4ol ol s olaiel 5 (g yin ol
Calod) 8 b Dt L g bl g ot a5l el

alo UL.M.; C_;l_._: ‘Q_ﬂ)_goj)l_c .o)lo JoLf_‘{)‘ S & WO\ "C|5<_gj” Vo
e adly 0 o i Cols) g g i olaiel e, Lela s
AS aed e s ouiuS ol doe i () o ogdle S s

Slaz b e bl )l cs® )0 (ot b 25 0 sla o Uy

1. Islam et al



100 [ Y15 o iy caglgl 5o en iy (5 liy I8 o2 sl ks (550

slapUls 1) 0)ls 6 ide 6)loloy 5 o5 0 (slotzl colgi s
Lol gany 45 o8, elain] cudste Sloladl Uy o8, 5 oY
SLaladl Cenl imghy ol S5 s YUy (5,l0LBy a4y yreie sl o0l
ol gl Slojlw cvidge sl |) 8 0 sl cudgr e
RUUEL SN EPT-Y 3 PRSI X CONIRA] NN JUR WP 3 U g, FUWS U W Xy
il eyt e S0 e addllas 5 (VoY) o LSon 5 | gt
7 98ged (o) p Sleds Cuaio 3 ) b e gl )b8) g 25 0
oS b elbsial cdsi e S0 (g ol s Wbl
S ol O e g g )led p A lyte 3,55 o s S BB
= S b lsizl Cudgins S0 s 5L (Lo Gl Lol

3 a5 o3 et Ll gy ) )3 ol i Cadl
g oy cglgl g o8 b elaizl Cudgt e S0 e (il
4,8 eonl b ot Glabid oy gy Ol o g o (5,5
Pgdse Trlae Sz (nl 4 SRk o)k

= ey Gy Ol b abwlgan (oolasia| Cod i S0 :Hy
3318 5loliae g o il iy gl

GeBgH (ge ol —F-Y

».\_3).3 “""—.’.5"3‘5"\—;)’. (5)“'\—"’ U‘QH ‘J)_...: scl A"?‘ Cﬁ:.]}‘ o

Gloo)l35 Co e Ly Giglny aden 9 Slwol jge Ly ojlo oo
il g (SOl o, Sus; sl 1 oste Jome (SRRg5—
5 osS (V¥4 ohlSen 5 gt adox | o hiceabo slaodfuns

el 0330 ,F &1 5 oLl ) S (B o 5 (VYY) o] Kan

1. Jeon et al



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 105

H:

OB (ogte Juko ) S

o293 ey Y

5 o5 by S 3l g oS (Bas il Sl agi
(=5 il oBg b )l e (4S5 Ll amaly atb o (—iulon
Slass o )],S55 Joe 3 3l oolaiwl Ly aS el ol 15 0 ;0 VS omo
Sloil )lel abged plgieany Guyiws ;0 (6, Saiged (g, L a5 YAY
ol ag 9 QBAmE—wl Cun by (o p Al NS
Lol ool ools LV Jgam jo Sl oo o e

S L Camor (o puiio LS ) Jgur

I Sl | sl aidjo simacr (5l ko
¥\ " 5 ]
£ Y5O Syo e
YV ¥ Y S 5 whaosst
Y. ¥f Wy ol
xe YOY v IR s
YLy fV S
A YA S g JLa YO
Y¥I5 Y JY oo Y8 o
Y/t - JL ¥o-Y o OBl
YooY YA JLs Feo¥s o

VWY 0 SV L F



1OV | V15 o iy caglgl 5o en ity sliy I8 o2 sl Salod (g5

L oS Gl 55 o OVl5w g duliion 3 ,b 5l adgl slaeols

6‘)_> )BSA_A ML&_M.A.A.AJ)J 5o sl o 6)516 ?LS;‘\ oY ol 1 <

OIS o S 0 slaa] Cudgt e ST oo laoilu g pealas o
LoansS aea g Lol o5 Jgoo g5 40 (S Lo aghy l b
Mals» e Ls €l 5en Sls» V> Sl oy wldie o
Sl gy 5l asbiziews sy s (Sl il (6, STolasl € 3850
o= sleiel JoB g L et 6l uizmen 0l colaiwl g ties
LAl pgil (x50 6,5l a3l (et 5l Asbizt

ELW9,S W calps g OYIgw b o ¥ Jguo

PN W jladie | Jlgwe olass ojbw
(VoY) o) Ken 5 o> -/AYf VY LSRRI FCES FON R g
¥V SRR f Ky Cuglyl

wdelwods </ 51 SYL Laojlw 51 Soj sl LAl co po aSbxil )




VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m 10A

by slaasdly —F

Silm i by, 5l eimgim slaa b g cagtde Jos 9l sl
= sl 00 ool Smart PLS )‘)J‘ﬁ)—’ 9 6)L>Lm Yol ze
ooil— Lo laul PLS-SEM g, L Lasols o pis 55U wlol
Sles=ley s @bl sbaslons () 2 35k 5l 6 =S oslasl slaJus
U’“")‘)_’ U— 9 oo)_f J_.alD- QLH.Q.L:‘ LQJ.\_A g O9-—"g0 ‘L:_:‘s) Cono
39 on O3S Gl piie (i S5 ge by 5 ) Jue
ol o pledil Jao (IS 5l ol

G503l gladue 531 —F-)
6L®)_A.!.~c) (_g)_.fo)\..\_:‘ 6L‘°u4->l—~ Sl Oo)_f RS 6‘)—.’
Joe—3 -8 ey sle i iomiw sl ym ojlasl as L (oudonnlin
ol o1 L ojlw S sla msli o o e Ao 5yl
dobe il /¥ 5l i b ol ol Jlacie ;51 g ol oo awlxe
S Soshal Joms T 050 50 (2l 5 035 it o3l ()T (65505l
el sy done | y Singsy iz 51 o Jy
..\_)Ls ) 4._'>‘3.n /¥ )‘ )_..J Lg).mLu l_s Q] ‘_gl._.bua.‘>l_m 9 o)L_m Oy

el 00 00l



100 | YIS o iy caglgl 5o en by (5liy I8 o2 sl ks (g5

o5 (bl 9 lsy) Sujly s psls Y Jeua

b | ave | ot | S werd | SR polie | Jale slal
e | C0) | 57 tlisys | owes | COmmunality Factor
) Gom) | (GO0Y) | (RY >0 Loading
(> 0/5)

gl | -/vAR

g2 | -IV-?

g3 | -/vv#

g4 <IYYO

= g5 | /v
MJM JBYY | eAYA | s ~ e g6 | -/vaa
= q7 | -/#va
= g8 | -/VoA
q9 | /ey

gql0 | -/#o)

qll| -/vyo

gl2| -MA

gl3 | -/#ve

s o2 qld | -/ANa
Gl | 08e | CJAAE | <IATY | -lave b ql5| -/veY
iy gqlé | /AN
ql7 | -/sov

ql8 | -/vv¥f

gql9| -/vYo

t%l SFY | AN | SIVAY | e Ve e q20 | -ivve
g 21| -/Aof
q22 | -Iveyv

Ol 393 Jeaz dole sl b ol fHgiw 0 7 une sla<l
..\.LSGA Lgﬂfo)‘k\.i‘ ‘) ol oo live




VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m \5-

) s 5 UL i el S5 s il S L
AL ()0 lmly wsb e e (950 )T sl
sl gl an gy ye sl ezl 5 ojls Sy (e (Siman 50
18 Ll o oo oSasl ¥l slass Ly (el peicio 5,50
YU LAl oo laie g wl 0ad (8 m0 oo 0 0>y lgic
35 OF AT weslils, 5 5,5h) sl Jod B Lol Slss +/Y |
IV L Lol Sy (6l Ll oo ol tgiy Joe
(Y Jgoz) w5 aule

Ll (i ey ode ol 51 S0 o oLk et 6l
s eslit (S 5 Gl S e Sl s S
il <V YL sl o s e Ll e 4 50
5 0,0 6 Soslal gl Jos gl cmwlin 5,0 5 lal 5l lois
{gie plow) wmd oo LA 1) (oLl 092y pae /7 I a8 o i
s ay <A 1YL Ggiy sleoslw gl (S 2l ol
Y Jgo=>) W

slodas S @l aS cul 55lame (g | Sew (s,
589l 09 w0, LSaPLS-SEM g, 0 (6, —5o;lol
I, AVE) oo zl 5wl Gl g (oSl Lxe (A YAY) 0ol3Ls,
Ol O Gl 3l g 9o S (obyme | Som (s omiw sl
72450, ey |y 053 (Laarll) DYl Lojlw 0 (Son
Ol ol i 5 gl 0Bl iy (Sie 0l ade ax
7B O 00 4 BlAS STl ay il ly 5l samolis L
SLS ol el YU an +/F Jlaie g ol 093 slaaslo L ojlw

w00 awdls



191 [ VS o iy caglyl 5 en iy s iy I8 o2 sl ks (550

ElsisyS Ll ol o ((ole slasl polio @ls Jy—am 5l ey
e 38l 5 (25 Lol g sk SIAVE 5 oS5 bk
el sl s slabns J1So 0 polie a8 Lol jlasas
Ol e Bty oo oatiin o Claias I iy (98 la piie
sr=Sesladl glaos s, SKen (2l 5 2Lk Cundg o9 cnlie

Dgad 3306 1) gy
sba—dos )3 s =Solsl slaJae (33— o Lone (eog—
23 Sl ol SV (558 by, L S el Sy s, PLS
Ol adasly anlie jo Giale sl L ojlaw SO akal) Gl < g,y 0l
Se Js8 -8 G515 () aS s hsban sl Laoslw pla Lol
L it ol cJomo o ojls S aS el (151 S Jos
an g5b9e (=l (e s sleoslw L L5 s ls 055 sla sl
nolie ol o slaasls a5 0,5 o0 &0 fle S alng
s 4y byoye AVE polis )iz 5 Laojlas oy (Ko gy
Sl o=l sl Leosls 25,5 (\YAY wooljls, g (5 9l0) cmnl 03w

el 00 43‘)‘ ¥ Jﬁs.\.‘> B

S¥ 9k bz Flgu

izl cddgme S0 | Gl oldea | caglyl

us).{b K9 &y
Lo cudginn S0
G e AIVYY
S
Sy sl Ol e - ISOA - IVEAQ

X Cusls IV “IV¥- “IVYA




VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m ¥a3

o5l ;2 an bgyye AVE Jin jlaie a5 Ll 5398 e ylo illas
legm il (ool jhad )0 09250 laasls )0 (G3—Se sboo piie)
oy )l 5155 o slaasls 53 a8 Lol e (Stanos e
ey ol Joe sLnsjs 45 tls Lalal ol g s, 2
=) R s s Glaolw L L ws)ls 092 slaazlo b

ol b b s 3 Jie (55T

St be Joo 5510 -F-¥

23l 3 oy PLS g, 5o Lsools Jlow o 5 I Ly 3oLt
I8 e 35 Gegim Sl Jams (3l (s So il slaJoe
L 5—Se miiie (e bl 45 (6, 0jll slaJos )3 0,5 oo
Llyy 55 )bl Joe (miy 0 sl azgin g0 0T (gl it
3= e )8 JdoSgan 25 0 )90 Sauen Ly 58 sl i (s
«t-value) Ly Z g ol ins colyd (sloslona 51 j5Late (ol 6l
135 o5l sl jlore 5 s REL, R SQUAIES (o ol
sl 0 ooliiasl _Sig58l § (QF)

ooliiwl Jlome oz Sl fesin 6 b3 Joe (B3l ()2 1
el Z (s foline ol o gl oy ol 5 gl S 09 s
A5 il g ol bl eslial U s 5l Joce sl
W0 bl gl 5o le L5 il 2 VAP 51 ol cal,mo o
to Lol Jloio aS 590,00, 5 0l |, Loyl (og jlolins oo,

5 9—2,0 W pliablzhw )3 s o b 00, 5 VAP ) iy
3O s g i 33,5 YIOA 51 o to Ll Jlade AS 5,90,
OYAY wolils ) 5 (5y5l0) canl loline wo 0 A9 bl o



VAP [ VIS o iy Caglgl 5o sty 5oy IS oo el ks (55

ql5 ql6 g7 glé

RV

s 2008 12477 B ggip 00

q19
14563
par—v W
2Ry
"""-u.gm g1
e
i cuglyl g2

Z Sulobmo Cu po Cllo 50 (5 lis b Yol Joo ¥ JSCS

5 Sl Gide (59,5 Jate gl 45 el (g kre S i p2
5ot 5 95y me S oyt S¥oline cgjladin (g s La i sy
SIS o 139y yitie Sy iy aitie S a5 0l (5,505
J=ls o ol polie g ol ) Ls - C).:_ERZH%)J)‘».\_LO
bopo ppati o 0 Jlaie dx 0 06 0w osls lid Jow sldopls
o e G03lm  plis eadly yidn (o S liosse slasle @
O 58 g sl piie g9 055 Kl 05 )ledn el
095° SLoosl (sl Ll eimad 0 jlade il 505950 aiie
Slae g sloojln )50 50 g ool a e Joe (aialy) (5
N lafe 4w (YY) oolils, 5 (55l .ol Ja o e ]

99 6o g baugte wina gl 5o leieasy |, BV 4 T




VFoY lino ) oF 3 jlouis (o33l 035 w9 o o doliliad m | 5

Jos e 3l 5l ol 1y o Jlacie og oly 5 ales )57 (3 yxe R
oa—oLlis ¥ Sl 5 ¥ Jgoa )0 sl o o polde ol s
dlios pRegh s Bl Joe A5ln 0992 celie

qi3 qu qls qlé ql7 qlé

\

o 0819 0743 0811 ggs3 07

0728
ars—y P

0858y
gy |

Yy uglsl =

o %)@ <> ) ‘S)U.‘LLM} OYoleo J..\.o .\"Ji.::

RN - W I PV S O | EX P cE= BV R
it ey e a STl og b s ools (LY S o,
5 (lawsie s 5l YL /YO 0y (5l &5 e Lol
Jo—s 698 o3lm il o (598 SO 31 JYL) /YO 0 S gl

e ol ) 6 bl



170 | VI o iy caglgl 5o en iy s iy I8 o2 alaly ks 55

) . 2 & .o . S . a
iy D)9 jleme (0] H(Q7) (FuS (e cpds @
o il ghls a s ol Ja o ol s et ]y Joo
o= Gl 1y /YD g VD o /oY Jadeaw(YV-+9) )L
slooilw L ol (653 5 lawgin cm s i ey D508 0l
9 4SS Gl ;53 alos, S iy ya A gy e (61009
S,919) 93,5 o Ao (il (Sl g4 5 Loyl sl sl
O Jgdz ;oSS mm i S Jlaae (VYAY ool g

il Jlre nl oo 658 5l ol
Lfbo)Lw 4.;‘)"‘—”‘" )JQLO.A A_J)_»aJ_,aL> )‘ )L,..z.o U—" ég,&t‘ )Lm L
Slacie Sl g ol o cews an Lol as by o R? polas o
L S las cul le,0 o5l S sla mrl i (g i o
(\Y‘c\\“ ‘oo|)‘L¢) 9 6)9‘0) &)JA_’LFA JJ.:T_) ‘)09)—’ o)Lw ~.\_~>
03— 4_‘:‘)‘ I\ J94_> IS M?)" 6L®o}l_w 6‘)_: )l_..r.n u_a| )JQLOA

o
g3l 9 Q%) )55 Gyl slamo D Jsu
3! Q’ 05w
VY /FY0 Sy Casly
.ve Y4 Sy 5 i Dl oo
- - ezl Colgrnn S0




VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m V55

51 olis el w4 /YO sae (g k3w Joe sli9,m sloelw

Sl g Jae g e it Sl (3l

S Joo 5l -F-Y

5 Sr=Solasl Joame it 98 ;84S (NS Joo (B3l oy Sl
solil GOF Uy 53l Syl 5 S o S |, (g b5 L
sln e STyl ol Sl ol (GOF Jyod ool ;s s
S g Smdgl g o ol O o eletal Sudgt e Sps Lk
Flrei ¥ ooz SLedlbl bl 1 555 polio ad dulone
s ay OVS STl olie uSilie g +OF g /00 o PAF L
i by ol 55 (R) oo b nSilos dlons 1,y ]
SIS o 9 Smglsl (i Joe ) 900 Ol sl e (sles
9 a8,S Hl 8 p aiae (Y so=) (el Colsie 5 0y (g)lasy
s bgye Gl o polie o a e Lol (il polis
fefe e g IOAD  I¥Y 5l oSl e o A S e la iie
EOV 51 el & le (R2) p30lis iyl peSilos «ipgl

GoF=y0.576 x 0.457=0.513

awdsag L /Y L el ol GOF JLixs Jlabe ases (o
D)l Joe 598 S o5l 5l olis < IOVY o Jeol> GOF (4l



VPV | V5 o iy caglgl 5 on by s iy I8 o0 sl s (550

Sled 9 (9051 ol ~F-F
5t 3 ot PLS gy 53 Linasls o 122,501 Ly
w‘)_.a ) l_: 4r15 JA_A 9 6)L&L~¢ ‘6)_50)‘..\_" Lgl_QLJ..\_A
§{ RS S S N S PSSPV KW PP EESR U JOL gD U NN
JEDWOPRU-SCR VAR BESON = FC1 SENRCI Wi TR UV AR I T T SR
Jae ol 00,5 o adli T an bgyje 408 5 jlo ine abog o

P e o S (09 loline (i (sl e (oo LS ) (93
aSnlaazg Lo, S )l Ba>g0,90 1 s ol jlabo ol
Cedgis Lt itie (e e as () (g loline 0 i
AAFYN) 0 gyl g a6y ol e oS 5 el aiz]
a3 BT i VAP 5 SV o e gl (VIF-A 5 OIYOA

PGS LIV N SO 7N v SUI WY I SUNIWO IR W, VA R B SON =Y
- S sl Cudsi s s gl Ol e <—- oS 0



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m R

Weand 3 o903l 51 Jol> b £ Jgu

= T slio o | e o .. .
005! s Lol 95 cAms B | Gy,
. 6)'&“-&0 P B
dpd s
Sl g S0 \
asb | <o | el [VUEVY | VOA | < oS, el
Codgtne S0 Y
asb | <o | oA | oy | <o el el
Sy Caglyl
- locy old
e e N B A R S S Y N Ik B
Ny Coglgl <
C«f.]siumuj)é
< oS, elasl
asl | <eled | ofeee | viVE | oerevE 7o ¥

Sy Caglyl <

5l S e toylel Jlaie aS Logl 5l g 398 Jgoez o ¥ St ollas

JOR

0 Sy o

Gcl

o LS CiS e e il V/AF

ONJCEENPIN SRyNT SENPSv 0| S SR RO o gun
SIS o (mile yoiie Gkl gyl o eS8 sloa
ao,8 i s ul o e a0 W bl a0 0 (6)lay
55 oo 518 Al S50 gy (2,8 Dled b g (Lo




17 [ VIS o iy caglgl 5 een iy s liy I8 o2 sl ks (g5

G5 Azl g Sy -0
Lo o eloizl Colstne 50 (305 ay S b adlllas ol
035l o plowl 0o gl Dl o (ol i L 35 Suglgl
— A szl Jalse Syo g bt S e dlas Lol
5 oL (Br—ae sl s, o ol i Cwlodg 0y gl
bLI )| )z sl |y Ol Sty am g dacs b 5,la slaany,
Lacs b eloixl cudgins slac Jlad g o)L i lacagll o

ezl s pin i (oS sl (5 Ll dgas lyean o)l
S s S Ol b (5,5 (o Sz | LacS 0
Slacaiglsl 5 9y o hnlices Uy Lagy] bl 5 e dayls, LS

9,5 oluls Wiy
BB et a8 ey (xS sleosls Jddgan o el
o g ool s ay “IYOA o o b gl 4 )8 oy 0 0
Codgitnn Sy0 , 5l 0 00 mhw 2 VATV Tolalasa g
Solins g i VLS como 0y (g)loy b g oy &5 ,0 cloisl
o 45 el 1 5 SUs aots o) as b ol L i) sl o0

| N PN S Y [ | IUSUEIWINLAL S DL E LI PUSIWOIE SR ISy W
SARA )_g|).3 e 0 yD ‘©9o M)S =y ° oj_w‘r,o &y Lg)‘..\.«..:
o, A0 maw 0 (OIVOA) T o,lel as a s L g oel cws as
T 45 Wps o s 7 ped As 8 a5l 1] il e Jolias
9y Coglgl Galidl o oS b eloial cdginn S0 5l 6 YL
L s 5 Jsl sloaro b gajl 5l ol qulis o9 oo VLS o0



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m V.

R s S RGP D B (o) 50 bl e L]
= YL o 0 Saglgl o asp glan OIS v s
Y 4.._.5)3 u,u).n.\_: l_: ‘L))‘)"L"’ sl 09— )L)l_..x,cs Mu‘)—ér’
S(Y’Y’)u‘)l—iﬁgﬁuﬁ—i} ‘(Y’YY)Q‘)mﬂfjjduJ&ﬁ)—’
Ao )d oy 50 abl e Luly e (VWAR) ST g0 g o0l Slinms
L;)\.L\_?;,SL“)A A Gl OIS e o0 A0 a0 (YVYF)
23,5 o @Bly Gpdy y5e 5 4d 8 il 5 0l (mlee 2B 015
SV ah wa S el o5l Slspylgzaoba =
PR S IR KT N - W/ RSV S - BN S LI PE S

o331 5l dole @l g5 e IS (s i ol 1,8 el
(Vo V0) oS 5 9= sloaiagim Lo bwlyoo ooyl 42

Aab oo (WYA9) Sy g 0oly Slans
celatnl gt a5 )0 a5 ol i, o> 4alllas sLaa_sil,

yobas 1) 0o caglel e Ol oo, YV )l a0 )0
3= 100 5 < IVOA o imd 90 (5500 (Gamw 3 0S o pp puinns
b 8 b el el Syt e S ms e s
Ol 4o s 5yl S oo (mile pite 3l 5l g ediine s

Sl 530 W Cudgl e pods o FY/YF




VD[S o iy caglgl 5 een oty (sliy I8 o2 sl s (550

S)lg—s e Jle (lpame Geldné sloleol 5 Sl gl o pos 55—
Slotedgius dazg pac g LalS 5 (o5 CegSome 5 (oo
L o8 s Sy o9 i LacS 0 ()] (pogae o) 4y sloiz]
st 5 yelsd 08,0 SO leean 095 Lol sl Lo
9 (SadglsS ol Sws plac Bise 4 a il oo el
A e Bl e e by S5 S azbl s (Y1 +) LS

~J

10,0y 50 Lag)T )b, o SThol 1 ool e w8 i elasa] cudlad
S i Sy Sl (lgeany o8 0 slatal ol nl b
Ot Lol e (JST S (lean danalz olS) ol )| g cbla> ol
{1 O SURI NESE ST PRI T X I F R gt MO
OB el jlaoyo A a S a8l 0 095 awllas o (V- F)

izl g OISl o a ol Lacs b a5 o Sog oiixe
a Loz, b ol (Baesgly las,s V7 a5l anled o5 ) Lis
St 5 s S 48 5 bl an 3y o alss Lo, b i
Obymin jd asllas ol bl wlwl o wsoges YWl (Y %)
a8 e elain] SLLSE 0 a8 b ol asyls Ll VLS oo
S L) bl Gl S sl el - See 5 anl il
CS 7l S A4S Wg e dzrgie (e 45 (olSn 05 1S B0
olaml o e o8 5 elaiz] Cogine ol LS > > 5o
yeban &S i 5l La )T GlST ol aS o) o a5 d ol (WS
U 9y sty Ol pm 5 g ap s Cems Ll G55 ke
gt LS 55 45 ams e Ltd Laa il ol 5,38
&S 8 Sl oS Jslss bt g9 5l 28 0 (elosz
Sl 0y 6l Sl oo g 0 a St L S5 A9 ST

Sgbise Gl sy slacaglgl 4 e &5



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidad m 'Y

3 ol rite SLSTl U5 el Jame S (2l L Gigimy ol
9 Lo by ;o VS (oo &5, plostzr Codgtanns (sloged
= 9 by gbbsp slacaglgl g S -8 s p b b e il
Sl oy Sl ozl ol alllae (ol egdle ols I8
= S s S ol e el (et St S0 4SSy
Do g a5 S S usp o gy Sl e g un 5K

