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a qualitative approach. Data were obtained through in-depth interviews
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three stages of open, axial, and selective coding using MAXQDA 10
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were used to assess reliability and validity. Also, the test-retest
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Extended Abstract
Introduction

In recent years, the increasing growth of home-based businesses in Iran has been considered
as one of the effective solutions in reducing the unemployment rate and increasing the GDP.
According to statistics, about 30 percent of micro-businesses in the country are home-based
(Dorodi & Hemati, 2022). Despite this potential, these business owners face serious
challenges such as lack of marketing skills and limited financial resources (Seyyed Ghaffari et
al., 2024). Meanwhile, digital marketing has been recognized as an efficient method for
growing these businesses due to its low costs and easy access (Moradi Ziba et al., 2023). In
such circumstances, the mere use of digital marketing may not be enough to attract customer
attention and create differentiation (gholipourdamieh, 2023). Consumers today are faced with
a huge amount of advertising and content in the online space, and this has made it more
difficult to influence their purchasing behavior. Therefore, there is a need for new and more
efficient approaches that can have a deeper impact on the audience in this competitive
environment (Salehi & Bourghani, 2025). By focusing on influencing the subconscious mind
of customers, neuromarketing has been able to create significant changes in purchasing
behavior (Amiri & Davari, 2022). However, the high costs of implementing this method have
limited it to large organizations and made it inaccessible to small and home businesses
(Nilashi et al, 2020).

The necessity of conducting this research is that despite the high potential of home
businesses, marketing challenges and resource constraints have hindered the growth of this
sector. In this regard, combining neuromarketing and digital marketing can be a new solution
to influence the subconscious mind of customers and increase marketing efficiency at lower
costs. Inspired by previous studies, including those that emphasize the importance of digital
marketing and innovation in small businesses, this research attempts to fill the gap in the
literature on the subject.

The main issue of this research is the lack of a practical and low-cost model for implementing
neuro-digital marketing in home businesses. Given the need to support this economic sector
and its role in the development of the country, designing such a model can be an effective step
towards empowering home business owners. Using grounded theory and interviews with 25
experts in the fields of neuromarketing, digital marketing, and home-based businesses; this
study identifies key components and presents a hybrid model. The case study of this research
is home-based businesses in Isfahan province, which is selected as a representative sample of
this field in Iran. This issue has created a significant gap in the marketing literature: How can
we design an efficient and low-cost model that combines neuromarketing and digital
marketing to lead to sustainable growth of home-based businesses?

Theoretical Framework

Definitions of Neuromarketing :As a modern research method, neuromarketing examines
and analyzes people's unconscious information through observation of neural processes,
without the need to directly ask about their thoughts, feelings, or decision-making strategies
(Marc, 2018). This field has specifically expanded traditional marketing methods by using
instinctive brain stimuli to intentionally shape consumer responses (Quiles peres et al., 2025).
Neuromarketing refers to the interaction of consumer behavior science with neuroscience and,
in another definition, is the application of scientific findings from the consumer brain and
neuroscience in the field of practical management. This type of marketing also has social
aspects (Pileliene & Grigaliunaite, 2017).

Digital Marketing: Overall, the commercial use of the Internet has expanded dramatically
over the past quarter century. During this time, the business landscape has changed at a rapid
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pace and intensity. Large multinational corporations such as Google, Facebook, Amazon,
Alibaba, eBay, and Uber have emerged as major players in the modern economy over the past
two decades. According to statistics, in 2015, online sales accounted for 7.4% of total retail
spending in the United States, the highest percentage recorded since records began in 1999
(naghizade et al., 2023). Also, the share of sales via mobile devices has increased rapidly from
about 22% to 27%. Currently, companies are focusing on creating a “digital relationship” with
customers. In addition, digital technologies and tools such as smartphones, smart products, the
Internet of Things, artificial intelligence, and deep learning all promise significant changes in
the lives of consumers in the near future (Noraee, 2025).