3,5 a1 00,38 oo b 6l pb s s Loy ] slaca ol
e S e L oS 0 oS o poe s cogz sl ol (eminen
STl slace e 5l Lay] STl Galal s b iie sLa i3,
39> )il slaFl il Lol s 28,8 elaizl Cudstns
Seads sloc Jbd ool Lacs )b Jas [0 08 olog! g0 |
039 9 9= plowlid o)lugs [, e85 8 elaiarl Codgine Glmogds
5 S s elaisl ol g slaidl (DS ) 6t

oS i olaim] Cgi e STol g (e o |y 9y LS|
iy 0l o SisiSI sl s (il 05, ead ol e

WS Cagl 1) (e b il
Jole i otee ¢ oS sLmoge s 4 ols L aalllas oyl sloazily
Lo i 55 6,105,805 L g ol o8 8 eloin! cdgins Shpol 4o
Sl oS g s p e g Cagdgl om0 Ll ie Ll
(YY) o )5 aalllne i,y ol 55 0yl Jlss a1y Loyl oy 5
S8 5 poal 5 a8 Slaj L5 wig S (s, S g5, Lagl ol e
S o El a i b e Ll s 4y S g boas

1. Carson, 2017



IV |5 o i caglgl 5o en by (sloiy I8 o2 sl s (550

tSCL‘o'“}‘ w.]ﬁi_m.o 6LDOB.A_M: as “‘\—“Sg_r" u_:l.: )_..: 555 U)‘ AJB)LSAJ
20 s o) el s 4l oS i SO pglas 5 ks &5 eS8
LacS 5 gl oS 5 elazml cudste sl inlply 5,05 o

Sgdbign 438,5 La 0 6 L aSh Cans (s, LS
Cdled an Cad )b i e (5,50 a8 Sl ol dlie Lol by
i sacsl iS5 LT s, 5 STl 1 ailes e oS 5 lazs]

Sl S o U g gt oyl glmaczily 5l osliul Uy alys o e
Gl 1 )l p L LT bl sy I3 3l ol e S350
9 d—ed Sy ‘) ula)_Mm Aoy e g Lfbu_:9J9‘ Cr— § IO
s et 1y (bl o Sles

Iy 5 jles <80 S lytean 095 (Lol pgat 3ol b
oRelS g Sl g S Sl b 5o &8t ((omegng—
St Sl S Olsmedn G genS a3 50 i jlar e S S
oo ool wl Ly oy 0 lgz jo golamdl (YL ed slacu]si s
Al Cewd placaBige 4y laasl b (gsluaig g (Lohas

5 6 peel S5, aile Sllodl ay 6,8 Byl 5l iy ol azs|
9 S e b 65l SL womscaw! Sllgs 5l 6 ,lagSS 551
otz slacdginn slaxl glm (6,500 losling (s,L5 s 0



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidad m )VE

—r NS sl ol e ol sp g g o LseS
wile iy gl SIS po s bapT slacaglsl 5 Sl

Uigy Lo Lmosls Yol .ol ol acusga e sl ks aslllan
VLS (s (il o8y b a5 5l s sl (oS4 e
aslllas (ol Glaadl i g peeni )3 cnlpli 1l 00l (59105
997 dad sl dn as p Caglyl aalllae (ol ool a3 L
o=l s cul S a S Jls o o b eolai il o 5 LS,
STy slassll 6 )L8) 5 (ible (Fld J=lp jo Loa piie
slacusgase HusbuS L aal il sgmg olacglar ol iin
)5 Slpidin |y ST lagiagly 65 iaz Ol (e o

s Loyl gl sl Ol ) O bt L (g5 Jos (0
Cdgine 5l (alise slal (28,5 a3 o Ly (5t sl b8, oL
ot Sl (Slages aalllan ¢ oman ol plowl o8, 5 el
slaslas 5 cile asile Lad, e gloa s plo s Sood glocgls

S awle> wadae oLl e



1VD [ VIS o iy caglgl 5o en iy (5liy I8 o2 sl ks (550

cels 3L .0YA8) (some ( Lo g ol ¢ o 5 £ e gl
Slasleia wa i STl ) sled alie g o dn (5, S5 1 A Caasd
FE-FA AN (1Y) colo, 3T S5 550 o poe

eloinl cudot e 1315 .0TA9) 0li b o] g amome g Juelorl
-YfY ¥ (\A‘) ml_a):)] “.\_;).3 Co pden ‘rm.ibﬁ)) ‘rn.l.c doll 28 ().e[_mg.' cle
N-Aa
(o Gy (|SM) & o= 5 s Joo a5 (WYA9) Lo
—ole aelil_ad. o, o1 (6 oSSl Caio (o Slojlw claixl cdei e 1

ezl et e 305 .0FA) lwst o ol g d ey Sls
()8 sl (5359 K2 ,8 oS il raaIllass y50) Wy e 5 o OS5 LD
oy Jales o S Sl S Slbls )l g aspy (5,5 80 SeSs
LYy SR N | ORI PO L S UONIR W I PU| -3 K ] PP SV N PR S O
dzxwgs 5 olaidl o o (o
Oy pgal 5 00 b STl CaS Wyl ST il pBasasg L
(S bl jo img SSl sla Sailes ()b i 168 50 asllas
Sllas g olaidl iy pas )0 (gl ot e (iules pelan

Codgh—nn ).uLS OYA) a5 0 o« S0y g 4d e w00l Sldas

‘IGL“)‘ 9=y A u*’)—i’ B L el essuie UL")L“‘"’ o ‘S)‘> tSCL“"""
alore 3l Gl et (g5led Gl los ol lows 1 alllans g0 s L 095

AV Ve (FO) ciagh sole - iy B



VP sbiano s <P 5 yLous o3l 093 ey ko dolibiad m \V§

VS oo slwal cudgs ool (VE-Y) VLS 0
S9SN 0T 50 oy LB

https://about.digikala.com/reports/digikalal401/digikala-csr

(\ ' \) l_.c)...l.c ‘Lr....d 9 ‘@_MJLO.”&" c‘ro...ﬁ‘).)‘ “)LMJ aob‘)J LS‘UM

S s i ol dalil_ad ()], (6 oSOl Coio i aJllaes40)

Y SNt - VORI FER VESEIIWI X WO 1| KUV Ov-Y J¥1 7 PP v e

oSS 3l o ay (Sily o 0SB L e ol il 059> 50 Laes s
Gl oy oluonls 0, Sug, Lo S ol8 )l g ame oS3, as
FARY ‘Y\(\ \A) 4%0)‘ 9 dn.))sj.s ‘@lf))b

et cdgtae 15U (VYAF) aids wonans £ S (505 mwlis
g oo STl eSS aule it b ooy g 15 g 9 4 olazel oS )0
FEYY AT (YO) (5550 o pane jlailpiz iy 53]

Codgbi e ).».:T_o OF V) o (0 g (gobda—ome (g S—uc
Y=Y V() colo, 3T )l g o e 5o (80 5] delilad

A l,.,.;l_> (\Ya%) P SR R SV SR VE

(S
YA-FY F (\) ‘oLm)L))D.- ‘J.J).: WJJJ.A ‘SM.DSJJ

D VIRE (1) ol ke g lee lalling




IVY [ Y5 o i caglgl 5o sty (sloiy I8 o2 sl ks (550

Abbasi, A. Zandilak, M. Khalifa, M. (2016). The effect of corporate
social responsibility on brand trust and brand preference with
the mediating role of perceived quality and brand
value. Journal of Business Management Perspective, 14(25),
31-44. (In Persian)

Asgari, M. H. & naghdi, P. (2022). The effect of social responsibility
on consumer's repurchase intention according to the
mediating role of brand personality and reputation (case
study: Digikala online store).Journal of value creating in
Business Management, 2(3), 1-21. doi:
10.22034/jbme.2022.314248.1008 (In Persian)

Becker-Olsen KL, Cudmore BA, Hill RP. (2006). The impact of
perceived corporate social responsibility on consumer
behavior. Journal of business research. 59(1):46-53.

Bhattacharya, C. B. & Sen, S. (2003). Consumer—company
identification: A framework for understanding consumers’
relationships with companies. Journal of marketing, 67(2), 76-
88.

Bhattacharya, C. B. & Sen, S. (2004). Doing better at doing good:
When, why, and how consumers respond to corporate social
initiatives. California management review, 47(1), 9-24.

Bigdeli, A. abdalvand, M. Heidarzadeh, K. & Khounsiavash, M.
(2021). Presenting an Interpretive Structural Modeling based
on Corporate Social Responsibility Branding in Iran Banking
Industry. Quarterly Journal of Brand Management, 7(4), 119-
230. doi: 10.22051/bmr.2020.28333.1851 (In Persian)

Carson, B. (2017). Uber’s unraveling: the stunning, 2 week string of
blows that has upended the world’s most valuable startup.
Business Insider, Retrieved September 23, 2018 from.
https://www.businessinsider.com/uber-scandal-recap-2017-3.

Casado-Daz, A. Nicolau-Gonzlbez, J. Ruiz-Moreno, F. Sellers-Rubio,
R. (2014). The differentiated effects of CSR actions in the
service industry. J. Serv. Mark. 28 (7), 558-565.

Chang, H. H. & Liu, Y. M. (2009). The impact of brand equity on
brand preference and purchase intentions in the service
industries. The Service Industries Journal, 29(12), 1687—-1706.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidad m )VA

Chen C-F, Tseng W-S. (2010). Exploring customer-based airline
brand equity: Evidence from Taiwan. Transportation journal.
24-34.

Chomwvilailuk, R. Butcher, K. (2010). Enhancing brand preference
through corporate social responsibility initiatives in the Thai
banking sector. Asia Pacific J. Mark. Logist. 22 (3), 397-418.

Cobb-Walgren, C. J. Ruble, C. A. & Donthu, N. (1995). Brand equity,
brand preference, and purchase intent. Journal of Advertising,
24(3), 25-40.

Dehghanizadeh M, Zandi Lak M. (2020). Impact of Perceived
Organizational Social Responsibility on Customer's Brand
Preference: The Mediating Role of Brand Attitude and Self-
Brand Connection; Case study: Shiraz Namazi
Hospital. Bioethics Journal, 10(35): €29. (In Persian)

Digikala. (2024).
https://about.digikala.com/reports/digikala1401/digikala-csr/
(In Persian)

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand
preference and repurchase intention model: The role of
consumer experience. Journal of Marketing Management,
32(13-14), 1230-1259.

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The
influence of reference groups on consumers’ connections to
brands. Journal of consumer psychology, 13(3), 339-348.

Esmaeilpour, M., & Aram, F. (2017). Effect of social responsibility
of banks on customer perception of their brand image (Study:
Mellat bank branches in Bushehr). Quarterly Journal of Brand
Management, 4(3), 109-142. doi:
10.22051/bmr.2018.14407.1270 (In Persian)

Freeman, R., (2010). Strategic Management: A Stakeholder
approach. Cambridge University Press.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G.,
Donvito, R., & Singh, R. (2016). Social media marketing eforts
of luxury brands: Infuence on brand equity and consumer
behavior. Journal of Business Research, 69(12), 5833-5841.



IVA | IS o iy caglgl 5 oen oty (sliy I8 o2 sl s (550

Gdémez-Rico, M., Molina-Collado, A., Santos-Vijande, M. L., Molina-
Collado, M. V., & Imhoff, B. (2022). The role of novel
instruments of brand communication and brand image in
building consumers’ brand preference and intention to visit
wineries. Current Psychology, 1-17.

Hoeffler S, Keller KL. (2002). Building brand equity through
corporate societal marketing. Journal of Public Policy &
Marketing. 21(1):78-89.

Iglesias O, Singh JJ, Casabayé M, Alamro A, Rowley J. . (2011).
Antecedents of brand preference for mobile
telecommunications services. Journal of Product & Brand
Management.

Islam, T., Islam, R., Pitafi, A. H., Xiaobei, L., Rehmani, M., Irfan, M.,
& Mubarak, M. S. (2021). The impact of corporate social
responsibility on customer loyalty: The mediating role of
corporate reputation, customer satisfaction, and trust.
Sustainable Production and Consumption, 25, 123-135.

Javani, V., & Elmi, E. (2020). The Effect of Corporate Social
Responsibility on Brand Preference (Case Study: Tehran
Enghelab  Cultural  Sport  Club). Sport  Management
Journal, 12(2), 547-563. doi: 10.22059/jsm.2020.252200.2037
(In Persian)

Jeon, M. M., Lee, S., & Jeong, M. (2020). Perceived corporate
social responsibility and customers’ behaviors in the
ridesharing  service industry. International  Journal of
Hospitality Management, 84, 102341.

Leo, Wayne and Murali Raman & Sumitra. Nair. (2012). the impact
of corporate social responsibility on consumer loyalty, Kajian
Malaysia, 30(2),20-40.

Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The
effect of corporate social responsibility on customer donations
to corporate-supported nonprofits. Journal of marketing,
68(4), 16-32.

Lin, C., Chen, S., Chiu, C., Lee, W., 2011. Understanding purchase
intention during product- harm crises: moderating effects of



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidad m 1A-

perceived corporate ability and corporate social responsibility.
J. Bus. Ethics 102 (3), 455.

Liu, M., Wong, I., Shi, G., Chu, R., & L. Brock, J. (2014). The impact
of corporate social responsibility (CSR) performance and
perceived brand quality on customer-based brand preference.
Journal of services marketing, 28(3), 181-194.

Luo, X., & Bhattacharya, C. B. (2006). Corporate social
responsibility, customer satisfaction, and market value.
Journal of Marketing, 70(4), 1-18.

Mohammad shafiee, M., & Ahmadzadeh, S. (2017). The impact of
organizational agility and corporate social responsibility on
brand image. Quarterly Journal of Brand Management, 4(1),
41-78. doi: 10.22051/bmr.2018.16218.1338 (In Persian)

Moon, B. J., Lee, L. W., & Oh, C. H. (2015). The impact of CSR on
consumer-corporate connection and brand loyalty: A cross
cultural investigation. International Marketing Review, 32(5),
518-539.

Moyo, T.; Knott, B. & Duffett, R.(2021). Exploring the relationship
between Corporate Social Responsibility and the marketing
performance of professional sport organizations in South
Africa, Sport in Society,
https://doi.org/10.1080/17430437.2021.1945035.

Nazari, H., Fazeli Veisari E. (2022). The Relationship between
Social Responsibility And Company Image, Brand Image and
Customer Purchase Intention. Journal of Interdisciplinary
Studies of Marketing Management, 2(1), 94- 107. (In Persian)

Sedighi Keradeh, S., ebrahimi, A., & Amini, A. (2022). Developing a
Content Model of Social Irresponsibility Influencing the Brand
Hate (Case Study: Iranian Banking Industry). Quarterly Journal
of Brand Management, 9(2), 79-114. doi:
10.22051/bmr.2022.39021.2296 (In Persian)

Sen, S., Bhattacharya, C., Korschun, D., (2006). The role of
corporate social responsibility in strengthening multiple
stakeholder relationships: a field experiment. J. Acad. Mark.
Sci. 34 (2), 158-166.


https://doi.org/10.1080/17430437.2021.1945035
https://sanad.iau.ir/journal/gism
https://sanad.iau.ir/journal/gism

IAL [ Y5 o i caglgl 5o en sty sloiy I8 o2 sl ks (550

Shahin, A. & Zairi, M. (2017). Corporate Governance as a critical
element for driving excellence in corporate social
responsibility. international journal of Quality and reliability
management, 240(7), 753-770.

Singh, J., Sanchez, M., del Bosque, I.,, (2008). Understanding
corporate social responsibility and product perceptions in
consumer market: a cross-culture evolution. J. Bus. Ethics 80
(3), 597-611.

Sung, K.; Tao, C. W. & Slevitch, L. (2020). Restaurant chain’s
corporate social responsibility messages on social networking
sites: The role of social distance, International Journal of
Hospitality Management, 85, PP. 1-11.

Taati, R., Ebrahimi, A., saeednia, H. R., Alipour darvishi, Z., &
Taleghani, M. (2023). Provide a Model of Corporate Social
Responsibility Model in the Field of Green Marketing with
Emphasis on Brand Affiliation from the Perspective of Organic
Products' Consumers with a Data-Based
Approach. Commercial ~ Surveys, 21(118), 61-80. doi:
10.22034/bs.2022.554189.2553 (In Persian)

Tian Z, Wang R, Yang W. .(2011). Consumer responses to
corporate social responsibility (CSR) in China. Journal of
business ethics.101(2):197-212.

Walker M, Kent A, Vincent J. .(2010). Communicating socially
responsible initiatives: An analysis of US professional teams.
Sport Marketing Quarterly.19(4):187-195.

Wesley SC, Lee M-Y, Kim EY. (2012). The role of perceived
consumer effectiveness and motivational attitude on socially
responsible purchasing behavior in South Korea. Journal of
Global Marketing.;25(1): 29-44.



VT cyliana) o 5ylouds (o233l 590 ek g y3h0 dolidad m VAY




¢
N

W, & S o dolidiad

VEe oA - rzdl o )6 ¥ ojlods qua3l 090
VOB A i pdy B VEY s
http://bmr.alzahra.ac.ir :cole oy VAY -YYY ao

P15 i ol 455 30 0 B A 3 3 xS 3y
(P 9 s 90)
Tsolad Mg (00 ,SIA (anan el (559,85 s
odS
Sy oyl Crar] 500y (olpdoliys Oy jgLitody Koy 0ol
Loy sl plilicty) polain) il Jls Cppme a dosi Ly o]
bl s iy oz U5 i s il iagsy i) 0 pog—a
s LSl el 45 o (5 o U 5 b g (Sig 1) G Lavas Lo
ol ] (iploy £ SAmogi 5o )5 Sl Siagiy Sl e o
Jloslew Ly a5 Al o p o o Ay pl Sl amd o S B0S Jlis o/ s lo/
Nl (6 gz g T i o Jain] pif gy S igai g,
) gl o] a5 a5 L5 Ylao oo f ooliz sl L Lo folmisdy i
i Stz a5 4 sl s 10 [ 50 5 Ay otz (SiR95
Ol Cito p I w4 iy A 4l e sl Sy g 0l S S, ae Ko/
o bLil oizrats 5 Cily Cto U5 0u iS5 a6 0LSg o iy 4y 5
AP a5 (S i ooy Las SLbLG,] o 0diiS Spao (5,005 5 Kiro]
Lo oline 5 Eio LGl 5 odoliwnds guli d dmgi L s adly au b 550
poi dm dzsi Lo 5 Sl iogs oy 0 el b u il g m o ol LSS, e 5L,
Sl Slea O] 1 9p oo Slpiiing wble GLAS] )5 i Sz (sl g
o=l P B ey Glblie 5 Glyiie b Ld o (slagil a9 Sl
g 48,5 BT ) i
iy A Gdie i Lot S8, o Sistio] cl iy G i s gbdS LSy
LS Sy oy 5 e oSy 25T ylaoay s Lo AL,
M370 : e go90 (giuainb

10.22051/BMR.2025.47442.2582 : Jlooxs awlis . )

Ol o0yl Bl ey pae 0uSiils ( SLS 5L o o 09,5 Liily ;S s oiwn g Y
norouzi@khu.ac.ir .|

Ol el o0 ,ylg— ol8ils ey s eaSiils (Lol s SLS 550 ppas i)l WS I8
std_amkhodakarami@khu.ac.ir

Ol el es0 g SEK—ils ey oo caS—zils ( ST 5L Co pae 05,5 JLisls F
s.khoddami@khu.ac.ir


mailto:norouzi@khu.ac.ir
mailto:std_amkhodakarami@khu.ac.ir
mailto:std_amkhodakarami@khu.ac.ir
mailto:s.khoddami@khu.ac.ir
mailto:s.khoddami@khu.ac.ir

VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 1 AE

doddo -
Sy lS Lso aid, iy slo,e—iS s iy po cs"l i sloaS s
@bl Lol ez 95 =B jgban g aslos S oy los S
Caly ol (VN0 gagls s g s Al alis sl
Sl ) gz glacod s La il anoe oo,k ol bls)|

Cod gloayld jeban w3 Slege—ai |45 a0 o Sl oS 5
3 pl Sl 05 8 e 8 el slaailn, odls 5L
St ol (VWY o S T s T oln o) cnules S
Ol yo aS el elaia] glaasi b o oo 5l G eloix]
a4 4_‘>-9.$ l_: | oé)j ‘..\_..: G;‘)/l_; )L._..M.: u_uj.._’z.o)_u ‘5").:‘ ul).,)lf
5 & rimin b, 1 305 6l Lo IS g ol jo syad cls,
po—te oyl Slgol joail (idu )31 by 0ilgd o 055> ] o
b, slag b o a8 5T sle oy sea oSy oo
a '-\—;)-3 Ca > “ PR H)""" P asL TR .(JJ P
aS oyl olsl Sloj g Kiloye Lo lad o coasxd Lo Sy
) Sl 9 Joe dm 98 g s oo p L s e 5 Jlooel J068
Lo S5 g o adlo e gumaxd sla Shg e o JSis
Sl el —iags sLadlsis (YA L LT oo, 4l smasd

1. Tuten and Solomon
2. Chi

3. Sun

4. Qin

5. Shen

6. Benediktsson

7. Azar



1A0 m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

Pl ) elaial Sl )5 0y Sz 4S5 090 I3 2
a5l g0 aS e L5 ap an ea 1S, e slag by ;o jy b
Slalllae 355 o0 Joazme v > 4o (5t b Ssly (connile
sloalo, 0 o5y L sauS,ane Sisewl a5 alosls flis asds
5920 il 3l )l pls ol o 5 Jleisl ool o olois!
S s S 9,) 055 amgi S Ll sloml 4y e
i S f s e Sl 98 09 VY TS
a s S plgean al S pogde 5 (Sisal (Vo1 ¢ Sloa
Jsle S g (sl (Jgmazme wp) (SPLS Jgrie So e JelsS
Lo el oyl s 9 oo 43, 5 L5 15 (o0iiS 3, —ae) Jels
layld) an yomie Ml asp slagezsl jo (Sisuel 45 o ites
oS lie gla,bs, g o 5 jLud ) OIS slo s, sl Lacl et

\§ N VO = f .Y . \WYWool .. . .

. Brodie

. Hollebeek

L Juri¢

llic

. Van Doorn et al
. Lemon

. Mittal

. Nass

. Pick

10. Pirner

11. Verhoef

12. Hennig-Thurau
13. Malthouse
14. Friege

15. Gensler

16. Lobschat



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m \AS

o 88 P g9 T saily g ¥ ) TS Ly S5,
sbap iy 53 el e (Vo Ve Cpgadig g lyo V) S
F @Bk Olsmean (s - joboan aspy a 5-2e o sloizl slaall,
45> 3k ol Jlraglyiea) o an (BaiS 8 as able slagaly
S ey 5 el 1o B e STL STy purd 0 iy
9 S5i9) S5 ee 48,5 Ly 0y slacsli g Sl 4
lojlow (g lam pls Ay 3—2e (V40 *W)ﬁl—“’l?.. ‘Hl—“’ﬁ)lé)l% ‘\'Ls"l—ﬂi
S 0 s o |, ible (S s 5 omle] Sl a5 o
STgel s )lS) wsi s s )las slapls sl (3, FaiS e
Sl lsihem Olymsan v an te L gy (S 0 (V00
59 5,08 5 plasanles Slels b 5l ogllae sla il )l
" oRgi STt e a3 S LA 50 Cewd ol (63 )l9e 5 JUb S L
5 spsd) Sl 0y b ((Siteel a4 3de aS S o e
Sy eSS e S (V)R () LSen 5 golale VY () LSan
P ot G A4S Sl S o gl 005, ae S
Sl i 3 (ol 88 e Ll o 23505, n o (5,5 S

. Rangaswamy

. Skiera

. Hoyer

. Chandy

. Dorotic

. Krafft

. Singh

. Mollen and Wilson
. Vernuccio

10. Pagani

11. Barbarossa

12. Pastore

13. Carroll and Ahuvia

O 00O NOULLD WNPR



1AY m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

B A g 1 dp A S Bl (3 Sl A b o b
3oLo) ol cws owlio @8lie au oyl bt 5l 6 ,=Se 00 L 5 iy
S alosls s g oyl sl paizred (VYA LSt o 655
58 95 6 olag 1 U 4 ol Wi g 0SB pan iz s
s aal) ol (ol @le 0j9— p3 waled (g (Ve % 09 5)
L )8y STy sl el o)l sy any (gloldg ol QLS
995 (oo T 9 o S (s Job 0 0,8 48 0 5 o ailate
il s S slooulp o aS o b e csl L3,
S g wop plan ols il S ol ed o aS Slasls acgaze

Sl 3,8 ol 5 (2Bl Aly; sl 8l (ol STy
Jos 5 ey LacS 8 ol sla gl 13 (V) M Syrdsa 5 (s lasle)
el Sl g Soms s oimgam (laizl slodiln, o 1) gloaulis
)by s o3l 5 JEaS By e Ly 5658 by, sloml g laiea,
A (6 s (6,lolag (Yo VA dwcsbinl) uslos, S (5 Ja S ale s dLogs o

Bace S5 gl Job 5o bk 5 6 9los—w o o cte J""’l—’ J=ds
3 s el 535 o Lo 5 Lo (sl Sl
ER P IV SIRP IS L 24 DR TIPS O NN, PR T AR )
Syl Gl lS s > 5550 10 (6 rre—al plLn jo 4 S alools s
aS 5l gl sy 4 S slazel ciw gladile, 4 4SSl 5l e

T old) aS o slazel g i o Jl ) Gobil GFA S G pne Lo

f3 T

g 5o sl Jele Sy 45 wles, S sl i o JLus) elais]

1. Chaudhuri and Holbrook
2. Nisar and Whitehead
3.Suand Tong

4. Nielsen



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 1AA

9 Oliwgs S S peoma 2 Ly Sl 005 B a0 0 B el (9,5
a5 ogdlly (bt plow 5 395 bzl adly> )3 095 Ll
A b g 005,8) 855 a il i o |y S e gl
blsjlo)ly j5-u5 jlzyls g S5 50 00l plasl slo Giogimy 59,0 L
OFS LS 45 ab pglae ( dgT (cogtde Joe 1 S92g0 (Lo puite (Lo
Of s 93 b)) 0SB g oy i 80 o 03
OBl g 50 helse (lsmsan S Lt 5 B ae w55 (55,
pealie L plajen g Laojlu ;S0 Ly ()T bl 5 g yiie )8y 5 (5,55
bt 4o g pladanlas woip do Gde (gared 00 iiS B s LS5,
Aoy oo asd S L5 )3 (6 e 0 B aad idgi (ol jo 4 Sl
Sead gegghe Joo (ilwon L b el sl (gl cnl o 1l
3 Sl Angiy ol sl Soe il waslyS | oo ol (o2
(el St (silome Ll )0 o2 (ng W p Sz (3903 (At due
5 OO, (gl by 5 ey dip Stz 23S (S S
5 WIS Glsean Lol (Sasel (sl5 j5boans 5 0y ol b yiine
ami o 43 00 piiie g ge gly—me Ly oS ty] asmi o bl

=290 ol JLsd dm g3y g pod 50 Sl s ol pl ST
Gl pgai Lo i 5l aS ain b s (Sisul g (5ol a5 oo
olpsaslas Glbls | g, o 4absSa Wbd )8 o (=il 0y o>
9 9,8 5 o )la ol ol g peg—as 50 b e (SGig S
SYgaze 5| EaST B as 5 (b e v aad 1 4SSy caleye

S oo Sy cnl (o2

1. Farzin and Fattahi



A1 m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

GBI R Ay 9 (515 (Sl Y

&y Sl -V

asly s Sy L b s 0y (69,8 Comasd Dlio 4y iy Sl
a9 Jolds g oogs asman baswe g2l 0B g0 ;2 a5 o)ls o LAl
Sla Sy g ails e g law ol cmazd sla Shy (ka9 Jis
o Wy and (S nlple adlboe a5l )l pb cpass
Pl asily g asils o ozl Glwgas 10 il o pand BB aws g0
golzrle) ols a5 aslo e sloa S 5l e S 952 72 S
9 95 iz o pe Lo Ty (8,5 15 50 (VN ()l

Cole ) oy o i A A mge Jdo g0 a0 o> 4l

Lsi’l_’) 9 Lri‘d;.a 009_> w):_wé )09 A_:)J Ce sy 6& a.sd..l.%-
Sl e plw an Ba S B yas Lo Y il comased slal lgica
5T Y L Gs) Ban s 0y Sl b gl se s (SLS5 )
Ay oyll o gyl lapls an |y s sl 5l g8 4 (Y 10)
S Glgmean 0 i ) aaS e plete ate il SO lgmean,
g slaaglay bl 0 ailE g plas So s a5 Jls o
Gz () L 0y lgmeas sl gana il Jlioylaicds) ol
A0 dS 06l oo 2l Sid 3 g Sl eloix Jolae gl
E(Y"a GY(SH)A_AS‘FAL’MS&A_A‘)O)_QAS_";’[_’)[_"FQ‘O)A

Al plete &y Gz 3l Zaogas Wb wiy i ol pll

1. Boeuf
2. Moi



1Fo¥ liamn) oF 8 louds (o3l 0590 iy Cu p oo dolidliad m 19.

xﬁbewéwMT—Y—Y

So o ol g as o SO lgedn a8 SO paghe o Sisuwl
il (Yo V) S dsp 05 s o au8,8 , Lai 15 (o058, a0)
L Lo e (o9t 9 5 yie (mated (A5Sl Jole | a0 L (s e
alox3l wms o lid ) Kiseal JSi o) (pox jeeb (bl
JIEET NG PR N S YNRDUICE) R P SCHI SRR SN
..\_>)J LA‘MT» (V). ‘O‘)l_io.b 9 099° Oﬁ) <<L§)"—“""° u>_i..‘>v.~oT
‘\CJQ_”) oo S, e o SiBual (Vo)) SJgn) €5 i
JH‘(Y"C\ ‘AHSM))_’LSIS)#M«L;‘MT))ﬁ(Y."‘
@LMﬁW&quJMMTSMA_LJ@)Qém
Ol an ovie 4 S sl Ay dn Ay 5 (05K Cole (603
Sgdom loy Jobo p0 ea S Byae Kl lwg Jl> 0 zokw
(Vo)) (Sdgn)

AS)J @ e Y-V
Chronomid ‘u_._mlo C,_..ujo J.ol_..u as el R ) L}uL..M}‘ «S_) ‘M

Lol e sible (K s 5 angs sl (S5 )o-bar (Somns
ol 8l g9 oyl L0, 5 s ool nl (60,8 o e Jlielgicay)
Gmiie (s =) Hlasle e U g ol SO an Cos 0l oo uioren

1. Patterson
2.Yu

3. De Ruyter
4. Vivek



KX m (£ o299 axllland y50) ol yShiuadisl e 3 g 15 S 9 X y3 Camaic il omiyp¢

alg e OIS B ae (Y oY+ )i 5 g2 Le) oS sl
Olgmedn ailed e aS WuS a4l o | o)l s SO a4 Buie ules]
il cde Glasanlas oL b g as p an (glelsy Lol el SO
oEays Sy (V¥ ) © g ysF ¢ g5 0 Sy (Yo ¥e il g i o)
5 Bl (oo s dw 4 |y T g asols assll ], 5de 5 2lie
DS A s Cu s 0jg 4 5 pape dzr ST 00500 el Mgl
0525 S ozl 5 low a4 5ie (a5 0590 yo Ll cul s,
Sse Slsmsany |y g )low sl ay e (V412) S S 5 e 0,0
4_{..\_:0;;9_)).:4 ual_‘>- (_g)l_‘>u ﬁb&;bowd)ﬂ&@bb
o o802 g Ly cd g0 gla ol S ey 5ie ol

Y Len 5 ' K)ol gible 5 o5bs ol

N g loldg -Y-F
S S Hlgmsan e liBe wlalllas )0 (g 5dn g5las ab a4 (gl
&yl sleels slaan ols (6)las p SO a0 s ()L yidoe S02me
gl 500) Gl oals Gy (g )l a0 B 6l ol Slagas 5 S
el S leeany | g lolsy o LE Slallas (Y- 18 ool jaslss

. Majerova

. Safeer and Abrar

. Zhang

Xu

. Gursoy

. Shin and Back

. Pang

. Nyadzayo and Khajehzadeh

0 NOUAWN R



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 1ay

ST ol 5 asles ;5 (g5lupsgie o e ol gle Jsb 0 o5 ),
Sy eS8 g w2 JlgS s S wiile (gl lne 3k
. . ) “

S e s > gl (698 g S A (g1l dg ks (g ol s
4SS y9m0 A g oo DL ool [0 15y Cwat So b Jpame
o3l s i LoDl 5 Sl oy s le Jomamma Ly sy olan
W a6, (VYT (6,10 1w g dSgues) 00,5 (g o 5 LS,
&,yloldg 4 S Iy S o ool 8 & ylow gl 1) eubiane dal o
S 5| IR OV S PG IR P W S DV S A S I SN W S Y ¥ ST [
5 SSba) cnl Jelin glm ol ppn =]yl SO (g ol (las

(Y18 Sl

SS9 Sl oo Olbls,l -Y-0
SLedlbl Jolos aylf plsiean ( g iUl plmsasles Ll
Loadal, ;o Glw b Joidll cosdlly (0S8 yae (o polis g Lugy
aS opdome i i &8 0 Ly 5la8 pls cBlos s Jomae S
D =S s 58 ool lpage g ol 8l LS o el Gk
e Olseds Sl 5l e ol (YY)l Sen 5 TgshSlaul)
Sg—b oo 48,5 ;a3 sl L8 1 5 LMl I (ate
e ol VA (L, Som 9 Tals ¥ VA ol Son ' (6 )

1. Estrella-Ramon
2. Jiang and Zhang
3. Ismagilova
4. Filieri et al
5. Nam et al



1ay m (£ o299 axllland y50) ol yShiuadisl e 3 g 15 S 9 X y3 Camaic il omiyp¢

sl S el ik olbls ) 5l IS ol bls,)| 5 olids
L Jy—ame S 05— 50 sl ol e e Ly oo Ll
i) b 51 Al e Laloslas U ol 81 51 (gl ol 8 15
g =S oS bl es, o L Jyame S og—as j0 o, 1S

IR ERAR O

& > duad V-7

Jo—amme 93 4 g e aal g a Ble (Lo an > 4 bl
L 45 el g s ool 4 0l e 0y 5 dolie s i
S5 ot b 69 )8 GlaSae e imie dm B aad iils
I J S Jalge 5 Vgame a5 0 a (V)P oo § 5 S L)
090 93 5| LBld (g slge «(Higy0 Jsloe b () let
(i Jalse g5 glmasgal 5 oyl g a5, as S
Shim slacsS b el o pin o 5L 0 5 (golatdl g eloi]
Sldyzr L (gl 4o 0aiiS 8 yae 3> Sloveal (ogas )0 45
Azl o)l e ol Ay al BsS e ilon e ol
Sle 5 ol ool Olie 5 092 o 5 (LSl 0 B e JFAS S e
s 00w Slaiz o)lg e ol Je 5l ST a s aes sl (an >
5 be) Sl gzmo 00 S B de (05 y0 Lagul ST
Y30 o) Son

OB F (o9 Jho 9 led )8 druwgi T
Saday gl glesls a s culosls s L8 Lo jogi
9 Oliwgs d )l o Aoy Jloixl 1o e WSLS (i
(Voo 09,5) o4l (1,500 4 (g )law s L a0 0 )50 40 S



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 1qF

0SB e 5y Ml e 3L wnl g (W, (SB35 L Wy
oo g GBS G8 pan s Mol ol ol ails ol Stws! jo
JPEECESON I PRV NP (OB iSB,ae )l 0 e ren g
(YN0 ¢ o8t g s llt) 39 o o0l 0y Ly ou S5, e
&t Sa banyms s an oS () b Banesi 5l (S
9 ALJ}Q: NERR ‘Q‘)L_S,o.(b 9 6&5)_3) (d._i).g x.i.) JL—AAQ‘?—J&LJ) AR o0
35 yed adaly ol o ludy slea cs o o, K0 s (VN F () LSen
Basoa 5 SBa g (Vo) (o)lSan g (5,90 (y9) 0iiS s
5 sible o SO a3l o SO L ojlw SO lgea || Sisel
S5 9,0—=lil g Lo aslos 1 T (g5l wpagie (5,8, s S
Sloed (s codld SO lgean a5 L o S B pae  Sisuw]
(Y- \fF e\cog_m.sl.? ‘Vﬁl)’oLg ‘Yél) Do g0 i y2T 03 LS B ,a0 Xy
S 55 o8I ol ol
ﬁLMﬁbonmé@TﬁMﬁM\wﬁ
23,18 5 lolaw

4 e 4 ol sold ek A‘U_.)U Q‘)‘AJ)-E Slrio 4y 4o b

(VN (ol g golale) oS o o o oz aiilo Sumadeds

1. Schamari and Schaeffers
2. Leckie

3. Nyadzayo

4. Johnson



190 m (£ o299 axllland y50) ol yShiuadisl e 3 g 15 S 9 X y3 Camaic il omiyp¢

a5 o Sla 8l o o] X gl sloixl sl aaS b4y
eSS ol Xy aspay g—ie 5l 6V pohh v (Ba 0S8, as
) o . N e e . .

So L ogllan oylos caily,s (Y F ¢ LS00 5,8 0 Jsn
.. 0 o . . g T

¢ ¢ (69,) WiS e el | 0 Al gdie (Dl g Ml WSy
Wy Stz 45 Sl ools i LE sl tagin (VoY €S
5,5 )‘*’L-’ oy 4 ible glagl = 5 2B 5l
0)9_4 )b Lbu‘*—“j)—’ ‘L}_")_’ oa)l_c (Y’\ “)_.J.) ‘du_a.af Y e ‘L}’“’)‘

lmcadge a5 cwl ool s oSy Coazd  Jawis ol

ez wip U g o)l sy 4 Gt b las e 5805w i
(YN ol LSen g golale) was oo g 1) 9y o (5)lolg 9 &5
23,5 65 4B (g os Crlnle

)13 (5510bre 55l iy 4 Gl 3 i Gy Y i 4

Sl bl 4 S oS o Yo W (V) 8) ol Sen 5 S5y
A yomie Gley Job j0 wsp b wsdlae Ol Loy ouldizn Sl

Sl 4 S aes e i oren (V21 R) o )LSn 5 gol=be

. Wallace

. Buil

. de Chernatony
Hogan

Roy

. Eshghi

. Sarkar

. Langner

0 NOUTAWNR



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 145

5 385 e 8L W 4o Gtie o ogllae jslods X5 50 S as
Cru g dxwgi an ol (Ba 58, aca S oS 0 ST
J—ol sl ay ol da S asjle plasp s gouad —wlsl

A S a8 b Gl o o eS L b goa LSS, an
(Y+VP) “Qou ‘vu»” ‘Y&_;ng ‘\QQ_NQLQ NS PIPRRE VRN LU CHWPY;
L og adled g0 sloasp L asS SBa S ne as oS o ol

Ly 6y e Loy, asjlo L;i-MT loiz! slaala, 5l eolaisl
ool s LS sla jimgis (ol ;o odle om0 JSK& laai s o
(_gLQAS.._m LgLQwLw)O..\_:)JbaJ_..Sd)_.a.n‘rimy‘du_m‘
WS o SeS WS p b 5698 able slausgn anwgi an  cloixl
4_:)_2,.@&_:)4[_:;@»“‘515)5_]0@(7‘\* sQ‘)l_io.b5L§~>5)_g)
u‘)l_io.bjjél)u(Y’\v ‘u‘)l—io'bﬁﬂf’)ﬁ—l)oﬁ—“‘wd—’f’d—’d—“‘c
Ay 50 0SB yae &Sl 4 S aes e Ll izmen (Y419)
&mw@35o)lﬁwﬁbpﬁgwﬁ@9ﬂmﬁhg
o pasad —wleo] glaaSan dxwgy ay Joles (Ba S8, as
)ous)l_m.csob\_a.fdj_«md_cbuwwm)éudb\_’)‘é@buf
ipmled o0 28 Lo g eplil aiiwe &y ol lad b Slas
)ﬁLM}JMd—MﬁﬁM}JbOMJ)—A&‘MTVWP
..b)|.>‘5)|ébao

aS ales, S lwlis 1) 6,108 ,5T Jslge )5l aslllas pai>
olesasylas Glbls,l o1, 05 b ea S, ae (Kisual aily o

1. Hudson
2. Huang
3. Roth

4. Madden



14y m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

o 1 \ -
ol=ii Lanl (YeV: () hlSen g ) oS > g 2l
5 GBS B ae e (s9-8 Al SO Al oLy 45 a0

IS Gleas g VLS a4 e |y (g i S)0 5 0S5 o dboul 0gdlly

Ol og Ol L5 aijl oo oL ) (g 5ie ammil o 5 s o
(ol 9 Joloul) aos asl)) ploaogi b i plw am g 0
ozl Sy (V1 8) S8l g ysml TSl (YN Y
Sg—> alai g elsizl Glo a5 o (e iy
SlLbLs | s el ol e e bs5 6l |, (SDT) . Su s s
S e ity (slatzl gleaS b o (S 2SIl plasanles
Sl any Lol glyore sloml 48 el o iae aslllae
RPN P IPVE USSR AUET 18 UIPPRP IFVSUI <| ISR ICEAN
g0l e cloixl Al Glasa, jlas albly )l sba,ls, S0
45" plod 0 (2,9

Olpanlas bl jm vy L 0utis S e (Sl :F ans )
3,10 6 lobme pili g yusI!

29 Gl il v Gl amil (lyedn T a4y Gde
09— blLg,l o glojlaw Lol golass Ly asmay 3—ie g (Y10

1.lietal

2. Whang

3. Allen

4, Sahoury

5. Zhang

6. Self-Determination Theory



1P ylimnn) oF 5 )los (o3 3b 0590 iy w0 dolidliad m 19A

A 00 S8 3)lg 0 oy s Saly 1o e e g0 e lasa ylas

u.\_;ﬁ o d_......c- ‘L)"‘)"l_“" «Y+\94 S g ‘Yvw.‘ﬁ_f ‘\Jﬁ_wjjb)
s caible sladgm s 4 4 il (sl oa o

< ‘ . 9 L..A“A“ S ‘él".. :.“ J‘GL& 45 6)[-?!5 (_ngral—’ 5 ul_: . on

Sl eams lis sy gde Liwly ol o gl w0l g
aile s 4l gouxine wgdlae gulis el (1 Saw a5 ol soge
Clop an Jolad (g pmin g by i lasan las Olads
JRARUEICTER 2% PR IK JUSPRPUIT ) WVIETL o UMM B SR
@S 8,8 olo Gles e cplplo (Vo Ve o) Ken

23318 (ol 15T i 4y (g 10y 1 iy 4 ke 1 a5

Ot sible baly) 3529 a5 0s S G sS (V1) Tacenl 5 ten L
(ol imin (59,5 ainal Ly o JUtaslyiea) LacS i 5 oo 5
Seadal) o)l Slael e oliws Gl 1) enlie Gl jloslie
lo ezl 5l (g e a3 g (Sl e e 4l LacS b 4
LU ol ot asi,S 0 o pliie s Lo 5 il ol
! Ol e 9 &8 b Ly, g el adls Lri*’w’—‘ JLeRE
) e s oldg 5 amo L)l ) (hg 8 cled 5o 5 08 osils
i) 4l 4 S wilesls s S sl imgio o il
3,0 (6 e (5,0l 8y 5 B Lo (cenBil o g Cdto alal) (60 e
PRSI NV AT Y S LS SN PR

1. Palusuk

2. Koles

3. Bigne et al

4, Junaid et al

5. Barhemmati and Ahmad
6. Prentice and Loureiro



KX m (£ o299 axllland y50) ol yShiuadisl e 3 g 15 S 9 X y3 Camaic il omiyp¢

F3asls g sk wlS) coul S5 a5 T aslsr ¢ eloix
FARA G IAE SN FON BN ) PRT RN N IE SV ICT S PR L
)ouﬁpomswﬁiuuloolaomwoum
Ol o les al sanl on 5 Jlast aslys o cloix! sladils,
V--9 ‘O\)l_i“bavju) Og- d o5 ol Laly, sloul an ;e g aas
cloal w0 b ie a8 L ie (Yo Vo (o ),LSam 5 055999 (49
0disS s Jule s S L saslans, o oS i ¢ cloix]
3q)f|5_.~..JT‘Y~\(b 4A)l_>b5w9_o§90)‘)u_wuuy‘..\_>).">..\_.a3)é
‘SMMPM&F‘M)JD“\_HS@)_M‘;MTFMP

3,10 5 ol p5T

SLbLs | aslis 1 g loldy ;5L Shalal (sl s3g0ne slotngs,
45 699 pg—atdn 5 Sl AT Djs o (Sig iUl plesan las
SLbls)l adgi 0gb oo 48,5 a5 o alawily jiie S Glyean
Oy pen, 3 sl Sl o)l o5l il S wein Glasalas
S P e (A= =B b sl ml 1 el (S 25l

. Vivek

. Beatty

. Hazod

. Castillo and Fernandez
. Prentice et al

. Kumar and Nayak

. Shao et al

. Erdogmus and Tatar

. Altschwager et al

O 0O NOULLDS WN P



VET liame F §5lads (o330 0,99 w2 o pbo aclibuad [| P -

AFCHC S AFCINIF TSN AP TIR SACSORINN S KUK SN I SNEL O JUI
PURIETOSSNTC SR 5 WU N B SUSIRSPYURNL P | S N N BN PR
olasan glas Glbls)l aslie ;o s, lolsy 505 (T 59,805 ,5
S Glgeds gloldg amlw o] jo a S a5s,S ialael |, Sig xSl
Slbls)laolie g e Jlye 5l SO (e dlaly e
a3 edle Hloldg b it .l ssmlio JoB ol los 5 L8, o
9 mS) aed e Sloidion 55 LK ]y )l el w5 ) S
L)_" 4 $9_> w.mﬁj_, B - \(b)vj_mj 9 L;..\.._.MS Y YA ‘u‘)l_io.b

olesasles wlads o s ).»Jl_) (S loldg a S wl Caws azs
e ably 5 6, omle i am g B U 5y el walys
a3l 0,50 Loyl Gimgio o lasda s las Slads gasy oy0 8
145 pmledioe 258 Crlplo sail o

ob=poa i Llas Gl bly )l 0 c0usiS' U pmian (5,089 1Y s,
3,10 5 lolre y5T 0usiS' G pao

S8 )y oSy mSIL lmsan ol Sl c el il 8l L
T Sl s Sgin) el o poie ol b Glaasi

. Smith

. Coyle

. Lightfoot

Scott

.Haand Im

.Roy et al

. Casidy and Wymer
. Jeong and Jang

0 NOUAWN R



rel m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

sy el 5l g ol ate Ly cte aslg e plasasles olinls
doad 4 yorie S (SELD (Gl atd 09 e (8L gl ]
e Sy 4 Iy (T e oA Sz 5 L) S5 e 05
PSSR DI TRRS, EE RIS ST R e
ol=oa sl as Sl ds (Y VP) ol5s g ooy (Vo1 (LS
5 polinne o g ilne jolod sy d  aab ol o]y (S Siig Sl
BSOS (o S 05y ) S dlaly L a0 (03] 3k
obesalas by a S oo, el Giegsy ol o Loy
olesanlas Glads ojls 5L oo 5 aad 1 Lewdiiuse (g il
OB B ae (S el 0528 1 (4295 B Hobas ((Sidg xS
TaS s Sigtr ¥V LS 5 ) 3 a5 e 5l a5 6l
Slalllae 1o (Y2 VA hSew 5% VY L Sam g ¥+ 10

DT sl s S a0ls i B auS G, 51 4AY S
S a2 (2B e bas (Clesanglas Sl T s
5L Y VA GBls g, VY e 098) 0,1 e il Lag]
lasaylas olals ol plois S —2agh (V)2 oo, LSan
doad g dSp (S peal o e Jelse n LS oS (( Sy Sl
(o 9 dTghdz) Sl oa S B as L)l o leas 0 >

2,5 Ole OlFer crlpl (V<N Y

. Xia and Bechwati
. Brunner et al

. Baber et al

. Jeong and Koo
.Linetal

. Fullerton

. RuizMafe

.Tata et al

0ONOYYULL S WN



YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m Y.y

Ay dad U B ymian yldda ylas GLbLS )l A s )8

2,10 (5,lolaw J...:b S

Sledbl gooins gl saxin v, p loacslu 3l aly ol )3l
by Smte Ly (e Snd )b a S a8 sl Sleas 5 Jgmame
b 5l S ) gz ) ,alisl s g solazel B 5 o)l
YL V) ol saslecwsan Lacs o wlads ¢ Lacolwog
5 oleMbl JLoss 4y Ba S, ae 51V (VY Fo S ol
sbap ity ;o0 jlasib by g puilss (Jomame (o) 2 La S
LS a2 5l 8 )ls bwgs oot w sy logiome sl (U]
ao,Lal Lo (Y++8) Luggal g Jg,LS (Y18 F LS 5lul ) o
sible (il 5l glaoyo B jo Gl s a5 5 05y 4 G-de popie
S A Bde 45 sl (el VLS S asp g 08 lee wad
oS olosT 5l acsl i, 5h as 4 (s i (o loldg m asls o
L os,ls Joles LagT s ls yogm Jlad an bled ¢ ol FassS' S pae
i |y sl oad aB bl liogs lawgy 45 adp Jlad,b glgize
S9=b s 0dal 2)LS g oot g slpime losan axil S
Sl adllas 5l ool (Yo )+ Dole,s ¥V o) Sod 5 o)
oLy 5l ypade «s)lod pls dn Gdie 45 ams oo liS Wip 4 Bae
aslol 00 S B a0 g ad p e adal, ol 4 S Jljo sl 8w

a8 Sl o1 2 (28 el (VN P p08) Wby s

1. Nam

2. Baker

3. Goo

4. Brightlocal
5. Burmann
6. Fetscherin



rey m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

bLd)l 900y da G—ie s adaly v 00s0S G o (5 l0lg A ans )8
S| )L.\f).ui: Gololan O ygods (Soig Sl lasa o

G b elaiz! glaala, slacolu (o lasales bLs)
Shybl g Jolos )0 et its a5 ol Jloioms ol bls )l
36 0S o Ll sl slaasln, o 0 LS L jo Sledlbl
slop,aly uliw o slaix] ladla, 5o,k 5l BauS e as
Sl o an waes oo Gili8l ) 0o B sl g as byl as souss
TS50 N olhee) iS04 ST 1,00 lawgd S i WS
S o0 o L3 (YY) e g ol (YoNY ¥ Yy
ol L aals a3 aiab 1 idte it U oo las bl )|
Ao, eyl pls sl o gl o d dgamme a8l ] (Lo
sl al, olasaslas albls ) 15U an ol as el
q_...SL_s_a..x_.SL, (YY) [losS g LmiogS o jlan uSed 0 )5 aal

a B dad s aly e i lesa s les Gl Jlaseas
SR 3 (Y1 8) o, LSan 5 55, 0,05 5l o FoauSG,as
SO 6l plesdsles Slads 4y poxie (g loldg 4S5 azsl ;o 0g>
Olymedn (55l (gt ml bl (bl o aizen 09 oo W

145 pleiior (28 (nlplo tanled (oo Joe
SIoL3g (e ataaly yr (g SN L amy o Lad bla,l e and )3
NS 15T g lolme & yg0dy (6 yiinn I 5 daB g 0SS B puao

!