The Role of Digital Marketing in the Success of Home-Based Businesses: Digital
marketing, as a strategic tool, plays a key role in addressing the challenges faced by home-
based businesses. One of the main advantages of digital marketing is easy and low-cost access
to vast markets (Amiri & Naderi, 2020). Home-based businesses often face geographical
limitations and lack strong distribution networks, but by using digital platforms such as social
networks, websites, and online marketplaces, they can offer their products and services to a
global audience (Malik et al., 2024). This not only reduces the challenge of limited market
access, but also creates new opportunities for increased revenue and business growth
(Mahdavian & Kolour, 2022).

In addition, digital marketing allows home businesses to accurately measure and improve
their performance by providing advanced analytical tools (Dorodi & Hemati, 2022). This is
especially crucial when facing challenges such as lack of access to market data and
competition from larger businesses. By analyzing customer data, home businesses can update
their strategies and design targeted campaigns (Malik & Alkhaldi, 2022). Also, using methods
such as SEO, email marketing, and paid advertising, digital marketing allows them to attract
new customers and retain existing ones at the lowest cost (Magidi, 2024). These features
make digital marketing the best approach for home-based businesses, as it not only reduces
financial and structural challenges, but also propels them towards sustainable growth (Safayie
& Naghavi, 2021).

Neuro-Digital Marketing Combination: The combination of neuro-marketing and digital
marketing allows for the creation of effective advertising and marketing messages. On the
other hand, digital marketing allows for the dissemination of these messages to the widest
possible range by using platforms such as social networks, search engines, and email
marketing (gholipourdamich, 2023). This combination allows businesses to target the largest
number of audiences at the lowest cost and maximize the return on their advertising
(Gonzalez & Soto, 2024). For example, using SEO and PPC techniques along with content
designed based on neuromarketing principles can lead to attracting target audiences and
increasing their engagement (Chaffey, 2019). As a result, this combination not only reduces
the challenges of attracting and retaining customers, but also helps businesses succeed in
today's competitive environment (Fallah, 2018).

Research Methodology

The research method is applicable in terms of its purpose, and qualitative and
phenomenological in terms of its implementation, and has inductive and deductive
approaches. Data was collected through in-depth interviews with 25 university professors,
experts, and specialists in the field of home business management nationwide, estimated to
take approximately 40 minutes for each interview and were selected using non-probability
judgmental (purposive) sampling. The data collection tool includes semi-structured
interviews.
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Research findings

Data analysis was performed using MAXQDA 10 software. The results indicate that the
following 12 main factors were identified in the constructed paradigm model. The
requirement for modern marketing practices and cost management as causal factors, internal
and environmental challenges as intervening factors, cultural, social and technological
readiness as contextual factors, digitalization of processes based on psychological factors,
digital advertising design with neuromarketing teachings and digital content production with
artificial intelligence as strategies, and sustainable competitiveness, positive impact on society
and the economy, and development and productivity as outcomes were introduced in this
paradigm model.

Conclusion

The present study was conducted with the aim of designing a neuro-digital marketing model
for home businesses. The results of this study are consistent with the results of Kalour &
Azarbaijani (2022), Manani et al. (2021), Safayi & Naghavi (2025), Mahdavian (2022),
Magidi (2024), Ariely & Brens (2018), Ghodsi (2022), Reaschke & Mason (2022), Parchami
& Jalili (2019), and Afshar et al. (2022). Also, in this study, for the first time, three strategies
were proposed for the implementation and execution of neuro-digital marketing for home
businesses that do not exist in previous studies. These are: digitizing processes based on
psychological factors, designing digital advertisements with neuro-marketing teachings, and
producing digital content with artificial intelligence.

Based on the results of this research, the following suggestions are made:

Based on the results of past neuromarketing research, home-based businesses can improve
their marketing systems to make digital advertising more effective. They can also increase the
effectiveness of their digital marketing at the lowest cost by using artificial intelligence
techniques. By combining neuro-digital marketing, home-based business owners can increase
the development and productivity of their businesses, create sustainable competitiveness, and
have a significant impact on society and the economy in the long term.