1. Moran
2. Muzellec
3. Nolan



YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m Y.

gy Flb ol g o Sl Ly a LS8, s S
1 Gl ylesl L /g addle (Jlinglgiean) ookl lasanles olbls)|
S e 5 B ran (V)R iS5 'l jug) obd s i
P Sp beaiS,me Sisual 5l sy9,0 95 90 Qlyedn (S jgba
3 Jriie S5 Sy d e (V0 igala) g5 e 4 S L
Ly 5l s Joles sacims sl oo )ien 45 oo el | Sisrel
HSas 5 LRatign) Sl o o)l p)lS Ly LS 5 lyoma
Ll S0y bl ) i is o olws syl 8 Jobo ,o (Yo
ey Oyt Ll ol ol asly an g bas e w0 Lo
9 o) A5 (oo et 0 p Ly lad e Slea S Ly Vg a0 5
O e abal ) (V2VY) (o )LSen f&s) (VA L Sen
e ol ylasa les Glals Gl g anel> Sisel
15 0 L 008G, Saseaal 45 abosls i L Ll
Sl 1 o) AL oasyT a3 Jlaisl ailg s elazz] slaails,
(oW (LS 5 (6992) 353 4z 5 ol Lasly, sloml an joxie g w0

eleiier 029 Cnlple
ol (s adaily ot (SS9 S Lasan o bl )l 4,8
Sl W yg—ody (6 yidio vy 5 u—ad g o p Ly ou iSO a0

RO IR0

G5 (ot Joe (Gibgi a5 (5l Slgslas a g L
el 0030,5 e i VS o ol

1. Vinerean et al
2. Heinonen

3. Muntinga et al
4. Roy et al



r-o m (P32 298 Al 90) o Slimyl o )3 0y 5 e iy gy il () 2

E au.:_;_.o,{;m‘

WL 'y N
’ ' SN_H6
TR y \
Iy /W12 \ W N
) | o e sy | .
l H3 y . A S el
S S S
s \ HL1 '
! )
H7
1
N '8 m el
g M ke
H22 ! /

| HS

No¥o iyl yKon g gedlg,)l5) 131 aid 5 11 Joko Sidgh (cogtio Joo ) JSb
YA Lazugle YT arow g wighds

o295 ey —F
olesaples Slbls)l ;o 4k, Soiz 18U ) 4 Ghogi o
3y9—0) pl Sl (eloizl Al 55 (6 it 0 3 ol 5 Sy 2SI
039 (Simrod 95 5| bl hagi S oo (P2 (g Sl
S Sl Blas by, 4o 6 3w S¥slae b, jleslaial Ly g
9 b r—ie Joli (egi— (s)lal Amal> ol a3 pd oy o
B9 P (9 ey SYg—azme pl Sl azi o L bl
3 el s )5 Jleizl 1l Sygoan g (il 6 S aSged
A ey (g () bl o aged O3l g S diged s 0
a8 o olal g Fages planaS o s, S e a e L]
(Vo)) IS (5 pmaSaipns s, 5l assad ojlad] Giomis (gl 055 oo
Vo ST 5 JBais slacs (S ey elasl o dso S oaliiul

1. Alavijeh



VE¥ liame F §3lods (o230 0,9 w2 o pto aclibuad [| ¥+

el glas JUB Y e diged pm JBlos c0gd ol jo icwl oa
o, 8l s o |y aeb iy YA (idgi Cple dn a g L Sighs
YO olass ol 51aS 0,5 asiel pr> (e pl S liwiy] dan (o gac
g Sl ot i JSB Y Jou o naS o bolanle el s, o
5 willste oo las (6 o pidlys (pidlg—s Mol S) oLigin &, S b
ol Jdo 5l o3l gy (omy e (81— camil o (pallses SLLS
LAl 5lsolawl Ly Lo yuiie 59,0 (Slad .o oolax Gouls
¥ sl Goeil ey 5 (Floso adlllae 5k 5l lds,S
(O Jj..\_?-) S A.AL_M.«.M:).) 6YL Ls’l_’l" obx_..owul_m., as Sg— 1Y
Lo gy ©yso 93 an Ghagiy ol )0 eolii s jge (55ll Loy,
ool (g o vz Jdow Ly g kel aVolas hg, 5l Lo yusie
s Slaon o 5Bl lsiioe hs) ol SSaS 4 5550
Lyl, & o SKwion laools jlosliul Ly (ol sloaa_sal> (o
SYolre o o imgi oyl 40 053] —ialejl e Ly ioles]
A cgemon 45 ol ole Jdod o iman 5 Joe g 5w
= D yloml Sl 8le 5 sl eolawl Ly cail o (g, il Y olee Judos



rey m (02 0295 axdllaod y30) ol Syl cee 35 & 13 b 9 8 g1 Commnir ST s 2

s ol il 3l ool Uy o Lol 5 il a8 Solonl |l
el o..\.’:‘b)f ML?M Yu,u‘ U’“‘

Aol yiow yy @olo g olos ) Jgue

&0 OY g Slaxy poe o

Grohmann (2009) \e RYJYRGNWES

Tsai and Men (2013) Wy b oanS B e  Sisel

Carroll & Ahuvia (2006) Sy e

A

A
Yoo & Donthu (2001) ¥ Ky s,k
Farzin & Fattahi (2018) # Sg Sl plasalas

McKnight and Chervany (2002);
Wang and Chang (2013), Yoo Y & e 8,3 duad
and Donthu (2001)

oW sleaidl -0
L)‘&j)_’ Q_" ‘59.._.43.: Lgl_ﬁa)LcT I L)T — M u_:‘ o
Db d s gt Jus T2 i § e Ay g § dafllne

ool o Ghogi ol o slacylal ¥ o)lai Jgaz )0 9,00l

D558 o0 518 gy 0,90 (L Comex sla S

Sl Caxox b purio Judo gl Y Jgur
oy | (Slglyd Sl SR oy | (Slglyd olal T

Oy ¥
YAAL | Ve 5 legs oV, VOf o
oS

MT)O [WPSWeE 3

LY
Va57 | oY Osekes Y/ Vg Sy
olegs

1. SmartPLS 3.3
2. SPSS 26




1Fo¥ liamn) oF 8 louds (o3l 0590 iy Cu p oo dolidliad m VA

woyd | (Slgly ol &S H9 oy | (Slglhd | ol SR
AL s }
YoFL | 00 Osekes - ¥ \ i
. Jbs
oleg
VB A
VEEL | e oo | ey | BT
¥ ug—«—l-m N Ju
oleg
IR foby. :
v || o YANL | vs o
Y pley Ju
Yol b ¥
Y,¥/ Y. 2 ’“5 YA Yy
4.8 Jls
v -
. g . b+ Vb
VAL | T VU aids | sl AL | Y
Jls
celw 5l
YU ]
YL # on T SEL L 3 el
cels Somb
Y i
SYSL | 18 2 L IRV ) Y
—
Yol
VO | ’ ’“’5 VAL AP | sls)ls
Bt Mass
Y. -
] asli ITLy
Vx| oy Vb aids o8| v A
c el 51 ails, R
—s
- ‘“l
YUY o B
YASL | \-¥ o5 WL v GiSs
el
Y
Y|y s LATA /AN I R A2 S PO
el '
YANL | VE cdgo )y s
i P
VWAL [ &) oo
L |y e

a Sl o ooliiwl SouiS g g 5l Loosls ae (o—wyp 51—
&9 4S5 S leS e @)o JL3 EY 5V efl o (S iS5 Syx

sloapssl Qs 9090 (ml an Zalie bl Jloji (iaghy (al laosls
Oy )15 LY |) G (_gl.mJ.:J?J 4.,):>u (_g|).3 wl.l.c (_g)LoT




req m (P22 g axdllaes y90) ol SFlnds! vre 53 9y 5 Wb 3 & 3 Copunicr Sl (ouwy 2

o293 (g e le OYolo Juw —-0-)

99— lslne os sl Jos ;o lasly; ol slaasls 5l S,
L ol Lo ysite (o oo (59, 45 solosl ol jne ol
ol o 09 e 00l s g s ol 0al ools i 0SS
= ol SO (i basly ) Cie Ol S sumo il Cie o
Sl eamo i i Ceodle 45 I 90,0 Sl 20 05w (59,
s Sl ol 53 03l 55, 05l S (sSne L) e
Bgmds dwlors s ;o b laie 0ol s ol o (g loline
oo 48,8 L L o yliablsyge o 10 o sl wods lade axilis
Weo ) Ve g lolise s ;0 095 o ol ao b aal, ol sl
YIOAN NAF N EF 55 ast o)l Jlabe a0, 99 g o000
OV Slasanl 5 o) Wigd oo dulio

Badme, Bl
L1 f

gy

L

T -
it \ i .

Golobae calpd g adg3s (ogko Juo Y S



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m ).

€8 9 hol Slud p ywmo calpd 9 5)l0bae Y Jouar

&lobawo

(p-
Value)

tooys

B

S

ofees

ARTARNE

< 1OYY

By iS5 b e

OIYEN

<IYAY

Ny e <o W S

VY- AY

AT

<- x,boudﬁﬁ&m]

AIFAN

AR

<- Xy L a..x.;.;S«_é).a.A ‘;.AM]
S Sl plasaplas

FIVEN

AN

<- Jdﬁlgowg_é),as Gi.ANo]
Sy 3 5

YAIDOA

< IV¥Y

Wp g blly < Wy 4 Ghe

OIYAY

oledaples <= sy 4 s loly

Sy S

A/ v

-[F¥

aad <o Sy oS lasaysles
S e S >

Sl

ZIVY

ARIA

_xjﬂl;.o_\.z_;fdfm k55..:;:.‘.,::-‘

WARAY

ST

<= Wy Sz Aildye sbd Sy
N4

ZIAYY

<IYYS

<- Wy S 4l glo S

S

<I55A

ARR

o[eYY

< i i a5 Glo Ty
.

©les
=




¥ m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

P Jow b piie po col o g (5 ol F Jous

‘5)|.>L’~u o

(P- Value) t
. < W g by <- w4 G
b ees BYA | -YYE RSP
S plasayplas
. - S Sl Glasaylas <- Wy 4y (g,
b oo YAFE | \FA s oo 7RSI
R
. oo lbs < W L sasS B Scss|
b ees yivey | ovs | O ” =

S P &y B dad < (Sosg Sl

o=l Sls )8 plad e ol s (g oo Jlaie A Sl an Az L
ofeee Lo o lpP-Values g ol o VA% 5l sV (o
5 =5en plpl 00,5 o ably ol 0,50 V) ad b poan +/A0

GrSejlal Joo b5, -0-Y

=55 @bl s elis S Ll 3l oLl Gtomiw 6l Ghagiy ool 5o
(AVE) oozl 5ol Ll s (puSle 5l amly, iomi 6l
Wb Ao B 1, San g, 4SOl gl canl ool eolai il
u.a)_.o 9 N )‘ ).._..M.u ..\_:lJ (AVE) o..\_mtb.?r.._m‘ O’“"l_’)‘j u..iL..A
b gls,S slall g sl -8 51 iy anl CR) oS5 Lok
! OMLMJAL% IN Jj.\? B @‘5) o G’L»J MLJ‘SA

1. Average Variance Extracted
2. Composite Reliability




YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m vy

w93 L i oS o (2Ll 9 )ReR (29 (w0 O Jou

ST | sy | OO
ElissS (CR) R G
(AVE)

< [1OFY < [AVY «IPAE & S

<IAYR S1AN <ISVE 8yt i 4l 50 gl S
CIVYY <IAF - 16Y 8 i il (sl T
- IYY] NI “IAV] Sy b 00tiS B e Sl
< IAAY -1314 “IVYA Igioms b e

<IAY¥ «[AAQ - FEY lgizme oS Lie
SAVY -13Y] (VY Ny 4y ke

- IASQ -JaY AIYaY 3 s g ol

< IASY -IA] <103A Seis Sl lmsayles
NCY -/AYY -IPYE 6 yiie Ay, b

Ssle Jue (2L, -0-F

R* Ot = 5 LS s Joo o)l Sz Lo jlme 0 ySiote 5l (S0
Aily e Ol s Jlao o az 4 S was o ol el cpl el
o IV 5 o IYY 1N pp0lie 0y o g JE e yaiie Lo s
il o A 6B e Jae 50 Ay 9 slos piie
s w3l ol 2l ol s el 00 o g5 b 5 banogie
L il Jy 3 S sy (il 5y S it Al
Sl e atie |y Jome e a8 A4S Sl @ el S
3y5—2 0 Jdo (i Spa 80550 3 (Vo) ()L Sen g i
Alodg—d (s |y T VO e[+ Yoo s kg (Lol
aS s ol YL g Cie polie celod ol e oolive azuilis>
2 el 095 (mlbis St 5l (g )lS s Jae ST cl (0l S
Ll oanline BB polde (ul ¥ Jgoo




FIv m (pr2 o195 axllland y90) ol 5 liundtsl er 35 g y5 b 3 gt Copanir G iy 0

2 . . Rl
R (dd <o pd (9031 & oo

- ——
’::" S?E /(5:510) SSE $SO (5 i

Of- Ot & S
SYVY LYY YR | OF | b eaiiSis s Sl
JEY - YOA Y00 | Yige Ny 4 ke
- IDOA - ¥ra FOESOY | AV B 45 5 olég
A[EAY - YVY nvvaar | oere S Sl lmoaylas
<[OYY < YYY \YANOY VAR Sy Ay B Juad

(GOF) (i3l (2.5 slomo obol 1 Joto (IS (31 —0-F
O eolaz_wl (GOF) L}"’)‘)—’ g5:9_i~: uaD-Lw )‘ J.\_A erS R 6‘).3
S A Joe (S o Slee o gl )b g an e ls oyl
oo [N )‘J_s.o d—w g 099 g_i_: 5},L,ou,»._: uaD-Lw Q—" °9~>~—> .és)grn

GOF =+ communalities ®x R = ./ft

il oo IFYD (imgis ol yo el ol gl saalcansay lade

Syl Jaw Vb 5,08 5l las ass g

S S Al g Sy —F
Loyl ao Seawd L oS b Lilie w0 0,5 50 e 08 ola,lsl
ONlwlids e gz )0 T g b e (g)lol8g Sy alg
5l eolaiVaame 0,5 a4 Loyl Joles iolidl g o ldole a4 045
sl oo cBae ol an b lm S st 095 Sty LS,




VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m YIE

5 ob—blre 5 Gl i—ie SL STl Lo (g 5 g5l igal Lo
LIPS S JURUIVEIWEE SN S ¥] PN ) (L S000) D QN FE I L SUGESL U JUPS
o=l oy j0 4S Gl oa S B pas L8, 055> 0 Wi eolis
SYVgame (5 lal dnsl jlate ool lm om0 o )b 1) s pgo
o QeSS as Joles g Ygame (ol Cale 4 azg b g (S5
DY gmazme (¥ gmazme (ol Jlesliiul 10 093 9y slaS g 59 -
5 ol oy a Skl asas S ololl e g aS ey
obas¥game 9> jolaiean ol 3l hdo 5 i 4 bl oo )
5 oeblsee o S pes Lo ol tegi Ly (o) AT sl |,
) 2 az o ol wll Gl =z e ap Gl >
2 bl Iy YL Eenl Sloje > ol oa S Sas
) 9 Stz Sy 59y 4 Cl Ol I S gl ol bl
Sp LS, ae  Sbue] das 99 4 (05 0 a4l g 1o 0
@l b a5 9l s loline 5 i 13U (08 Lo 5 B pa0)
AT GhESe 5 (=l 5 (V17 1 el liold ( oSU) (g
L als ) 98 (Smizr sl Sy Cenl 5l 0Lt 5 wll oo gunon
Jlod &0ty dz 00 i8S an o Sisal G850 laayy (a5L;
2,10 055 b (Igizme B pa0) Jabie Ojg0 4 ax 5 (S )Liw)

S lolins 5 Cta (6815 5 0 40 e Wip Coiz 4iloye dn
S A e Ay Sz 365 am 305 gy cnl o Ll 3l
(YoVA) ol g golalo iogim aones Ly aoes ol aid o8l
Lo g o Sz ailo o dmy og—as ;5 (VVAY) Gl LSwea 5 (5
BT GhlSen 5 (SWlS (VT OLSen 5 olly) LS iy
318 SloFren &y Comaiz da 95 50



P10 [ (017 5 aslans ;90) ol STl e 33 0 )5 b 32 830 Comiar il ) 2

o A Ay e iy Ly 0a S By as Sl any 90 0 4l
(Y219) 5, LSan g golzle idgios Ly gt a e oyl o 03U
=z 5 (VWY (g,lSen 5 95,00) (Y V0) (y)lSe 9 555 g

el S0
Slasalas LSl oS b ea S, e SBuel uizen
5 o ey aamii Ly g oo (5 lolime 5 o te 5505 Sy 25U
OhHleSan ¢ SSlg (YY) Jo—ul g Jusloul (V-7 +) o)L o

Syl Sleran (Y41 F)

@5 L el ) 45 0d 0l 55 a5 0 55l i 4 e 5T
VoV OhbSe 5 450 (V21D )LSeng ol (tog3—
Sl lytan (V¥ +) o Kan 5 o

PRONCOPIN (E 7 E-PIR e SN WP RWELIV SOOI W
S (Vo V) 5559 5 iy LiRs5— L 5 0> (5,lol—xe
SLLSan 5 iy (T 12) 50508 4 sl wlS oY+ VA) )L Sany
s lgtan oL Kimety ilo s (Y1) SLL 5 LesS oY+ 19)
olesanylas Slbls )l 1 00 S G ae 5oLy Hloline 5 cuie il
5 S5y SLeiRgim mls L as ol asl lagiy (nl )0 0S8 an
(Y 10) g 5 oS (¥ VA) 5, LSan g peS (V-1 F) Lo
] g

D)9 Ay (S yiien Sy dmdd j 00iS S ae lasanlas bLS)|
OSan 5 gy slmail Ly 5 caf a8l ol ojs e s lolins
Gl 5, (T IY) (o Jed oY+ VF) sl g (So g (Y41 9)
wile Slyan glls (V+13) o an 5 b g (Y- 1A)

drags L ol s 48 a8 oo 0T gy ol gl 4008 bl 2

cesl s laasy sl (aoby L asils o) (598 sz slo Shg



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 1

JUsd &g od sy a > 00 S B, ae o SiSual 5 (65,0 Ll
)‘ ool n.\)ﬁ_u.)‘;b (‘9_..7;0 gﬁj_.a.n> J_r_n.u: S yg—o 4 d> g (&.AS)LM.A.O)
20k 95 = NS e )"";l—: Sy Sl S50 eS RB
oolaiwl jo oy gt A aS @.Ly;ﬂ 3,3 8 eolawls jge W5
ey Gbas sl an cous 395 wlaks o a8, 5h gleo 4>

P "\_’)" Q_" U'“s)j (r‘““":...., )9 &3—‘43*’ u—" )" @lj] Dy P Oy il
el oo S g LS plw e co il o S g5l pgas

A e 9y Sz Jloline 58U 1 (e 90 4d ) bl
9 Ol de 50 9 d Gde Galy 8l (gl 09,5 oo Sleiin s
g Losyal; b cnlite sz glojlwpgal 5l sy onl bbb
slabs, glssl 5 Sloeks slain—eS 0 pla)lik slogslil
Gz |5 09 b oolaiwl (s juj 9 las (59, s YU Clads
335 e 55U s e ible (slagly o (295 B jsboas iy
Sleslaul Jloe joboasy 0uS o S o0 |y ooy 4 able 4 e
208 ez olomlael ail e Jiie s Lo S Lo, (15050
slosliiwl LS 0 092 olmj g cBlb Lo o 5 oad Jy—arme
5 olablbre a4 8)ls0 ol a bl oo Jtiin ) S5 e Y gaeo
g dilei oo S8 (LbogS (9,0 (wlwl 9 p0 BaiS Sas
Slwles! 59, j0 cadobnl Kol oo — ;0 Ba 538, _as
o e Yy mme ol 3l eoliial oLSia o o] Lialas 5 plibogs

g oo



vy m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

o e ol L5 5 asn L ea iS5 ,an (Stkal any ogas 50
ye—bod o A 0 ea S B ,ae oSl 4 S clby ledl ol asy
L oS G0t ,ma 5 008 e 58U 0 4 -t 1 (p-lhae
Stdeal ozl glaali, jl eolitul Ly 555 4 8dles g0 glaass
OB S an o o JSi o T L 1) (6,5 Gmes ally, il
PLEaS asl osleasy b juad cwlual gloaisy asws 4 Jlo
0 o b i o S s g od S Gy e alad g 4
Ol Gie Gl 0 wlss e 4SS ol (538, 5 00 ey s
Ol 5l St gy ol sloasil peizren 055 & ly fi5o aip &
oleodlas Glblsjl o ol p L ea S8 e Sousel a5 cul
L (g imie i aBual ol )0 9 0,15 (gl 3L (S 25!
59 esmame g LagT e 558 adly, S sy U (slalgims
Sl i 9 0 F (oo JSB ap Ceomns 5l g3kt Slon s
oo yo &8 i (glls 0,8 S SLiled § (i3 oais Lo
o sy ol SV gazme dogi g Sloitin 4 g9, Sl oaB fraS
29 9y NS e 3 LT 5 lgs 0, 5 olgls ool Sy
L ol syl o 905 K25 Lo Jiazs slac b o asl oy
o toled e S e ay S 5 ) LS 4 Lalstone 5l eoliz_l
3 plable g ail lssma g asp L Lag T (Siseual (il 8l sas o
Slgtoe adgi (g il o a8 pblse 4 00iS S pas bl
DY gazme g 0SS 50 0 p (il DY game gl (e g g
g anles has wnle e (B 095 (sleizlo b ], Wy 0l

00,5 10555 5 o)1 5Ll
ol (g loldg a s cl ppeo (Silome Aol S WS A 3ie

Y gamme xlyan oS o SO |y BaiiS B8 ,a0 g ans s



1P ylimnn) oF 5 )los (o3 3b 0590 iy w0 dolidliad m V1A

ﬁm)oulfwd)_aﬁa_fwﬁl_,w_.ma_ﬂubul
‘Ji’.g"}_.é")wwww‘pﬁﬁ‘ﬁ‘;w‘mj‘a_ﬂéjb
S0 &8 ol Y game SLeSL o 3 |y Loyl a5 aes o
Gl bt Ly oo an Gie (698 Lasly, aonl o ¢ oS oolaiul
Mﬁboud)ﬂémy‘ﬁbﬁwwwﬁbbyb
sloalw, o BauSi, as Ly blLd)l (g beas s aad
l_gl_';o)'wa)ol_‘él)Qlﬁ)U‘;é_l;mkngd,_%é_i)b)'lscL&zl

GNS Sl an g 355 )l 9 aBle jll s p 990 50 L5 L
Ea—o90 [yl gl aiBal 0Sp L wog S elaial GlLbLSI L Iy
L ol s ol ot 58,5 L 5l plymiots bS5
Cps 1) Ol 5 S8 5 ey Jalyy 5 aiil Sl (Sisal 0
6l slaglw a STyl e Ll 1, by, esles jo 5 oS
Olxao Ly Joled a5, 00 Lsld 5 jome ala, iz
e o iy S i i) oLzl 6l Lol

Jlzd ol)lil et 18 009 b e Jlotne Ladly) (oS 4 ot
Baa oyl 3o 0 cewbie sla ol sl sl slawl L ool oy opl
SLLLS |, 0o iS B, ae 5 lolby slne ,ilsaya > L
by pgmas )0 485 g0 o)y g 0diiSSas lasa ey

23,5 o0 )] 5 Glasliiog adlllaes ;g0 Wy



¥4 m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

PSR GRCK U U P EINEH FER U FE SOOI PRI BV 0
5 &=y 4 bope Sleg—dge 9 00l gy hae bl S g
Lo aS 05 b it oSl smde Gl e a8 0 (il ©linass
slog,b ogas ;0 Gl ln cold; o js wss Selodl o 4l 5
aiseel Slegdge am 4y il 352y (Jad SLads g by
Ol Solody b )0 ((oad Sleg—dge 05mga 5 (2l liL
9 &S =8 o 3l o it cdllae yo Lol &8 )Ltk 5 55lol8g al -8
@l am B 2Ll sleaie Gials s plasanles wlsls
Y NT-S RN ST RCSPVRLN P PR E AT &S

o= 9 p Ol rie 45T (e L woabplon gl o) 4 4295 L
S 0 Gl DY game o)l y0 1) 0p 5 ol A g Dl ,od wllgi o0 02
Gl Sl e s B STslan Gl Ly g s ol
ol dels 45 il 0 ol b o LS b g ol Sy
ol sboasly byt 5l (Sl s do s dmd oo i eyt
doled eizren g alosgn (s L og5 ol a jlassl 4y hle axio
o=l Ygazme (og—at o Gl plow Ll 4y Slai
Ly i o cpmly & ) Liie ¢y K30 sy 4 sl il 8,
9 E5=090 (=l Sl a az g L 08,0 ol coliw o oY g ame 4
5 00iS B yman &)L (33,5 ST a8 g5dse (ml A clie rimen
o Slapaas o hee U (S i 4 s Jages
Dedise Sy Egdse (nl d IS, D)5 pb o ls 00T S pae

aS Laosls 5910, 5 il 4 plog5 e 95— slatusgaow |
S50 1y oasmozly (5,55 Jads aS 5ged o,Lil il oo dsbiiuw
S Sl olon (SIS slacusgasme Ly cnlpla s o0 )18 2L
LigsS S aed 392 ¢ Sloj ;1o 5l Jrogi slacasgase 5l 508



YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m ry.

L ooy Loaliiny (pslaez 095 ;molej 5 (5o ol 4 05
= O Gz a6 sla Shg lolime LLI )| a8l pac a ax gl
b Sy sline g cmie LLS )l 0l Ll 5 0 2 4 G2 (59,
ChRgimy Ay A Az gh Ly i dy (B0 pogde (59) S 4y ye
Ol i 5 e 15 00,5 e Lolis ouiy ol Sty 5l ol
S 99 ;2 il Jlss an (ST slaegiy jo g iy g9d9e
Sgzrg pae dn dzg by (bl il s p o Gde p Wp S
9525 (Kip b Slogas g Lo Shy bl = (Slnl elide So
5 ey (aloiany paesi o6 5 et ol conliie SIS oS ¢l 0050
Bl gl il 5o 09250 (Sleas 5 oy s )las slooje
Sty (Sl (olidie (2ib w0jgo ml an sea Bl o Ktag)y

20,5 oo



FF) m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

i 055 G5l S (e OFAY) ol o3 g 10l 8 g
YA-2Y (VY (S 55k sloo pal) aslilad . FoiS' 8 ae slagly

gl a5 Yy e g il e w0dS )l (gl fopmaoos o
L o0 iS5m0y (e Sy 035 Gl o 9 iz 3L gy (VYA
g3y (ol ddllal as s 3de g o TS, ae 0 OS5 Lt (xle 18
FNFA Y 8 o ke

02 OV gope w03l ol § Mot ¢ bz 518 (5 59 Folo
Sl g s by sy 4 e 59y, o)l Snl g 0y a3
laeli2g,8 5 (5l (sloa o9 00 )5 iaalllasd90) (lmsa—lao
MVANAY (V)P Xy o pie gy (sole anlilad ((glo oy

LS OTA0) ol o Hlagormo 5 25 sobl gt f e o ule
G 0SB L s B o g oy slatel 5 8,0 elotr] Syt
AY-ABO (O (3l oo s ol s

G DYl e ((VWAF) o jo—ozmo  Glouaul g )b o (pizo
=555el SMANPLS Jf5 a5 oS oy i Slnypo Jlaor 3,05, 1 (e
28 Ol SLal 1ols pgd Sl o)

Abbasi, A. Mansourabadi, Z Mahmoodshani, Sh (2017). The effect
of corporate social responsibility on customer trust and
purchase intention with emphasis on the mediator role of
customer satisfaction. Journal of Business Management, 8(4),
855-902. doi: 10.22059/jibm.2017.61304 (in persian)

Ahmadvand, F. Sardari, A. (2020). Surveying The Effect Of Brand
Equity On Consumers Responses. Commercial Strategies,
11(4), 63-78. (in persian)

Alavijeh, M. R. K. Esmaeili, A. Sepahvand, A. & Davidaviciene, V.
(2018). The effect of customer equity drivers on word-of-
mouth behavior with mediating role of customer loyalty and
purchase intention. Engineering Economics, 29(2), 236—-246.



1Fe¥ bino) oF 3 )louis (o233l 095 iy a9 o dalidiad m rry

Akbar, M. A., Khotimah, K. Pasolo, F., & Labo, I. A. (2019).
Electronic Word Of Mouth (E-Wom) Pengaruhnya Terhadap
Purchase Intention Melalui Brand Image Pada Smartphone
Xiaomi (Studi Pada Mahasiswa Di Kota Jayapura). In Prosiding
Industrial Research Workshop and National Seminar, 938—
954, https://doi.org/10.35313/irwns.v10i1.1483

Altschwager, T., Conduit, J., Bouzdine-Chameeva, T., Goodman, S.
(2017), "Branded marketing events: engaging Australian and
French wine consumers"”, Journal of Service Theory and
Practice, 27(2), 336-357. https://doi.org/10.1108/JSTP-04-
2015-0108.

Ares, G. Besio, M. Giménez, A. & Deliza, R. (2010). Relationship
between involvement and functional milk desserts intention
to purchase. Influence on attitude towards packaging
characteristics. Appetite, 55(2), 298-304.
https://doi.org/https://doi.org/10.1016/j.appet.2010.06.016

Azar, S. L. Aimé, |. & Ulrich, I. (2018). Brand gender-bending: The
impact of an endorsed brand strategy on consumers’
evaluation of gendered mixed-target brands. European
Journal of Marketing, 52(7-8), 1598-1624.
https://doi.org/10.1108/EJM-04-2017-0278

Baber, A., Thurasamy, R., Malik, M. 1., Sadiqg, B., Islam, S., &
Sajjad, M. (2016). Online word-of-mouth antecedents,
attitude and intentionto-purchase electronic products in
Pakistan. Telematics and Informatics, 33(2), 388-400.
https://doi.org/10.1016/j.tele.2015.09.004

Barhemmati, N. & Ahmad, A. (2015). Effects of social network
marketing (SNM) on consumer purchase behavior through
customer engagement. Journal of Advanced Management
Science, 3(4).

Bigne, E. Andreu, L. Perez, C. & Ruiz, C. (2020). Brand love is all
around: loyalty behaviour, active and passive social media
users. Current Issues in Tourism, 23(13), 1613-1630.
https://doi.org/10.1080/13683500.2019.1631760



FrY m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

Boeuf, B. (2020). Boys do not cry: the negative effects of brand
masculinity on brand emotions. Marketing Letters, 31(2),
247-264. https://doi.org/10.1007/s11002-020-09519-7

Brodie, R. J. Hollebeek, L. D. Juri¢, B. & lli¢, A. (2011). Customer
engagement: Conceptual domain, fundamental propositions,
and implications for research. Journal of Service Research,
14(3), 252-271. https://doi.org/10.1177/1094670511411703

Brodie, R. J. llic, A. Juric, B. & Hollebeek, L. (2013). Consumer
engagement in a virtual brand community: An exploratory
analysis. Journal of Business Research, 66(1), 105-114.
https://doi.org/https://doi.org/10.1016/j.jbusres.2011.07.029

Brunner, C. B., Ullrich, S., & Oliveira, M. J. D. (2019). The most
optimal way to deal with negative consumer review: Can
positive brand and customer responses rebuild product
purchase intentions?. Internet Research, 29(1), 104-122.
https://doi.org/10.1108/IntR-08-2017-0307

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and
outcomes of brand love. Marketing Letters, 17(2), 79-89.
https://doi.org/10.1007/s11002-006-4219-2

Casidy, R., Wymer, W. The impact of brand strength on
satisfaction, loyalty and WOM: An empirical examination in
the higher education sector. J Brand Manag 22, 117-135
(2015). https://doi.org/10.1057/bm.2015.6

Chi, M. Sun, Z. Qin, Y. Shen, J. & Benediktsson, J. A. (2017). A
Novel Methodology to Label Urban Remote Sensing Images
Based on Location-Based Social Media Photos. Proceedings of
the IEEE, 105(10), 1926-1936.
https://doi.org/10.1109/JPROC.2017.2730585

Erdogmus, I. E., Tatar, S. B. (2015). Drivers of social commerce
through brand engagement. Procedia-Social and Behavioral
Sciences, 207, 189-195.
https://doi.org/10.1016/j.sbspro.2015.10.087

Farzin, M. & Fattahi, M. (2018). eWOM through social networking
sites and impact on purchase intention and brand image in
Iran. Journal of Advances in Management Research, 15(2),
161-183. https://doi.org/10.1108/JAMR-05-2017-0062



1Fe¥ bino) oF 3 )louis (o233l 095 iy a9 o dalidiad m rre

Fetscherin, M. (2014). What type of relationship do we have with
loved brands? Journal of Consumer Marketing.

Filieri, R., Raguseo, E., & Vitari, C. (2018). When are extreme
ratings more helpful? Empirical evidence on the moderating
effects of review characteristics and product type. Computers
in Human Behavior, 88, 134-142.
https://doi.org/10.1016/j.chb.2018.05.042

Fullerton, L. (2017). Online Reviews Impact Purchasing Decisions
for over 93% of Consumers, Report Suggests. Accessed on 23
February 2018 from
http://www.thedrum.com/news/2017/03/27/onlinereviews-
impact-purchasing-decisions-over-93-consumers-
reportsuggests.

Grohmann, B. (2009). Gender Dimensions of Brand Personality.
Journal of Marketing Research, 46(1), 105-119.
https://doi.org/10.1509/jmkr.46.1.105

Ha, Y. & Im, H. (2012). Role of web site design quality in
satisfaction and word of mouth generation. Journal of Service
Management, 23(1), 79-96.
https://doi.org/10.1108/09564231211208989

Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S,,
Lobschat, L., Rangaswamy, A., & Skiera, B. (2010). The Impact
of New Media on Customer Relationships. Journal of Service
Research, 13(3), 311-330.
https://doi.org/10.1177/1094670510375460

Heinonen, K. (2011). Consumer activity in social media:
Managerial approaches to consumers’ social media behavior.
Journal of Consumer Behaviour, 10(6), 356-364.
https://doi.org/https://doi.org/10.1002/cb.376

Hollebeek, L. D. (2011). Demystifying customer brand
engagement: Exploring the loyalty nexus. Journal of
Marketing Management, 27(7-8), 785-807.
https://doi.org/10.1080/0267257X.2010.500132

Hoyer, W. D., Chandy, R., Dorotic, M., Krafft, M., & Singh, S. S.
(2010). Consumer Cocreation in New Product Development.



Fro m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

Journal of  Service Research, 13(3), 283-296.
https://doi.org/10.1177/1094670510375604

Hudson, S. Huang, L. Roth, M. S. & Madden, T. J. (2016). The
influence of social media interactions on consumer-brand
relationships: A three-country study of brand perceptions
and marketing behaviors. International Journal of Research in
Marketing, 33(1), 27-41.
https://doi.org/10.1016/j.ijresmar.2015.06.004

Islam, J. U., & Rahman, Z. (2016). Examining the effects of brand
love and brand image on customer engagement: An empirical
study of fashion apparel brands. Journal of Global Fashion
Marketing, 7(1), 45-59,
https://doi.org/10.1080/20932685.2015.1110041

Ismagilova, E., Dwivedi, Y., Slade, E., Williams, M. (2017).
Electronic word-of-mouth in the marketing context: A state
of the art analysis and future directions. Springer

Jeong, E. & Jang, S. (Shawn). (2011). Restaurant experiences
triggering positive electronic word-of-mouth (eWOM)
motivations. International Journal of Hospitality
Management, 30(2), 356-366.
https://doi.org/https://doi.org/10.1016/j.ijhm.2010.08.005

Jeong, H. J., Koo, D. M. (2015). Combined effects of valence and
attributes of e-WOM on consumer judgment for message and
product: The moderating effect of brand community type.
Internet Research, 25(1), 2—29. https://doi.org/10.1108/IntR-
09-2013-0199

Jiang, H. & Zhang, Y. (2016). An investigation of service quality,
customer satisfaction and loyalty in China’s airline market.
Journal of Air Transport Management, 57, 80-88.
https://doi.org/https://doi.org/10.1016/j.jairtraman.2016.07.
008

Jimenez-Castillo, D., & Sanchez-Fernandez, R. (2019). The role of
digital influencers in brand recommendation: Examining their
impact on engagement, expected value and purchase
intention. International Journal of Information Management,
49, 366—376. https://doi.org/10.1016/j.ijinfomgt.2019.07.009



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m rrs

Joung, H.-W. Choi, E.-K. & Wang, E. (2016). Effects of Perceived
Quality and Perceived Value of Campus Foodservice on
Customer Satisfaction: Moderating Role of Gender. Journal of
Quality Assurance in Hospitality & Tourism, 17(2), 101-113.
https://doi.org/10.1080/1528008X.2015.1042620

Junaid, M. Hussain, K. Basit, A. & Hou, F. (2020). Nature of brand
love: examining its variable effect on engagement and well-
being. Journal of Brand Management, 27(3), 284-299.
https://doi.org/10.1057/s41262-019-00179-1

Kumar Roy, S. M. Lassar, W. & T. Butaney, G. (2014). The
mediating impact of stickiness and loyalty on word-of-mouth
promotion of retail websites. European Journal of Marketing,
48(9/10), 1828-1849. https://doi.org/10.1108/EJM-04-2013-
0193

Kumar, J., Nayak, J. K. (2019). Brand engagement without brand
ownership: A case of non-brand owner community members.
Journal of Product & Brand Management, 28(2), 216—230.
https://doi.org/10.1108/JPBM-04-2018-1840

L., A. S. (2015). Toward an understanding of brand sexual
associations. Journal of Product & Brand Management, 24(1),
43-56. https://doi.org/10.1108/JPBM-05-2014-0607

Langner, T. Bruns, D. Fischer, A. & Rossiter, J. R. (2016). Falling in
love with brands: a dynamic analysis of the trajectories of
brand love. Marketing Letters, 27(1), 15-26.
https://doi.org/10.1007/s11002-014-9283-4

Leckie, C. Nyadzayo, M. W. & Johnson, L. W. (2016). Antecedents
of consumer brand engagement and brand loyalty. Journal of
Marketing Management, 32(5-6), 558-578.
https://doi.org/10.1080/0267257X.2015.1131735

Lee, Y. J.,, Keeling, K. B., Urbaczewski, A. (2017). The economic
value of online user reviews with ad spending on movie box-
office sales. Information Systems Frontiers.
https://doi.org/10.1007/s10796-017-9778-7.

Li, Z. Liao, G. & Albitar, K. (2020). Does corporate environmental
responsibility engagement affect firm value? The mediating
role of corporate innovation. Business Strategy and the



rry m (£ o9 axlllnnd y90) ol S locyl e 33 9 15 S 9 5y Commnir ST (w2

Environment, 29(3), 1045-1055.
https://doi.org/https://doi.org/10.1002/bse.2416

Lin, X., Featherman, M., Brooks, S. L., Hajli, N. (2018). Exploring
gender differences in online consumer purchase decision
making: an online product presentation perspective.
Information Systems Frontiers, 1-15.
https://doi.org/10.1007/s10796-018-9831-1

Loureiro, S. M., Gorgus, T., & Kaufmann, H. R. (2017).
Antecedents and outcomes of online brand engagement: The
role of brand love on enhancing electronic-word-of-mouth.
Online Information Review, 41(7), 985-1005.
https://doi.org/10.1108/0IR-08-2016-0236

Machado, J. C. Vacas-de-Carvalho, L. Azar, S. L. André, A.R. & dos
Santos, B. P. (2019). Brand gender and consumer-based
brand equity on Facebook: The mediating role of consumer-
brand engagement and brand love. Journal of Business
Research, 96, 376—385.
https://doi.org/10.1016/j.jbusres.2018.07.016

Mohammad, R. J. & Neda, S. (2012). The effect of electronic word
of mouth on brand image and purchase intention: An
empirical study in the automobile industry in Iran. Marketing
Intelligence & Planning, 30(4), 460-476.
https://doi.org/10.1108/02634501211231946

Mohsenin, Sh. And Esfidani, M-R. (2017), Structural equations
based on partial least squares approach using Smart-PLS
software: educational and practical. Second Edition,
Mehraban Publishing. (in persian)

Moi, T. (2005). Sex, gender, and the body: the student edition of
What is a woman? Oxford University Press, USA.

Mollen, A., & Wilson, H. (2010). Engagement, telepresence and
interactivity in online consumer experience: Reconciling
scholastic and managerial perspectives. Journal of Business
Research, 63(9), 919-925.
https://doi.org/https://doi.org/10.1016/j.jbusres.2009.05.01
4



YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m PYA

Moran, G. Muzellec, L. & Nolan, E. (2014). Consumer Moments of
Truth In the Digital Context. Journal of Advertising Research,
54(2), 200 LP — 204. https://doi.org/10.2501/JAR-54-2-200-
204

Moss, G. (2017). Gender, design and marketing: How gender
drives our perception of design and marketing. Routledge.

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing
COBRAs: Exploring motivations for brand-related social media
use. International Journal of advertising, 30(1), 13-46.

Nam, K. Baker, J. Ahmad, N. & Goo, J. (2020). Determinants of
writing positive and negative electronic word-of-mouth:
Empirical evidence for two types of expectation confirmation.
Decision Support Systems, 129, 113168.
https://doi.org/https://doi.org/10.1016/j.dss.2019.113168

Nam, K., Baker, J., Ahmad, N. (2020). Dissatisfaction,
Disconfirmation, and Distrust: an Empirical Examination of
Value Co-Destruction through Negative Electronic Word-of-
Mouth  (eWOM). Inf Syst Front 22, 113-130.
https://doi.org/10.1007/s10796-018-9849-4

Palusuk, N. Koles, B. & Hasan, R. (2019). ‘All you need is brand
love’: a critical review and comprehensive conceptual
framework for brand love. Journal of Marketing
Management, 35(1-2), 97-129.
https://doi.org/10.1080/0267257X.2019.1572025

Park, D-H. & Lee, J. (2008). eWOM overload and its effect on
consumer behavioral intention depending on consumer
involvement.  Electronic  Commerce  Research  and
Applications, 7(4), 386—398.
https://doi.org/https://doi.org/10.1016/j.elerap.2007.11.004

Patterson, P. Yu, T. & De Ruyter, K. (2006). Understanding
customer engagement in services. Advancing Theory,
Maintaining Relevance, Proceedings of ANZMAC 2006
Conference, Brisbane, 4—6.

Prentice, C. & Loureiro, S. M. C. (2018). Consumer-based
approach to customer engagement — The case of luxury
brands. Journal of Retailing and Consumer Services, 43, 325-



rra m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

332.
https://doi.org/https://doi.org/10.1016/j.jretconser.2018.05.
003

Prentice, C., Han, X. Y., Hua, L.-L., & Hu, L. (2019). The influence
of identity-driven customer engagement on purchase
intention. Journal of Retailing and Consumer Services, 47,
339-347. https://doi.org/10.1016/].jretconser.2018.12.014

Rageh Ismail, A. & Spinelli, G. (2012). Effects of brand love,
personality and image on word of mouth. Journal of Fashion
Marketing and Management: An International Journal, 16(4),
386—398. https://doi.org/10.1108/13612021211265791

Roy, S. K. Eshghi, A. & Sarkar, A. (2013). Antecedents and
consequences of brand love. Journal of Brand Management,
20(4), 325-332. https://doi.org/10.1057/bm.2012.24

Roy, P., Khandeparkar, K. & Motiani, M. (2016). A lovable
personality: The effect of brand personality on brand love. J
Brand Manag 23, 97-113. https://doi.org/10.1057/s41262-
016-0005-5

Ruiz-Mafe, C., Chatzipanagiotou, K., & Curras-Perez, R. (2018).
The role of emotions and conflicting online reviews on
consumers' purchase intentions. Journal of Business
Research, 89, 336-344.
https://doi.org/10.1016/j.jbusres.2018.01.027

sadeghvaziri, F. Khoddami, S. Tayebzadeh, M. (2019).
Investigating the Impact of Brand Personality and its
Dimensions on Brand Love, Loyalty and WOM (case study:
online retailers and chain stores). Quarterly Journal of Brand
Management, 6(2), 183-217. doi:
10.22051/bmr.2020.24915.1713 (in persian)

Safeer, A. A. He, Y. & Abrar, M. (2021). The influence of brand
experience on brand authenticity and brand love: an
empirical study from Asian consumers’ perspective. Asia
Pacific Journal of Marketing and Logistics, 33(5), 1123-1138.
https://doi.org/10.1108/APJML-02-2020-0123

Schamari, J. & Schaefers, T. (2015). Leaving the Home Turf: How
Brands Can Use Webcare on Consumer-generated Platforms



1Fo¥ liamn) oF 8 louds (o3l 0590 iy Cu p oo dolidliad m Y.

to Increase Positive Consumer Engagement. Journal of
Interactive Marketing, 30, 20-33.
https://doi.org/https://doi.org/10.1016/j.intmar.2014.12.001

Shin, M. & Back, K-J. (2019). Effect of Cognitive Engagement on
the Development of Brand Love in a Hotel Context. Journal of
Hospitality &  Tourism Research, 44(2), 328-350.
https://doi.org/10.1177/1096348019890055

Smit, N. F. (2017). # LoveGreatBritain. A Case Study of
VisitBritain’s Narrative Construction on Instagram.

Smith, T., Coyle, J. R., Lightfoot, E., & Scott, A. (2007).
Reconsidering Models of Influence: The Relationship between
Consumer Social Networks and Word-of-Mouth
Effectiveness. Journal of Advertising Research, 47(4), 387 LP —
397. https://doi.org/10.2501/50021849907070407

Su, J. & Tong, X. (2016). Brand Personality, Consumer
Satisfaction, and Loyalty: A Perspective from Denim Jeans
Brands. Family and Consumer Sciences Research Journal,
44(4), 427-446.
https://doi.org/https://doi.org/10.1111/fcsr.12171

Sung, Y. & Kim, J. (2010). Effects of brand personality on brand
trust and brand affect. Psychology & Marketing, 27(7), 639—
661. https://doi.org/https://doi.org/10.1002/mar.20349

Tata, S. V., Prashar, S., & Gupta, S. (2019). An examination of the
role of review valence and review source in varying
consumption contexts on purchase decision. Journal of
Retailing and Consumer Services.
https://doi.org/10.1016/j.jretconser.2019.01.003.

Torabi, M. Hamedi, O. momayez, A. Molaei Yeganeh, E. (2020).
Investigating the Effect of Brand Gender on the Consumer-
Based Brand Equity with the Mediating role of Consumer
Brand Participation and Brand Love. Quarterly Journal of
Brand Management, 7(1), 169-211. doi:
10.22051/bmr.2020.33533.2059 (in persian)

Tuten, T. Solomon, M. & Ladik, D. (2015). The Teaching of Social
Media Marketing BT - Marketing Dynamism & Sustainability:



F¥) m (£ 95 a0la0d y50) ol S5 liaucl vre 33 g 5 Wb g1 3 Cammn 3G gy 3t

Things Change, Things Stay the Same... (J. Robinson Leroy
(ed.); p. 475). Springer International Publishing.

Vahdati, H., & Nejad, S. H. M. (2016). Brand Personality toward
Customer Purchase Intention: The Intermediate Role of
Electronic Word-of-Mouth and Brand Equity. Asian Academy
Of Management Journal, 21(2), 1-26.
https://doi.org/10.21315/aamj2016.21.2.1

van Doorn, J. Lemon, K. N. Mittal, V. Nass, S. Pick, D. Pirner, P. &
Verhoef, P. C. (2010). Customer engagement behavior:
Theoretical foundations and research directions. Journal of
Service Research, 13(3), 253-266.
https://doi.org/10.1177/1094670510375599

van Tilburg, M., Herrmann, A., Grohmann, B., & Lieven, T. (2015).
The effect of brand gender similarity on brand-alliance fit and
purchase intention. Marketing: ZFP—Journal of Research and
Management, 37(1), 5-13.

Vernuccio, M. Pagani, M. Barbarossa, C. & Pastore, A. (2015).
Antecedents of brand love in online network-based
communities. A social identity perspective. Journal of Product
and Brand Management, 24(7), 706-719.
https://doi.org/10.1108/JPBM-12-2014-0772

Vinerean, S. (2019). Social media marketing efforts of luxury
brands on Instagram.

Vivek, S. D. (2009). A scale of consumer engagement. The
University of Alabama.

Vivek, S. D. Beatty, S. E. & Hazod, M. (2018). If You Build It Right,
They Will Engage: A Study of Antecedent Conditions of
Customer Engagement BT - Customer Engagement Marketing
(R. W. Palmatier, V. Kumar, & C. M. Harmeling (eds.); pp. 31—
51). Springer International Publishing.
https://doi.org/10.1007/978-3-319-61985-9 2

Wallace, E. Buil, I. de Chernatony, L. & Hogan, M. (2014). Who
“Likes” You .. and Why? A Typology of Facebook Fans.
Journal of Advertising Research, 54(1), 92 LP - 109.
https://doi.org/10.2501/JAR-54-1-092-109



1Fe¥ bino) oF 3 )louis (o233l 095 iy a9 o dalidiad m PyY

Whang, Y.-O. Allen, J. Sahoury, N. & Zhang, H. (2004). Falling in
love with a product: The structure of a romantic consumer-
product relationship. ACR North American Advances.

Xia, L., & Bechwati, N. N. (2008). Word of mouth: The Role of
Cognitive Personalization in Online Consumer Reviews.
Journal  of Interactive  Advertising, 9(1), 3-13.
https://doi.org/10.1080/15252019.2008.10722143

Zhang, H. Xu, H. & Gursoy, D. (2020). The effect of celebrity
endorsement on destination brand love: A comparison of
previous visitors and potential tourists. Journal of Destination
Marketing & Management, 17, 100454.
https://doi.org/https://doi.org/10.1016/j.jdmm.2020.100454



¢

o bl x . M M . 2

Jy;;,g_/r, 5 wf Llad
VEY/CAUNVA el jo 2 )b ¥ o los 3l 090
VESYNY/A e o VEY i)

http://bmr.alzahra.ac.ir :cole oy YHYYV o

ywNpong il 2R b
N(29215 OB ousiang s Y gase 1dadlland 90)

b g g (ags sl (Ll *T 4805 5159 Ld jasaa

oS

2P OlelS 0jp> 10 s i 0305 3] 2] 595 2l o 4 aslls )
sl s L 58 ag)b loals sojo—> 0 (sl 5 )il 45 [z ]
i) St ol 6 35 2ng poe oy (sodas EXdino I 5 5 Sy g (SR
o OVgmazo jl o e (g b GLalS e ojg > ) 10 je i s )/
o OYgamo Gl 4S5y a5, T 5 g 0 (Soig zsise P sl Jow o
52 g Sty plojlw a5 28 il S e oy o )5 o
2 mlio ol Lyl oyl lip oo opnima 1) )5 0 6 Sia)0 Lol sladly
5 oA Ay (9 5 s Sy Lo (DY pazo o Sy aliolio jpiS
0= 0 smlS Shegiy S idde Bl 4 Sl iegiy wpdoy o Oypo o
ol 5 Lo iffo el s AiiST— (S50, gy S L S sl gl LS
rine qio OF QlLaolid b (o dS Tloyo il o0 o i 039 G212 565
g0 Loools (ol 35 Lloyo 10 s gy o0 £9) 55 gLt dlio s g
A e 4 el Lz ol gl S o S Sl il 5 i e
A b (el u iy (o b (Pl I e olpiiy 55 L
geimo Sl oo 5 A SRS o 45 iy iTy L (STl ans iy
P b bl slacadles  BUiS S a0 STl jl o wsolpinin (55T ip—y
sl b )L el (s o izt Sl 0090 BL fs i 035 )] et
il i) sl dica 5 T e A s 5 g0 (cLagS o ) G L e ) -
035 50 (Fpro o Li g

ol HlolS ouSCiag s ¢ g)ld HlBLS o Wiy 0fas S35 s S U5l

10.22051/BMR.2024.45820.2532 : Jlusws awlis . )

Ol eolps 9 pla ol (o yaw 05,5 loliwl : Jghus odiuyss ¥
Vazirigohar@pnu.ac.ir

U‘)“l ‘Ul)‘éf BYY PL"‘ oKisls o pde 05; s)l.n)L...u‘ Y

E.ahadimotlagh@pnu.ac.ir
Ol Glaas S 95 ply olKtils ()l (ool )5 ggomiils . f

bahman.jacob@yahoo.com



1Fe¥ bino) oF 3 )louis (o233l 095 iy a9 o dalidiad m Py

doddio —)

s el Jlo po g 0 ls leys p3 (Yo b sl (—g)ls lals
5 ar—wgi Jlmy sloys iS5 o 5, NLs s (Jol gloaly 5l
o o (VN F o S iy 5 e g e 4 sl s
ObolS 5o (Gl [T 8 sl a8 aSaiiae ] Xtagy
eloie) s lals sonl Siiy O ie P 0,5 g
eimo Laie a S Sloo s slag o dlie ;o (Y- VS )5 s
Loyl abls ol 51 &) e wig i s angs o8 zyles] o Lo 5 05l
ol i i @l gl Lag T ) (o5 S man Lo lom oleys 5o
Jds s (g s el it (Y1 Toaig b 5 (6,3L0) Wil oo
Stz Sl ol 48T 5 ,1a8 il )l o b )l
0973059, s5ban (ommb log o b olard Loy (oS0l -
g Lol 5l ool ay sliiel 5 oslass 5,15 agoe JL3l 5,5
Slals sl Jlo o (Yo F L San g ) Se i e Ceysli
9 95,1997 5 Sloslall3sd Cmonl l e SV gazmes lyean (o)l
W o platSl og S an il ol )3 o)les 5l (YL e
CanrgdVge) Didd (oo Cpao UL il (mg)lo (Lol 4 &S g9k
(¥-¥e Soolenls

Jold a5 5508 Lol i o poiiie S3leST S 0929 25k
Sl L5 00t e et oad 4l o BBIVY ) o 16))
St oelBl Ll 8 hlo Lyl e)L8 b5l ¥ Joloe (oleisan

1. Ekor

2. Aghdaie and Zardini

3. Bagheri and Forouzeh

4. Dubey et al

5. Moladoost and Shahmoradi



VD [ (sl ol - ianllans g0)joms it 0309 35) ot ) 550 o>

o (Hy (VT (35 9 (plade) 098 ()l (LalS o)y
‘wﬁ)lo OlalS sl oolawl o oS A in g 00, WS Eo—is o]
23S 33 m9)d alS yan 5 adye g bl 8 ala e
b plL3d Cile gy o Covgae 1 ogdle A S 1> s gllas
9,0 pLalS dd e gyl GlalS et s s 99 ombs
S pdepiee Sgme )l ot 5 s a5 (i St 4 Buee
=9l GBS s5lwsiy 5 Sl slmoje s T (Vo VA L o)
Slallas p3b e 45 el dlge g0 xte gla plla Ly oS

UYQ_.Q.’?M (Y AR 4(50‘)_‘00[_.::4 9 [ 49&}/9&) Ao - d‘aé; $
Olg—ied 0aS ddgh dip Lo a S o gls LalS cuS _iagh

g S Liis 00l ol 5l cisd o aioye 5L 4 e SY gazs
Sz o5y o8l el oSl ppg—as )3 aela (slaslllas ol
S3lwip 839> )3 (ol Cmlie So i oimg )l s S
ol 45,8 18 LUl o se cilide EY g ams § mlio 4 45 Canl
G 5o O o5y oLl oy e gyl GLalS i s (s
3 e (=l 45 Sl a8 S5 )8 adllas 5 azgis 90 (9SS ol
o9y ol I ddd o8 S aalss I8 ) 3550 Sl adlis
Sy oy o0 (2l s sleadlie g slal sl el o le SOl
ASo L 4SSy g aalaS (gl plalS eaS syl Y game o

fasls bl

1. Mir



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m rrs

GRB9 R Moy 9 5 (Sl -

'y 0309 Gl -Y-

OlSen 5 09 (bl e patie S Bl iy oy 35
J=lie o ydn (Siasly Sy pearen bl Jds A (V- Y
8y S S (VY ‘YQ‘)l—i‘*-“ 5 Blisls) oS el
=l e )l s (V) e TSl Ty L) LS, 4 e
9 o) Sl a8 )5 58 Lacs ol JLdl o g sy (3551 51 (b
Sl oy Sy sy 5] Glood iy ogg (35 (VYY) L Sen
S S agd o] 3,0 0a Bl 8Ly 0 wlsl Silis 4§
YT S an g L) ol s oy o ceSIle s 4 oS,
Blod an sy oig (0 potde am a2l S eg eSS 4!
Aoy glaxl dy by o sloamiw Ly g 0,05 o 50,0 a5 (golal
e 9,505 5l S Ho-boam (V- VY ‘VQ‘)Li"-‘” 5 L y5e¥-wlzg)
Sy 05—y G S eSS il e 0y 05y 35 A
sl oo Jlo (o))l §3lw oS 1 (555 i 4 Cl Jbo (e
3,09, ¢pgs (VT ‘AQU—{@ 9 9285 Sy ) Cl &5,
0 ySagy o=l Gb 45 Sl oaiS B an 1 (e W 09 0
(Y VF S o BLS) ol T i STl (56 a0y SOy & ja3

O 9 DS o Sl gy g Wgid oo im0 b oo asl ey

. Brand Equity

.Ohetal

. Swaminathan et al

. Kotler and Armstrong

. Dinh et al

. Kotler et al

. Rojas-Lamorena et al

. Martinez-Gregorio et al
. Kotler and Keller

O 00 N O U B WN R



VIV [ (o010 ol - ianllans g0)joms i 0309 3] ot l 5501 o>

Qaigl g s98) wiS oo glad T A gl 0y A el
4 Sl G i (e 9 055 ] 9 S pg—e (Y VY
Oy sl 28 1 4y (LS, (5 )loldg 5 ol ST 0, S0, ol 5
sl 5 eliiel bl s sl o 45 |y 2 g s cogains iy K
5 oS ) d—mled S8 S a8, L s S8 sla L)
o S 0y 5l 9 S, eyl (VY gy S
So Olyedn 9 oimg ()l 0,50, oml Gk 4 El (ol
olod g a5 09 b0 (AL LS g S CoiBge golS Jle
PRCNIIP) JEUE. JD SIS S RUIEL 76 USSP P e

Y YY Tl gglols

" o Y guazeo —Y-Y
u_.w).]a.._?u (- 9 Q)LA_S g2 L‘”Q»‘ )‘ oole_wl 4 S s Ls,ys_m

S Baas Y samme ol (V¥ S 5 sls) a6 55
~(2559) Wiy e Sl Cnjla e Ly 5550 slaat T8 5o )b
o Gaogi (sl s Mol (Y2 V) Y lazie L 51 (Y- VY Uy
L 55 ol S5 slls 48 sei o onliiul &Y ame 5l at s
ey ol s slaa s sl slye Llod 4 oy laone
G, ae aile 60, Shes s g il jllads slaoil,d caes sloosl,s
Sl i G SV gaze 558 ()le o i (655l oS

. Hue and Oanh

. Boukis and Christodoulides
. Winit and Kantabutra

. Green Products

. Tsai et al

. Nguyen-Viet

. Ottman

Noubh wN R



1P ylimnn) oF 5 )los (o3 3b 0590 iy w0 dolidliad m PYA

Sh— i Lle BgeuS g o nles oloul 3—ae sla)lib o) oo

VoL . [ “ . R w“ .
(Y-Y-

Y . . e

o Ay 0339 03,-Y-Y
6w radan 5l Sl adse las paly o (Yo qudl o)
9 SFD) 05N oo oy ‘(_g))_J LgA_oT)lf () tsi..;l_?)‘ ‘u_w)hm L
= e e S 039 S5l (VY o) T Gloal L 1Y YY eyl
A Cad 3y 90 g Lo s 5l glacgome (Bu S B, as
Golpp—inn il eSS cwlas pas ba e Cnjlae o L |55
Ol 38l s A 05y ), 3l Lees b sl Buas (Y- YY
5 59,9Y0) auled eolai ! calize sla)lib o 0025 laYS 45
5 olwlis 4 goaaie olalllas o oot Jgus> 3ol (Yo 10 I8
bl g a0, oimg o)) lodadlye au aal,) euSL aS aslazls
}l&f..)_ajwlomddabwl_?pljs@_ab_muoiw

1. Mukonza and Swarts
2. Green Brand Equity
3. Ishaq

4. Delafrooz and Goli



PR (sl ol - ianllans g0)joms it 0309 35 ot ! 5501 o>

At (20 glasllas ol o LB mlio )0 95290 DY gae
VTV (G o byge¥- ol

e 9 059 055 (2l 65N rgas g Sl Aalllas o
oo oolaiwl S 5 0, g, 5l mg,le lalS cuSingly OV gae
b g olalS HEA S e STiol o egdie a5 |, > wiel
= 19Bd oe lB azgid a0 i o5 )l slaml o e | (LS
Oly—sa— LS I slacdlid 5 (oS8 ,—as STyl 5l (a5 5
Sl Y gazme s Sy 059 G55 et )0 ES b lsilyd
5 S i o o5 |y il 55,5 8 ol (65 g
eS8 Gladisd ym ailgi o LS (VT (wadgogin S
sl 38 31 lasdebs 5 b

Ry (b iy -
a5z 05 8l el oS agas Baa Ly Sl gy
359y b (o5 5 ok S el plalS sasiagh SV an
Sy iy o)l @l e a2y a8z wnled oo oolan ] Sl
d—ad Sdagh 9 Ol sg2y (cmatine w9zl ()l plals
Wgbse £9,5 (S D )y9odn 45 olag, b edlea o)ls glulis
IS5l 5 JgS) At ;S alio suay S S ol
aS cl Bl 7, b gg s S sauaind pgas Jos (YA
9505w slaaalge gona il g sluwls Saa L o] oS dl> 0
el sylel slagsg, L b ol 538 olaj)l o (o5 Al e
Al ;0 ) ojled Jlogai b (V4 ) ‘vgs]“*—”‘ 9 GS—5) S pdy o

1. Creswell and Plano Clark
2. Taxonomy Development Model
3. Tashakkori and Teddlie



VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m YE.

Gouaiib o alwlid Cgar wepl el (63, S0y, (gt (ol (S
Lo (oS Al o )0 o g Sl o0l ool il ol slo s
ol 5 58 ol So SlessT Jele ol aslis

el o a8l L5 Al o sloazily I el

il sty 3 i ti g sty iy b S kLt sdicd

gy eVl b

AL L Sy S S 5 s L L L i
A L

( OJLMJ z,L,b L‘!LMJL..\J

| _,l ..J,La. a§ _:"LJ ,_.'Lr”|'.-._." A .'J_,L_." _,J*_||_.. N _,l-“'.l.. A

| Ao |
Wty s (8 s Wacdle (7 uiigin (5 s | 0l golia ,_y«-u.f)._e-l-'h'

M oo d besdia Wl bl ) s aasu b

e A e U HEE A 3
ol pado g G Ll

i lillale s Gosindeadan b g3 4150 ‘ e [l

(4 M
\-_..-J| -.'U,ﬂ .'I e b .'\.'Jl.-|,.'.'lu e [
N L ] |'_|I|IU|’!l'I>j| #0808

W u!

fapahale U L L b

i b W gy ‘ Laoals Ll 5 2f Ll

o 1 059 03yl (235 S9N praas 9T yE ) Hloged

S5l mpatie jobiiedn oS i )3 gt WYl g b @
Voojloms Joaor Gk o] 99090 (o g g (ol 85l
sliiwl ()b ax (Slejan L (5 4z (S 42) slone 4w
REWA PR W
Seiagy das e mlie slwlid 6l ojlw glow olawbss  ©
5 9950 SLeol Sl (o) 2 4 €055 (sudS SLalSy dlaulsa,
Byo 4§ el o] Stagh dmad ol aisly s J0B
odew; Pl a e (ole IMome ;3 a5 09l () Sllllae
5 el g Laasbyl e assls Lessl oladlas Jid .ol

1. Exploratory Factor Analysis (EFA)



VED [ (sl ol - ianllans g0)joms it 0309 3] ot il 550 o>

slhaslo)le olsal o ds (LS5l ol i > (595,9 aolw
Oy 99 59 o S3lwd g e 9 059 (B WS oy U35
L solbs g olalid ato VOF g0 aS oY 5 o i

8818 S 9590 Voojleds Jlaged
adsl mlie (Gl cad> o (il 53 r0jlw @il (A9 35 9 (2L
003l (Vo V1)) o )LsCem g gyl o5 )18 ol byl g adis 9o
4 alosgod 7 rhae wlie (ool Cger atws Jloz e s L
5 Sosla—ozr ooy (V igimy Bos g alie () 5l usil e
i) sliee 45 Lavo )l 5 Eomy (F g Lavazily (F Lol Lol
Lo bre (b @ildae po 0l imgiy )0 0ot lwlid il
VO a0 4y aadd OB Ol el ggooe asload Ll
3l oolaiwl L SYLfe Lo wgi oS Sl yad 4 S 005 0,—0d
slogiegiy anlb cols o)l ez ooleitn el S

Y aS
opgf ©Ylgw ) Jgua
abg o loadlge ;Lo
Y gaze e Ny oius 58] L)) 65N sleadlse 5 ol
¢y e . Srx 4
faelas” o5 ls Hlals ouSings,
SYgame s %5 09 (03] (2Ll 5K slaadlia g olel -
SVl 3 YoYY IV e bl (b mg)ls HblS suSiags “SLA
) (Sleo) az)
CotaliS o yiaud BB 5 petne oale (sloelSaly 1o o pitio R
Wl Loyl K05 b aisa )l

1. Erwin, et al
2. Checklist for Assessing Quality of Qualitative Research Process (CAQRP)




VoY cylinno oF 5o (o33l 0593 ey g y3oke dolibiad ||| YEY

o azg b S imgh ol oud oM ¥ oo led loges sleail o
05,5 Aol _ulie () p A Camnd By 0 Al slo ol § Ol e
cole, bgie g YU o o |y S IS slas ikl 4 S
aS Gl e OF Jolds iogin ol 10 00035 5 diged .ailosges
oo Lo Sl hegh (LS pus LS g Ktagh (o) b

Lol 00y o2 (5 ka0 glil A 4 ao olaws

3 GelS Sl

Brand Equity i

Green Brand Equity (GBE) sk i

Green Branding Pt

5
i
e Sledb! 350 0l Gl Yy oL slSaly a8 Moionsd GaLS
(SD) M2y (Ot Sdelir) JySi JyF Scopm)) gty S ()
N« Y0F) cus> = s laas
A OF) cud y oy S ailas dlaad (»;J;.,J',i,ct,,l_\‘;
s 2 PRV Jd s
— z - — A
g ey il laslin N =AY gy iy S ilas Saad (N=1rr)
W i By 5) =i
N=w) N c . -
Al N« $0) hayglis ooy ci> pilis slass i
A bpliss 5 Laail S
N- S 2 Shaas N=1)
pio e 4 il plia i N 1) Loyl oyt g s Sl
bl 5 S dLKI 2 G
N=4

[ N = 0F) , ol pslia Slass ]

Yoo m (8-1) bl i 33 ConkeS S glad il glyls gabia Shaas
A= (1e=F) brugia i 3 Cule A glaaylilidt ghyls pulis e
£5 = (10-11) YU ghio 35 CodaS IS s yhitiat glylo pubis Shes

0jbw gl Bio> g gl o bwlbl wigy Y Hlogod



VEF [ (sl ol - ianllans g0)joms it 0309 3] ot 5501 o>

d> o (il 50 (S 3 lmp o) 03l (p g 9 (S Sl
Slalllas joins joboa Laosls (a8 Jdlovige jo5 sl Ko
(el Bl Lo o pe (slodae gl Pl g latea 1) 00y 35
Bl Goaiws (g Sl 0315 158 () 23 )50 4 pe (poizr
ol cpmin ;2 a2 o (S 1l O gm0 i gy (nl )
b e Geelidae g 5 0ot o8 sl Jlw 5 (a5 ol
g ol 0 el GlalS s sy oins (355 (b)) s L
omolaas ¥ o)lel Jgom sb oot oS g oLl
() o SO B aws [l 4 aallaes g0 85w b o e
(V aloas s i «o» By > Ly a S i 51 gl Jalge
(VY aSloass s i «6» B8y > L aS i e 5l lilo Jalge
€@y By L a8 (pofiae y2 g i) (o5 5 51 Il Jslge
L aS o 0 05y i)l 83w sloadlie (F 5 aslond jaie
5 elwlid plodl 5l s e lyd o aloa s et i 4O B, >
) (Al elbae (Sl plie a4z L Jslge oS
85l slaadlye (lyean 5 oLl )50 eslicae (09— 0

)5 1B i Ll 5550 g3
&5 (—asu el gl ad> o 0l )3 dlgizme (milgy (2L
Olaazia g Ladl il elecio glacl 5l 2510 (golpaing
095 sboael (lgedn fow SVgame iladip 5 o)k 855>
anazgi Lo il gunde 5 5 o) LSwe 5 ol Dbl o)l
loailys (oolod slm a8 s o (Lts @l ¥ ojled Jgoxr
TN 5] ey 035 oLl Syl Sl e coads g lwlis
lysoe (s paLd (emizen 5 1TV (YL lgmime (2l o b
o= )l el sl Laadlie (oolas B ol <A VL oo



1Fe¥ bino) oF 3 )louis (o233l 095 iy a9 o dalidiad m L

(Eo—eeyd g dlodgy dhe g e (gl OlalS e u
G (g0lgiing 56N o (sloaiS plase i (gl lo ales o
il sgz e slasSl plo 4

ojlw @b A5 ol 5| Jool> @l ¥ Jgux

6 [6.[5
©lelvlx [Elg || E|E|% 6
Jolge o |2 {{ % | & Fle 12 0| oSy |2
u;(; = [ I N (f.a : &
AR A
&5 sl OS5 (o
v < < < \
®) YY)
R v
e e Ple|e X
< < el @ @] O aldysn | ¥
(YY)
PRI . ] TlfSen s s |
L F L . I Ld (=)
@ e, (YY)
S5 ST
(S ) < < e ) £
(XYY
. A E
(D) o585 o | o o Y |y
@5 SIS
=) i;‘; "‘”’ fsessle |
3‘_:. £ * e ¥-rY)
() il

1. Green Promotion Tools

2. Hue and Huyen

3. Nguyen et al

4. Corporate Social Responsibility
5. Prakash and Thakur

6. Ha

7. Greenwash

8. Green Concern

9.Haetal

10. Information and Knowledge



VED [ (oo ol - ianllans g0)joms iyt 0309 3] ot il 550 o>

G &,
©lel%|x b f’ﬁff e | &
Jolgs ple 1| B % i3 Gl 0| oeen |2
\bG‘ - % & : r‘." zE e
: : 61L& |
(S I
5 bose N
? ? F X1 o San
() e 55
e "o Sen 5 (sl
Sy sk i )
» - (Y-YY)
(@) slosix! d9i
Sy 2935
M sl T e g W
& Swds () Y-YY)
() "y 25
N oSy
(Y+YY)
Ny hasBye ¥ e 5 o
N I v
‘},..J.xsﬁgmb
IO
hils e
VE K
¢ iy plad .
Syt shilasbge 5o 5 due
Colpeis | T F s (¥+YY) ¥
oS i ez
Sryusiub
(Pl 3o iy
()

. Hidyantar et al

.Ishaqg et al

. Country of Origin

. Sustainability

. Social Influence

.Khan et al

. Green Skepticism

. Green Practices

. Green Brand Attachment
10. Tamim and Hossain

11. Green Brand Positioning
12. Majeed et al

13. Green Brand Involvement

OCOONOOUAWNE

14. Green Brand Word-of-Mouth




VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m 24

G &,
lse nbu E‘_UG&X%G’?“E%E [ i 6
e 2 :? g t; \E: el a E £ r: E Ol Sy £
’ ! § 1S | p
(S RV
bl g
r‘(&) rJgM . \Ql)&o.a: s ps N
¢ o (595 33y o
() (9
: T 5 sl
. - —
. “ \i4
® s < < p| @ x-vv)
o 9 3llgliwsS”
g i i O B B B A W
o XY o Sen
o) Sla S
& S Pl | @ o @Yl | A
e SYgaze
®
S
K3 E)
i - = - ¥-v) "
Sy s b
(<) sloi!
N . N
B s
) > o \ .
i o/be el E BTN 2
(é)wj-r-“‘ 2 [A\EAR))
b lils 9‘%.5-&?.%1’
@ &5 =l e e o koS | YY
) &y oo
. Qayyum et al

. Excessive Product Packaging

. Green Confusion

. Shanti and Joshi

. Green Attitude

. Cuesta-Valino et al

. Green Brand Emotion

. Environmental Concern

. Ha and Trinh

10. Kazmi et al

11. Green Brand Experience

12. Green Brand Experiential Risk

OCOoONOUEAWN PP



VEV [ (sl ol - ianllans g0)joms iyt 0309 3] ot l 50 o>

6 |6, [%
© lel% x|t f’ﬁff core | 6
Jolgs ple 1| B % i3 Gl 0| oeen |2
“’G‘« - }’C“ ¢ & : r‘." zE &
* E [ .
(S IV
o T Yl Yy
e (Y) jjom | YF
S s 555 FQ‘)K’“BQU“‘ Yo
(@) Xpa (Y1)
slag; )l
Jall$s 8
S P S g LS vs
Jall$ e (¥-19)
b )5
)" s e
& b))
Caond “Kzllwso ﬂQl)K&m 998 v
CeS WY (-9
(" ks,
\F O; BJ‘BL‘:‘l"
ey TS | YA
(@) e 5!
(¥+\9)

. Sozer
. Adnan et al
. Gupta et al

CONO UL A WN B

Ye]

.Ho et al

10. Altruistic Value

11. Price Premium

12. Relationship Quality
13. Khandelwal et al

14. Reference Group

15. Green Advertisement

. Nguyen-Viet and Nguyen-Anh
. Distribution Intensity

. Self Oriented Values
. Other Oriented Values
. Pro Environmental Attitude




1Fo¥ b oF 85louis (o3l 0598 iy S o ol m TEA

G &,
Jol u&bﬁéi’g%”t%i o Eimat £
< ! { [l ¢ °%8
ool S
I
2325 L) \
YeV\d) o Ya
el Coliune © T oz s S
(P)=S po
Sy Mie Joo
s s 5 o o “ol)li.mmssl v
e ' ' ¥-\9)
(S) o Np &
4 =
o ° T lyge | 1
(€]
(©) 298y R PRV R
A
I25:99) 9 golrg
) Yy
i " A
‘):fi:;::ﬂ L\g)){f.wﬂ
. ' s pes | Y
STy o bls e “g;‘\gj
(&) oo
D o | o < :
: V..yu“}i‘ - U oen 5 ol Yo
e S 2gae P <&
‘ Y-\
(€]
AR
gl g 0
’ - X1Y) v#
3 elowd
- v
WQ‘)KA_Q

. Lee and Chen

. Green Attributes Transparency
.Lietal

Green Brand Reciprocity
. Suryawan

. Utilitarian Benefit

. Akturan

. Brochado and Oliveira

. Avcilar and Demirglines
10. Butt et al

11. Deniz and Onder

12. Esmaeili et al




PER [ (sl ol - ianllans g0)jons it 0309 35) ot 5501 o>

. Sohail

. Bekk et al

OCOoONOOUTE WN -

. Konuk et al

10. Chang and Chen

11. Ngetal

12. Pechyiam and Jaroenwanit

. Dolatabadi et al

. Vijay MallikRaj et al
. Amegbe and Hanu
. Green Orientation

. Affective Commitment

6 |6, |5
©lel%ix (Ll f’ﬁff cin | 6
Joloepbe 1T B IENR IR G NE (6 (E || oS | €
“’G‘« - % : &. = : r‘." zE &
: : 61L& |
(S I
\
LT . e g S5
® bleses | p| & e e e W(Y‘W) YA
| | o o W e | ¥
sahSdems | o
e RO RO
N4 Z Ayhbsduinj
@ @l | e £le P X5y f
T e ¢ S
3 < P U)(\“\;) ’ Y
. . 56-’&“5‘3
<O ) Y
e ¢ & F9)" o) Ko
: 5 9 598Ys
. rlé - 18) A
TS g SgieS
. [S)] Pl s
’ = ¥10) re
STl o bl Vo s Sl
<o [u) : i At d
(p) s (Y1)
T e 5 S
2 [SD] 9
s FlE (%) A
weel.e%e.
Pl e P P Collss)l | FA
(1)
Mgolo] ansdles
- o) < - .
.Seri¢ et al




1Fo¥ liamn) oF 8 louds (o3l 0590 iy Cu p oo dolidliad m ’o.
G &,
T A M 3
< ! { (Sl I
N v
Y&l?suiisi.ols
(S [ o a’
. (V1Y)
T on 5 s
ST LT < &)
¥-\Y)
¥ P
2 : & 9 9 S
‘ - oy
kbl M ¢ Xn)
sl S |
e NN IS
[ARRAPMRVES
s et e ) or | OF

P0G «é» (Jole puitinn i1 JSGLLS «o» bk gy oY o)leuds Jgu 50 tas gl
€ g 1 ole (i aé 3 aliions) (oS 5 1 HSILES €0 Jole ians 3ol

| s W1 0509 03] 50 sladlae Sl

(o 0 ld el o ST o ol el g (o Sl
—ilon ool o Slaadlie ok (ar Sl 5 halS' (sl -
s HLalS oaS_iagh Vs ame HEatSA e 5 & YTY |
2 3g=ge ddlie Ve ( ILASST (ele Jlod SiSS Gl ol ploxil
Lz s ganaib g Jli5 B plin) ani Vo (45 518
Se>g0 sLaailge Ll g 51 IV i dms e i mlis as
Gl Jod 5 oo aS wi v (o ed B asl a ol b
o g ¥ ) Ll o5 uole opdleay (\WAY 3,5 ate)

. Selase Asamoah

. Namkung and Jang

.Hsu et al

. Kang and Hur

. Green Affect

. Mourad and Serag Eldin Ahmed
. Chen

NoubshwNPRE




rol m (29518 LS .. :anlland y90) oms iy 0309 (03 25! 5851 (> b

45 (05 STy Uy gladaly aad) JACY 5 (00 p s Ly o5l

O3 3l e (1Y 51 () o iy e (YL ol salas
FAF e

o3 slradl —F

ool el el as aes oo i sols Jdow 5l ol b
C’J_.a‘ A_:: Adw (5‘)“) g_r.’.j)“b ul_QLf (5‘)_, LQQLQ«-‘—“‘-‘-' poa _\_;)_3 °j‘.’.3
5wl e a8 el

e 9 gl g gludB 4w (ol s (LS L (il a

S Slos auolin 5l aU 4SS Gglad g o by e b i Jawgs
Sl alo,be o cpl soadlie ool ol Uil

a2y Grte (A Dgldd &g odn T e Wi Syl S
5 ) Sgi oa i a5 A5 ate Cs ) g0l b (55 0 A
S 09 oy L (STl pggie el (Y YY) LSen

o iy lead Sy caS a S cl o] Sl jew oy

5 )55) Cml b e (g0 Spo g aad L a Sl oS

(V¥ Tl 5 o)y
Sl 5l i (S Sys s f i ai g STyl b
ceelaizt c able gla il 505,18 )0 4 sl js Jyama
Gyl Y YY i Sgl g 65—2) St 75 (69,5 ,LS 5 gol_adl
sl (SThol a8l g STol slaa e o gladolo STl

1. Hinton et al

2. Green Brand Perceived Quality (GBPQ)
3. Gorska-Warsewicz et al

4. Green Brand Perceived Value (GBPV)

A



YPY ylbomn) F 8loss (o33l 0590 iy Sy ke dolidiad m ravy

5 SHLD) S9—b e 9o 3y 05y )] Oliity 45

Iy g o OY gamme 3l o LacS i g (Vo VY (i
5 e—ed) S—ialed ploeia L, 55V 5 ol 3k
YAEA A AR

o Ny 0599 835 (2U 3y SoN sAdGe lgime (olgy (b5 S Y g

" P : .
% “ 3 e : o 2 ws\
PR 0 2% 1313 % |23
T4yl 2 333 | 503 j.
pal 4 A 3 -y -~ e
a0 213133 s &§lg 2

; ) = 3 9 9 v, 9
L) i 3 3 g 3%
P >
5 (F) E ) e
iy | GAYY | AV | W Ver | va | TRUEE vy | g,
' OV oM
}?.w
& |
. o))
& «A
Shpdy | AYY | GASY | NFRY [ Ve—g | N0 (:\;) € <(v )) A Y 3 VI I
' o
M EON) R
= MEODe
Gy | V- Veeo | sy | vy |0 YE | aiy i
T W) o ® o 4
o
o) g«F i lel
Gipdy | oYY | oAsy | ety [ Ve | s OeMe | Sk
‘ 0w j
S ED ) 2T
oy | RYY | Ay [ sy | Vs |10 e@e ] e
M) () S
So) e«F Olelas
Sy |V Veeo | ASSY | Vv | e eM@e =
’ (QX=TQD) o K
(V) QY byt g
s | vy | ey | oaver | aes | aa | VD8ORS
0o jrn

1. Tamim and Hossain

3. Content Validity Ratio (CVR)
4. Content Validity Index (CVI)

V Jgaz b gillas ¥




VOF [ (osslo ol - ianllans g0)joms iyt 0309 535) ot ! 550 o>

3, , ; ;
¥ 13 g 33| 3 33,
SV 2| B3z 1 |44
2 g =y - = =2
=Y 2 B _j 3 é) Y K 5 2
: N 3 3% 9
13 .lo -i}' :) 3 ‘) »:) 9
L) EF bsb
omdy | cIASY |y | A Vs | o OE®e | | Sk
' o) o
MOV le]
Gl | Veee | veee L oavey [rev | e | VEMIR g |
' Moo iy
) E A ol
ods | MY LY | NEee [ hes | a L R
‘ @ o) S i

ol o8l laadlzo AL 43 2 Shole el G Flo :F Y

ool o3 Lol slay!

Bl s | b | ol slaailis

e I Wy Fglad
“SA - Vevl <1240 o B STl cuaS
-A¥/ .- Vo-/- AAY/- e iy STyl 3]
-eaf.- vyl Aav/. JUORCIRPRCORON
0/ -#v/- INA7R JUURRUR I
v/ AN e e i 5l 2T
-Yv/. AYE/. 5%/ e i Oleelas
v/ AYY/- Vvol- e Ny g
yyy/. vyl -vof.- o 2L,
AVN/- “YAf.- Y-/ e X & Sleel
AAA/- -f5/- -s5l-- e M 4 (5,0l
VA Y/YAQ YIYY olel o35 ,laie
VA0 YY/AAY TYIVEY ol i il g Sy
YO/ ) DSOS YY/VEY oy ‘5“"” e
JA-Y “IA-# SR el 0 53k

(W s 2)




VY biuano ) <P 8 ylouis o3 093 ey i y1cko dnliliad m Yor

S an —add Gl lmean ) g s gumecalsy )
Sl Ll o s Sy O Lad sls )l Llod ay asily 5o
5 L) Sl iy a5 JB ea S S ae e slajls 5 oIk
8 ol Lol b ey Ly n 8y 518 a s Jl (VoYY (g
W g (2 959) Sl Sl s Cols) il 0 0S8, ae
(Y eYY

Lis o e8,8 Joles 5 Ul 5l (—3b TV umw ami jlosel Y
sl b sl Slee dwgy 35— Sz 3V Cedo
ooy ol el sl adl el slazel s o aass
sloalesl o Comd Vsomo 0l s a5 12 ol lg80 G
sbaml sl asp jlel wozg Lo ls b 5w 2L150
VY T oles 5 p5ed) conl (Gl o530 5] s igead

Sl gl g Giils dam and (ol ey ey L (Sl uny @
O 08 dizr a8 (2Blo s e by f Sy 5l (6500

5 0l e axf ol slodilie Cansl e
g LAt id )0 (g i oles A & e a9 3l Gbl_ﬂ A
by ye cimnl Cngjla e als Ll aspy G asl (50000

dnled oloul SYgamme iz 0550 40 (b il Wilgh o
o 3 o) S o (LS 53, 1ol &l bl aS
(Y-YY

1. Green Brand Satisfaction (GBS)
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Designing a Green Brand Equity (GBE) Assessment Model
(Case Study: Products of the Research Institute of Medicinal Plants)

Hamidreza Vazirigoharl* Ehsan Ahadmotlaghi2 Bahman Yaghobvand3
ABSTRACT

1.INTRODUCTION

Medicinal plants have a long history in therapy and are currently
regarded as one of the primary foundations of treatment in both
developing and developed countries (Ekor, 2014). Some researchers
even argue that the medicines of the 21st century should be derived
from plants, viewing them as the solution to future medical
challenges (Aghdaie & Zardini, 2014). In recent years, medicinal
plants, as a category of green products, have received significant
attention globally due to their compatibility with the human body,
reduced side effects, and endorsement by the World Health
Organization as a key component of therapy in the 21st century.
Furthermore, medicinal plants represent a substantial portion of
global trade, earning the title of “green gold” (Moladoost &
Shahmoradi, 2020). However, despite the country's favorable
climatic conditions, the marketing of these products is
predominantly conducted in a traditional manner, lacking well-
known and reliable brands.
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Consequently, this study aims to develop a model for assessing
green brand equity in the medicinal plant sector, as one of the
primary challenges in branding these products is the absence of a
comprehensive model for evaluating green brand equity in this field.
Thus, the main question of the current research is: What are the
dimensions and components of the evaluation model for the green
brand equity of products from the Medicinal Plants Research
Institute, and how are they interconnected?

2.MATERIALS AND METHODS

The purpose of the current research is to conduct applied research
in the field of medicinal plants, utilizing a mixed-exploratory method
to identify the components and dimensions of the evaluation model
of green brand equity. This is necessary due to the absence of a
specific framework for assessing the brand equity of medicinal
plants, which the researcher aims to establish. The classification
model represents a type of exploratory design, where the
qualitative stage focuses on identifying and classifying the
components of the construct, while the quantitative stage is
conducted to evaluate these results more accurately using statistical
methods (Tashakkori & Teddlie, 2010). The qualitative phase begins
with a systematic approach to identify and validate sources and
components of the model, followed by the quantitative phase,
which employs exploratory factor analysis to present a more precise
and abstract classification of the findings from the previous stage.

3.RESULTS AND DISCUSSION

The results indicate that the three primary dimensions of the proposed
model are as follows:

* The adaptive or judgmental dimension is related to customers'
judgment and comparison of the green brand, which arise from the
comparison of performance and expectations. The components of
this dimension include green brand perceived quality (GBPQ), green
brand perceived value (GBPV), green brand satisfaction (GBS), and
green brand credibility (GBC).
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e The cognitive or experiential dimension is related to the
customer’s knowledge and

perceptions of the green brand, the perception of which the
subjective aspect is preferred. The components of this dimension
are green brand awareness (GBAW), green brand associations

(GBAC), and green brand image (GBI).

e The relational or reactive dimension is related to customer
interactions with the green brand, an interaction that leads to a
favorable customer response. The components related to this
dimension of the proposed model are green marketing (GM), green
brand trust (GBT), and green brand loyalty (GBL).

4.CONCLUSION

In this study, a three-dimensional model has been developed that is
not only comprehensive but also demonstrates good validity and
reliability. The proposed model comprises three main abstract
components, each containing related sub-components. In other
words, the sub-components are interconnected in a hierarchical
manner rather than being separate entities. For the adaptive or
judgmental dimension of the green brand, the sub-component of
GBPQ has an effect on the GBPV (Hue & Oanh, 2023), and the GBPV
is also effective on GBS (Hue & Oanh, 2023), and finally, GBS is also
beneficial for GBC (Shams et al., 2020; Bougoure et al., 2016). Also,
for the cognitive or experiential dimension of the green brand, the
component of GBAW affects GBAC (Brochado & Oliveira, 2018;
Severi & Ling, 2013), and GBAC also affect the GBI (Uggla, 2004).
Finally, for the components in the relational or reactive dimension of
the green brand, GM is effective in gaining GBT (Nguyen-Viet, 2023;
Widyastuti et al., 2019; Kurniawan, 2014), and GBT also has an
effective role in GBL (Nguyen-Viet, 2023; Martinez, 2015).

Overall, the research presents significant scientific and operational
advancements in the branding of medicinal plants, as it adopts a
hybrid approach and offers a distinct classification of the
components of green brand equity. This model not only considers
consumers but also acknowledges the role of employees in
establishing green brand equity. Also, while supporting the previous
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studies, it proposes a more comprehensive model to evaluate the
green brand equity in the field of medicinal plants.

Keywords: Green Brand Equity, Medicinal Plants, Medicinal
Plants Research Institute.
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Investigating the Effect of Brand Gender on Purchase
Intention in Instagram (Novin Charm Case Study)

Hossein Norouzil*, Amirhossein Khodakaramiz, Soheila Khoddami®

ABSTRACT

1. INTRODUCTION

The current study examines the impact of brand gender on electronic
word-of-mouth communication and customer purchase intention on
the Instagram page of "Novin Cherm." The motivation behind this
research lies in the significance of consumer loyalty programs and
their influence on future consumer behaviors, such as word-of-mouth
communication and the effects of these programs on purchase
intention. A review of existing research on the relationships within the
conceptual model revealed that no prior studies have explored the
effect of brand gender or emphasized the relationship between its
two dimensions and the dimensions of consumption and participation
as factors that influence customer attitudes and behaviors.
Additionally, its connection to other consumer behavior concepts
remains unaddressed; thus, this research aims to investigate this
critical topic for the first time. The findings indicate that brand gender
and its two dimensions positively influence brand love, brand love
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positively affects consumer loyalty, and the positive relationship
between consumer fusion and loyalty on electronic word-of-mouth
and purchase intention was confirmed. Based on the results of this
study, it is essential to portray the brand's gender in the audience's
minds, it is suggested that it should be utilized as a tool to enhance
customer engagement and maximize purchases of this brand.

2. MATERIALS AND METHODS

The current correlational research has been conducted using
structural equation modeling and partial least squares methods. A
stratified sampling technique was employed in this study. The
statistical population consisted of customers and followers of the
Novin Leather products Instagram page. To further this research, 250
guestionnaires were completed. The internal consistency of the
variables was assessed using Cronbach's alpha. Cronbach's alpha of all
variables was higher than 0.7, which indicates the questionnaire's
high reliability. The statistical methods applied in this research include
both descriptive and inferential statistics. Structural equation analysis
of the model and confirmatory factor analysis, a subset of structural
equation analysis, were performed using SmartPLS software, while
descriptive statistics were calculated with SPSS software.

3. RESULTS AND DISCUSSION

Table 3. Significance and path coefficient of the main and secondary hypotheses

Significance Result

path B | tcoefficient (P-Value)

Brand gender
->Consumer
Brand
Engagement

0.522 11.392 0.000 Confirmed

Brand
Gender -> 0.283 5.741 0.000 Confirmed
Brand Love

Main
hypothesis

Consumer
Brand
Engagement
->brand love

0.454 11.082 0.000 Confirmed
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path

B

t coefficient

Significance
(P-Value)

Result

Consumer
Brand
Engagement
->Purchase
Intention

0.297

4.761

0.000

Confirmed

Brand Love -
> Brand

Loyalty

0.747

28.559

0.000

Confirmed

Brand Loyalty
-> Electronic
Word of
Mouth

0.3

5.287

0.000

Confirmed

Electronic
Word of
Mouth >
Purchase
Intention

0.494

9.034

0.000

Confirmed

Sub-
hypotheses

Masculine
Brand
Personality
Traits ->
Consumer
Brand
Engagement

0.308

6.712

0.000

Confirmed

Masculine
Brand
Personality
Traits ->
Brand Love

0.299

5.363

0.000

Confirmed

feminine
Brand
Personality
Traits ->
Consumer
Brand
Engagement

0324

6.837

0.000

Confirmed

Feminine
Brand
Personality
Traits ->
Brand Love

0.027

0.429

0.668

rejected
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Table 4. Significance and path coefficient of moderator variables

hypothesis

B

t coefficient

(P-Value)

Significance

Result

Brand Love -> Brand
Loyalty -> Electronic
Word of Mouth

0.224

5.108

0.000

Confirmed

Brand Loyalty ->
Electronic Word of
Mouth -> Purchase

Intention

0.148

3.944

0.000

Confirmed

Consumer Brand
Engagement ->
Electronic Word of
Mouth -> Purchase
Intention

0.235

7.262

0.000

Confirmed

The significance value of the path coefficients for all

the

hypotheses in this research is higher than 1.96, and the P-
Values are equal to 0.000. This confirms that all the hypotheses

in this research are supported at the 95% confidence level,
except for hypothesis 11.

Table 5. Investigating convergent validity and composite reliability of
research variables

Variable Average Variance composite Cronbach's
Extracted (AVE) reliability (CR) alpha
Brand gender 0.684 0.812 0.541
Masculine
Brand 0.674 0.911 0.879
Personality
Traits
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SUECES composite
. Variance Ly Cronbach's

Variable reliability

Extracted (CR) alpha
(AVE)
Feminine

Brand Personality Traits 52 0.841 0.773
Consumer Brand Engagement .819 0.901 0.779
Content Consumption .738 0.919 0.882
Content Contribution 0.667 0.889 0.834
brand love 0.623 0.929 0.912
brand loyalty 0.793 0.92 0.869
Electronic Word of Mouth 0.598 0.899 0.867
Purchase Intention 0634 0.923 0.903

In order to establish convergent validity, the average variance
extracted (AVE) should exceed 0.5, the composite reliability
coefficient (CR) should be higher than 0.6, and Cronbach's alpha
should be greater than 0.7. The current study meets all of these
criteria.

Table 6. Test of coefficient of determination R?

. Q2 (=1- The R?
Variable SSO SSE SSE/SSO) value
Brand gender 540 540
Consumer Brand 540 | 421.269 0.22 0.273
Engagement
Brand Love 2160 | 1602.505 0.258 0.42
Brand Loyalty 810 | 454.653 0.439 0.558
Electronic Word of -1 1 9 | 1177.103 0.273 0.483
Mouth
Purchase Intention 1890 | 1280.157 0.323 0.524

All values are positive and greater than zero, which indicates
that the structural model is of good quality. The goodness of fit
index (GOF) was employed to assess the model overall. This
index ranges from zero to one, with values of 0.01, 0.25, and
0.36 representing weak, medium, and strong fit, respectively.
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The value obtained for this index in this research is 0.435,
which demonstrates the model's high power.

4. Conclusion

This research highlights the practical advantages of integrating strong
gender characteristics (masculine or feminine) into brand
development. By doing so, managers can enhance consumer
involvement and engagement, both actively (participation) and
passively (content consumption). The findings indicate that aligning
gender representations with marketing and advertising strategies
across various platforms (above the line, on the line, and below the
line) can significantly elevate customer and audience affinity for the
brand.

The research findings emphasize the crucial role of consumer brand
engagement in electronic word-of-mouth communication. When
customers actively engage with a brand's online content, a strong
connection is established between them and the product, brand, and
services. This transition from a passive follower to an active advocate
who promotes the brand's products within their social circles clearly
illustrates the power of brand engagement in fostering customer
loyalty.

Managers should acknowledge the importance of brand identity cues
and marketing mix strategy in achieving their desired gender
positioning. This, in turn, can help cultivate strong brand relationships
with customers, which results in increased customer loyalty.

A crucial issue frequently raised by the audience in the comments
section of this company's Instagram was related to the promotions
and discounts offered to customers who are members of the
customer club. Estimates indicated that there needed to be a higher
percentage of satisfaction regarding the promotional plans and
seasonal discounts.
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Attention to mixed marketing issues, particularly promotional ones, is
essential for maintaining customer satisfaction, increasing loyalty and
engagement with the company's content, and reducing marketing
costs. By addressing customer concerns, managers can reassure
customers about the effectiveness of their actions, thereby they can
enhance satisfaction and loyalty.

One of the limitations of the research is the data collection tool, which
is a questionnaire that only evaluates the respondents' attitudes, so it
has inherent limitations.

Considering the non-confirmation of a significant relationship
between the feminine characteristics of brand gender and brand love,
alongside only the positive and significant correlation of masculine
brand characteristics on the concept of brand love, future researchers
are encouraged to explore this issue in subsequent studies to validate
the two dimensions of brand gender on brand love. Additionally, due
to the absence of an Iranian scale that reflects the characteristics and
cultural nuances of the country and its people—one that is entirely
suitable, comprehensible, and generalizable across all sectors of
production and services in the Iranian market—designing Iranian
scales is recommended for researchers interested in this area.

Keywords: Brand Gender, Brand Love, Consumer Brand Engagement,
Electronic Word of Mouth, Purchase Intention.
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Perceived corporate social responsibility and Digikala brand
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ABSTRACT

1. INTRODUCTION

Companies worldwide have concidered social responsibility as a
crucial factor for their business success. The favorable perception of
consumers towards the social initiatives of companies can influence
their actions and behaviors (Javani and Elami, 2020). The findings of
Jeon et al. (2020) indicated that customers' understanding of
corporate social responsibility significantly affects their attitudes
towards the brand and their emotional connections, as well as their
mental and psychological associations with it. Although several
studies have explored the various impacts of social responsibility on
companies' marketing activities, there remain gaps in identifying the
effects of corporate social responsibility actions and initiatives on
marketing performance. The aim of this research is to analyze the
role of self-brand connection in the relationship between corporate
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social responsibility measures and their perception by customers
regarding the Digikala brand. This study investigates whether
customers' perceptions of a company's social responsibility actions
influence self-brand connection, such as with Digikala, and affect
brand preferences. While brand preference has been extensively
studied by many researchers (Liu et al., 2014), the current
understanding of the effects related to the perception of a
company's social responsibility on customers' attitudes and self-
brand connection is limited. Furthermore, research on corporate
social responsibility and its impact on customer behavior has rarely
been conducted in electronic markets.

2. MATERIALS AND METHODS

The research is applied in terms of purpose and descriptive-survey in
terms of nature and method. The statistical population of the
research consists of customers of the Digikala online store, from
which 384 individuals were selected as a statistical sample using a
non-probability sampling method. The data required to measure the
variables were gathered through field operations and a standard
guestionnaire. The structural equation modeling method and Smart
PLS software were employed to test the conceptual model and
research hypotheses. Based on the data analysis algorithm using the
PLS-SEM method, the measurement models were first fitted by
verifying the reliability and validity criteria to ensure the correctness
of the relationships in the models. Subsequently, the fit of the
structural model and the relationships among the existing variables
were examined, and finally, the overall fit of the model was
assessed.

3. Results and Discussion

The research hypotheses were tested by examining the significant Z
coefficients (t values) associated with each path, as well as the
standardized factor load coefficients related to these paths. Since the
significance coefficient for each path exceeded 1.96 at the 95%
confidence level, the relevant paths were deemed significant and the
associated hypotheses was confirmed. To assess the significance of
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the path coefficients, the t values for each path were also evaluated.
Notably, the significance coefficients (t) for the three paths involving
corporate social responsibility, self-brand connection, and brand
preference (19.471, 5.258, and 7.608) were all above 1.96.
Therefore, at the 95% confidence level, the predicted routes—
corporate social responsibility = self-brand connection, corporate
social responsibility = brand preference, and self-brand connection
- brand preference—are significant. Based on data analysis and the
structural model, since the t statistic exceeds 1.96, it can be
concluded that the direct effect of understanding corporate social
responsibility on brand preference, as well as the indirect effect
through the same mediating variable, brand perception, is
significant at the 95% confidence level. Consequently, the main
hypothesis and sub-hypotheses of the research are confirmed.

4. Conclusion

The findings of the present study indicate that the understanding of
the company's social responsibility accounts for 37.1% of the
variations in brand preference. Additionally, coefficients of 0.758
and 0.559 demonstrate that the corporate social responsibility
variable influences brand preference indirectly, mediated by self-
brand connection, by 42.4%. By confirming the first hypothesis, we
conclude that a higher level of understanding of corporate social
responsibility enhances self-brand connection. The confirmation of
the second hypothesis also reveals that a greater understanding of
the company's social responsibility elevates the priority of the
Digikala brand. Accepting the third hypothesis shows that a
stronger self-brand connection results in a higher prioritization of
the Digikala brand. The outcome of the fourth hypothesis indicates
that an increased understanding of the company's social
responsibility fosters both self-brand connection and the
prioritization of the Digikala brand. The main message of the article
is that customers' positive attitudes towards the company's social
activities can significantly influence their perceptions and behaviors.
Therefore, companies can leverage the findings of this research to



285 ||| Abstracts of Papers in English

understand how social responsibility measures and initiatives can
shape customer attitudes and enhance their relationship with the
brand and ultimately influence brand priorities and preferences.
This can improve marketing performance. Consequently, it is
recommended that company managers and business owners
reshape their core image as innovative and socially responsible
entities and optimize processes to achieve success.

This study has limitations. First, the data was collected using a
convenience sampling method from buyers of the Digikala online
store. Therefore, caution is necessary when generalizing and
interpreting the findings of this study. In this research, brand
preference was utilized instead of purchase intention and purchase
behavior. While there may be differences in the definitions of these
variables across the cognitive, emotional, and behavioral stages of
customers' reaction patterns, acknowledging the limitations of this
research allows for suggestions regarding future research directions.
This research model, or similar ones, can be applied to other
businesses to evaluate customer behaviors while considering
various dimensions of the company's social responsibility.
Additionally, a sample study would be beneficial for examining
cultural differences and other related aspects such as nationality
and geographic variations.

Keywords: Self-Brand Connection, Perceived Corporate Social
Responsibility, Brand Preference, Digikala
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Identification and prioritization of personal brand
dimensions from the perspective of Instagram users in Iran

Mostafa Zandi Nasabl, Mohammad Rahim Esfidani’
ABSTRACT

1. INTRODUCTION 264

A personal brand allows people to showcase their characteristics
and expertise. The importance of personal brand in society is
increasing day by day. By having a suitable personal brand, people
can be more successful in society and achieve their goals. Personal
brands increase the success process of people; Today, many people
understand the importance of personal branding. It is important to
increase knowledge and awareness about how to create a personal
brand, when attention is drawn to the dimensions of creating a
personal brand, it is possible to witness the promotion of a personal
brand in society in a better way. For this purpose, it is important to
have information about personal branding. Therefore, the current
research seeks to identify and prioritize the dimensions of the
personal brand from the perspective of the users.

2. MATERIALS AND METHODS

The statistical population of the research includes the users of the
personal pages of people with a personal brand in four categories:
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athletes, actors, singers, and business consultants in December
2023. A sample of 400 people was selected from this population by
stratified sampling method. The validity of the questionnaire was
assessed through expert judgment and construct validity, while its
reliability was confirmed using Cronbach's alpha coefficient. In order
to analyze the research data and extract dimensions from
exploratory factor analysis, Shannon's entropy was used in SPSS,
LISREL, and EXCEL statistical software respectively to check and
confirm the identified dimensions from the confirmatory factor
analysis method and its prioritization. The findings of the research
showed that the dimensions of personal brand, in order of
importance, include performance ability, lifestyle, distinctiveness,
competence, knowledge and experience, strategic ability, and
responsibility.

3. RESULTS AND DISCUSSION

The findings of the research showed that the dimensions of personal
brand, in order of importance, include performance ability, lifestyle,
distinctiveness, competence, knowledge and experience, strategic
ability, and responsibility.

4. CONCLUSION

By using a personal brand, people show their characteristics and
expertise in a better way. The importance of personal brand in
society is increasing day by day and special attention should be paid
to it. The present study tried to identify and prioritize the
dimensions of personal brand. The findings of the research showed
that the dimensions of personal brand, in order of importance,
include performance ability, lifestyle, distinctiveness, competence,
knowledge and experience, strategic ability, and responsibility.

The first identified dimension is responsibility. Responsibility is a
kind of feeling of commitment and adherence to others, following
social rules and norms. Responsibility makes a person have a
responsible attitude towards events. Responsibility is towards
oneself and one should be responsible for one's goals and plans. The
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desire for social and humanitarian actions should also be considered
for responsibility. The second dimension identified is distinctiveness.
As the word differentiation is used in the business world; For a
person, being different from others can be positive and create a
better position for the audience than others. Among the things to be
mentioned are having leadership qualities, being unique, and having
a clear image and perspective on the issues. The third dimension
identified is knowledge and experience. When a person has
knowledge and experience in terms of the target community, he can
gain a better position in the mind of the target audience. Experience
is actually skills and knowledge about different events; which is
obtained over time and is very valuable and can be considered as
mastery of processes and activities. Knowledge is the understanding
of various facts and subjects that can be enhanced by being involved
in the university education process. Knowledge and experience
cannot be separated from each other and they have a constant
interaction. The fourth dimension identified is performance
capability. Proper performance in various matters helps to improve
the personal brand. Proper performance can be checked by its
results. Also, the ability to perform with expertise in one's field of
expertise is related to mastery and awareness of activities and the
ability to analyze activities. The fifth dimension identified is lifestyle.
People who have established a healthy lifestyle from the beginning;
have a smoother way to reach their goals. Achieving personal
branding is more possible by having a specific personal plan. Being in
the community and having high social relations is considered as a
desirable lifestyle in the field of personal brand. It should be stable
and continuous in its activities to get a more favorable personal
brand. The sixth dimension identified is competence. Competence
refers to having the necessary skills and abilities to perform tasks
and solve problems. From the audience's point of view, competence
can include many things, including those that have been paid
attention to in this research, having self-knowledge, self-confidence,
and strategic thinking. The seventh dimension identified is strategic
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capability. Strategic ability to achieve goals is important. In this way,
it is important to have a key role, the ability to solve problems, and
communication skills to achieve a personal brand.

Keywords: Personal brand, Brand, Instagram.



Journal of Brand Management, Vol 11, Issue 4, Winter/2025 ||| 290

&>
Research Paper

Journal of Brand Management g Alzahra University
Vol 11, Issue 4 Date of Received: 28 May 2024
Winter 2025 Date of Acceptance: 24 November 2024
Page: 67-108 Website: http://bmr.alzahra.ac.ir
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ABSTRACT

1. INTRODUCTION

Digital transformation is reshaping all industries, including the insurance
sector. To thrive in this new landscape, insurance companies must
prioritize enhancing customer satisfaction. Despite the high internet
and smartphone penetration in Iran, the insurance industry has not
kept pace with technological innovations to meet policyholders'
expectations. Consequently, this research aims to present a model
for improving the digital customer experience in the Iranian
insurance industry. A grounded theory approach was adopted to
develop the model. Data was collected through semi-structured
interviews with industry experts and customers. Thematic analysis
was performed using both manual and software coding techniques.
The final paradigmatic model illustrates the factors influencing
digital customer experience enhancement, intervening and
contextual conditions, and ultimately the solutions and outcomes.
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These are presented in the form of concepts and categories. This model
has 12 main categories including ease, awareness, support, access,
reliability, efficiency, price, culture, regulation and legislation,
infrastructure, technology and customer-oriented.

Digital transformation is emerging as a primary challenge for
organizations and a top concern for senior executives worldwide. It
is predicted that only companies capable of adapting to the rapid
and extensive changes of the digital age will survive. Digital
transformation and the resulting business model innovations have
fundamentally changed the expectations and behaviors of insurance
consumers, placing traditional insurance companies under pressure.
In today's world, where the use of emerging technologies is
widespread, customers are not only looking to purchase a product
or service, but are also seeking a delightful experience and
memorable moments. In today's competitive insurance landscape,
with rising customer expectations, customer experience has become
more crucial than ever. Many leading companies consider it the
primary and key factor in gaining market share in this highly
competitive market. Under these circumstances, improving
customer experience is one of the key factors in gaining market
share in the highly competitive insurance industry. Accordingly, the
guestion arises as to how digital customer experience can be
enhanced in the insurance industry and at customer touchpoints.
Despite the significance of customer experience and the insurance
industry's importance in overall growth and development, there has
been limited research exploring the factors influencing digital
customer experience in this industry. A review of previous research
indicates that there is no precise model to evaluate the digital
customer experience of insurance companies, and the factors
influencing it remain disputed among researchers. The aim of this

study is to present a model for enhancing the digital customer
experience in the insurance industry.

2. Materials and Methods
Given that this research aims to develop a model for enhancing the
digital customer experience in the insurance industry, it is classified
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as a qualitative, applied, and exploratory study. The required data
for the research was collected in two stages: 1) In the first stage, to
identify the theoretical foundations of the research, prior studies
were reviewed through a literature review. 2) In the second stage,
to collect additional information, semi-structured interviews were
conducted. The data collection method in this stage was field-based
and the interviewees were selected using snowball sampling. The
qualitative method used in this research, considering the scarcity of
research literature, is "Grounded Theory." Additionally, in this
research, open, axial, and selective coding in the form of causal
conditions, contextual conditions, intervening conditions,
phenomenon, strategies, and consequences were utilized to present
a model for enhancing the digital customer experience in the
insurance industry.

3. Results and Discussion

At the end of open coding and data analysis, a total of 161
meaningful codes were extracted. Subsequently, these codes were
categorized into 46 concepts and ultimately placed in 12 main
categories through an iterative process. The 12 main categories are:
ease of use, awareness, support, accessibility, assurance, efficiency,
price, culture building, regulation and legislation, infrastructure,
technology, and customer-centricity. The categories and
subcategories are interconnected through axial coding based on
their dimensions and characteristics. Finally, the relationships
between the components and main elements derived from axial
coding concerning the enhancement ofthe digital customer
experience in the insurance industry have been precisely presented.
The implications of the resulting paradigmatic model include:
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increased trust, customer loyalty, repeat purchases, customer
growth, referrals, cost reduction, profitability of the industry and
company, company agility, industry development, value chain
transformation, competitive advantage, and branding.

Contextual Factor
Culture Building Consequences
Infrastructure Increased trust
Technology Customer loyalty
Casual Factor
Repeat purchases
Strategies Customer growth
Ease
Support Providing Referrals
L ffective solutionsto .
2 Digital it
Awareness gl improve causal, Cost reduction
Customer- Customer ¥ contexmal. and Industry and company
centricity i o o
Y Experience mt?r} ening profitability
Accessibility conditions, and
. i addressing barriers. - aoility
Efficiency 5 Company agility
Price Industry development
Value chain
Intermediary transformation
Factor Competitive advantage
Regulation and Branding
Legislation
Assurance

Figure 1. Axial coding based on the paradigm model

4. Conclusion

The objective of this research is to present a model for enhancing
the digital customer experience in the insurance industry and to
prioritize the influencing factors using a qualitative method.
Ultimately, causal, contextual, and intervening conditions have
been identified and strategies and consequences have been
thoroughly introduced based on the paradigmatic model. This
research aims to offer a more comprehensive and accurate model
compared to previous studies. Furthermore, a more appropriate
and comprehensive categorization has been conducted, and
efforts have been made to select more suitable titles. However,
the lack of rich domestic resources in this field limits the
development of indigenous models.

Keywords: Customer experience, Digital transformation, Digital
insurance, Improving the Digital Customer Experience.
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ABSTRACT

1.INTRODUCTION

Despite the many investments made in brand management in holding
companies, these efforts have not proven very effective. One reason
for this issue is the lack of a comprehensive thinking and model for
branding in holdings. Therefore, according to the need of holding
companies for a suitable branding model to obtain a suitable
competitive position in the target markets of each of the subsidiary
businesses, as well as the research gap in the relevant literature, in
the present study, using a multi-level approach Efforts have been
made to compile such a model. The research method utilized in this
study is qualitative-exploratory and meta-synthesis. For this purpose,
78 articles were selected through several stages of monitoring using
chosen keywords from the Scopus and Web of Science databases and
were subjected to qualitative content analysis. The reliability of
coding results was evaluated using retest reliability and it was equal
to 73%, which is satisfactory. The identified branding pattern included
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three levels: a) wisdom or goals (long-term and short-term), b) middle
or strategies and tactics, and c) macro or internal organizational
factors affecting branding in holdings. At the micro level, goals include
creating differentiation, improving brand positioning, and creating
economic value. At the middle level, strategies included brand
architecture, brand engagement, and brand ingenuity. Finally, at the
macro level, intra-organizational factors included the management of
organizational capabilities, intra-organizational behaviors and
interactions, organizational growth and development, and
management of the organization's brand portfolio.

The relationship between brand and holdings is very important due to
the position and role of these multi-business groups in the economic
development and growth of societies (Yao and Wang, 2018). Mutual
homogenization and consolidation of the interests and economic
activities of brands and subsidiaries in order to create a brand for
the holding company can be a daring tactic in attracting capital and
obtaining long-term economic benefits (Tutoli and Alharthi, 2022).
The programs of holding companies in supporting special branding
goals have significant effects on the communication of partners
and the quality of partnership with them. Holding brand
management strategies require a deep understanding of brand
concepts and holding activities (Choi and Seo, 2021). With the
growth and development of the holdings, their activities become
more competitive and the issue of brand orientation becomes
increasingly important because it leads to their differentiation and
gaining a suitable position in the market (Tutouli and Alharthi,
2022). The problem is that holding companies with several
different businesses must offer several brands to customers in
their advertisements, because they have to deal with many
competitors due to the multitude of products and brands. For this
reason, the need for a multi-level branding model for parent
organizations is felt. On the other hand, the conventional
theorizing approach examines organizational phenomena such as
branding either at the micro level or at the macro level and is
unable to consider the top-down and bottom-up impact of
organizational phenomena.
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The multi-level approach as an emerging paradigm and method is
able to see organizational phenomena including branding as multi-
level and simultaneously analyze the impact of the studied
phenomenon on a higher level and the impact of higher level
factors on the studied phenomenon (Turner, 2021). In addition,
some of the previous studies focused on branding at the
operational and technical level and with an emphasis on brand
identity (with the components of logo, name, color, font, website
design, content, and advertising) (Jalilund and Sami, 2012). ; Hung
et al., 2022; Saeed et al.,, 2023) and others have emphasized
branding strategies and brand management strategies. brand
(such as product line development, brand development, new
brand, and multi-branding) (Ford et al., 2022; Jestratejvik et al.,
2022; Niros et al., 2022; Hong et al., 2022b). However, branding
literature has addressed this organizational concept either from a
micro perspective (technical and operational with an emphasis on
brand components) or from a macro perspective (developing
branding strategies). Therefore, the present study aims to identify
the different layers of branding in general and at the level of
holdings in particular by using a multi-level model. In general, the
studies that presented models or frameworks for branding were
mostly single-level and did not draw different levels and layers for
it. Therefore, the main goal of the present study is to present a
multi-level model for the implementation of the branding process,
actions and activities related to each of these levels in holdings.

2. MATERIALS AND METHODS

This study is interrogative in philosophy, interpretive in approach,
and metacomposite in strategy. The target community includes
published articles about branding in holding, which can be
accessed through scientific databases including Scopus and Web of
Science. The sample includes valid articles related to the research
objectives, which the researcher uses various parameters such as;
It considered the title, abstract, content, article details (author's
name, year, etc). These articles must have been published
between 2000 and 2024. The researcher first reviews the titles of
the articles and removes the articles that are not relevant to the
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research question and purpose. In the next step, it examines the
abstract of the articles that remained from the previous step and
in this step also removes the irrelevant articles. During this
process, the number of articles decreases. Due to the fact that the
current research intends to answer the research questions in the
first phase by combining the results of prior studies, the
metacombination method has been used.

3. RESULTS AND DISCUSSION Y4V

The selected articles were also evaluated based on the location
and the industry under review. Regarding the publication locations
of the articles, the United States with 22 articles, China with 7
articles, India, Italy, England and South Korea with 5 articles
respectively, had the highest number of articles published in the
field of branding in holdings. In terms of the industry examined in
the selected articles, it can be stated that 55% of the articles did
not focus on a specific industry but focused on several industries.
However, the fashion industry (6.41 percent), the fast-moving
consumer goods industry (5.13 percent), the tourism industry
(3.85 percent), and the luxury goods industry (3.85 percent) have
the highest amount of concentration in the branding research of
holding companies.

To answer the research questions, the road map framework with
three levels of goals (micro), strategies (intermediate) and
infrastructure (organizational factors) (macro) was used. Each of
the selected articles was analyzed to determine the components
and components of of these three levels, allowing for the
calculation of their concepts and codes. Because the text of the
articles is used to answer the questions, and due to the fact that
the three main categories include goals, strategy and internal
organizational factors affecting branding in the eyes of the
researchers, qualitative content analysis was used. In this way, by
using qualitative content analysis in the articles, it is tried to
identify and count appropriate and relevant codes and concepts
for the answers to the research questions.
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In response to the first question of the research, 45 final codes
were obtained in relation to branding goals in holdings. In the next
step, a set of concepts was created. Finally, after going back and
forth among the codes, 10 concepts including "improving brand
financial performance", "increasing brand equity", "increasing trust
in the brand", "strengthening the brand", "increasing company
reputation"”, "value growth" Creation", "Strengthening the
strategic position of brands", "Increasing bargaining power",
"Improving perceptions of the brand", "Achieving economies of
scale and diversity”, and "Achieving market intelligence" as
branding objectives in the holding company. was obtained.

To address the second research question regarding branding
strategies in holding companies, qualitative content analysis was
employed. After reviewing the selected articles, a total of 36 final
codes were extracted. From these codes, a total of 7 concepts
include "brand portfolio strategies", "branding strategies", "brand
management”, "brand complements", "brand initiatives",
"collaboration  with  stakeholders", and ‘"social media
management". For branding strategies in holdings, branding of
holdings was identified in the existing literature.

Finally, in order to provide an appropriate answer to the third
question of the research (intra-organizational factors affecting
branding in holding companies), qualitative content analysis
technique was also used through the relevant literature. In the
table below, the extracted final codes related to the third research
question (intra-organizational factors affecting branding in
holdings) are reported. In total, 48 final codes and 13 concepts
were identified including "organizational resources, capabilities,
and competencies," "customer  knowledge," "financial
investment,"  "organizational culture," "branding policy,"
"corporate governance," Expertise in the field of branding”, "Inter-
organizational changes", "National and international partnership",
“National and international coalitions", "Inter-organizational
relationship management", "Innovation strategy" and "Brand
development strategy".
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According to the answers provided to the three questions related
to the components of the branding road map in the holdings in the
metacombination section, the results are summarized in the table
below. The following table shows the concepts related to the three
levels of branding road map in holdings. Considering that the road
map is examined at three levels (corresponding to the three
questions of the research, at the micro level, the category of
branding goals, at the middle level, at the category of branding
strategies and tactics, and at the macro level, the category of
internal organizational factors was discussed. At the micro level,
three goals including "creating economic value", "improving brand
position", and "creating brand differentiation” were identified. At
the middle level (strategies), three strategies including "brand
architecture", "brand interaction", and "brand genius" were
calculated. Finally, at the macro level (organizational factors),
"organizational capabilities management", "organizational
behaviors and interactions”, "organizational growth and
development", and "organization brand portfolio management" as
the most important organizational factors affecting branding in
holdings were determined.

4. CONCLUSION

Considering the importance and benefits of branding for
companies of different sizes, especially holding companies, and
despite the fact that many previous studies have dealt with
branding in small and medium-sized companies, but few studies in
the field of branding in companies large and holdings, it is
necessary to conduct a deep study to identify a road map for
holdings. In this regard, the present study tried to design a road
map by conducting a meta-combination on the studies conducted
in the field of branding in holding companies. This is the first study
that presents a multi-level model for branding in holdings. In
addition, this study has attempted to design such a model by using
the metacombination strategy and examining the results of
previous research. Therefore, the present study helps to enrich the
literature of branding in holdings.
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It should be remembered that the literature on branding in
holdings is scattered and decentralized and no road map has been
provided for it so far. For this purpose, a road map with three
levels was designed. At the micro level, branding goals were
identified, at the medium level, branding strategies were
identified, and at the macro level, internal organizational factors
affecting branding in holdings were identified.

Keywords: Branding, Pattern, Brand Architecture, Multi-Level
Model, Holding.
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