Behzad Haj Rahimi, Mehdi parhizgar, Mirza Hassan Hoseini, Saeed Farjam, Vali Mohammad Darini: Developing a
Neuro-Digital Marketing Model for Home-Based Businesses




2», ‘c',“?.; ~
:. %; g S S g0 30 (9 BT (! Al fad
- hitps://www.jvcbm.ir
oy 52 5

ng \,_‘i‘ )

eISSN: 2980-8359 () a9 e

S b ) g (512 Jlams — mas S50 Jowo &1

Eead s (J9 ¢ Pl B ourw (T e g D gmo T i g (S0 ) ey gl O e

Ol D1 g ply o8l (B 53k Ly ke 03,8 6553 5 gl -
.[)‘ﬁ‘ ¢()\J€J ‘)}3 rl.:.: aLi.iJ‘.) o pde Q}f‘}b&ﬂ‘*v
Ol €O 55 by o815 6y pika 055 eslel ¥

Ol O g ply o5 (e 05 8 skl —F

o> OUPEF R

L (Sl slalS 5 (ol s e 23 e 8 s 5 ol b el ol Con T

< 5 . . G;Jl’ é.)w

Oyt 53 (S a8 5euS 0953059, iy 4 a5 b .Gl sluosls gils a3 oy 5l eslanal | VEE sls £ 1

: Bl

3 S5 bl sladie & 5L (el Lalsl ad g (BIE1 s @S Rl 5s LT BB (P b

S 3 Calr 03 SRy ol b b G S i IS s ol (s 4 5a0ST VFF sl Y
o) 53 Ol lealo 5 Olaaiie & Y0 b Gras laaslas 5 b i bosls .ol od ol i
g5 5 s S ap gy b oS (Sl sl s 5 Jimms bl o e b
5 Gogme b IS do o 55 Laesls o 5 4 leT G Ll Ol b 58
5 bl @b 6l sk ol b3 288 bt MAXQDA 10 S5l 5 51 eslizul L gl
cCalitee Sles o3 33 5 axlae Ll sdoes OIS US L 050350 SLL (pmoman b oslizal -

- . 5 o319 uls”

bl 4 e e b Sl gl (YL O 5 szl edasdli o T s 4 AV Usles .

: (s 2bobb

Sl LSS S S 5 e ol 53 ekl Jde i Lol dshe VW 5 Alshe ) M s b

Olalo & dde o1 A8 (oo sty (S Gl seS gl auje op S L 1) Jlows 5 e (S sl pnS

5 Ay a0l o8 Ta b a3 s e 850 L b as e oSS Kl sla )8 senS
03 dlams e SLLIL Gl Gl esmoly Olse a4 Wilg o e cpl ol s L anw g
3,8 55 eslizal 540 Sl sl senS

ol g b,
Slads (g5l Aol
bz s & 5

SHELAFD) (dases L;b (0> 9 darw Lrl:-).% = ‘_j}:ﬁ g (S L)l?}:ﬂ).i L:‘}e > C\:— Z(APA) u\e}f Sliw! Mo d_' Qiﬁb’

FAY=F50 SO 5 5 S ko g 2 3T i) aolilad, Sl a5 (6 s Sy 3 — e b1k Joke

d- | hitps:/doi.org/10.22034/jvcbm.2025.515494.1535

Authors retain the copyright and full publishing rights.

Attribution 4.0 International (CC BY 4.0)
)}a‘gﬁb)lfj‘?“‘f}ctﬁ o pde owlk»&u,)g;f :}3:5
s s 1] e o g3

Published by Research Center of Resource Management Studies and Knowledge-Based
Business. This article is an open access article licensed under the Creative Commons

m.parhizgar@pnu.ac.ir :_faey|

S 18 5 (s Sl s = (e I3l ke 1)1 53 e (S el b dons ¢ o e 1 n 8 S8 g oy £ 35




T A . . . ’;

9 s Sy e 30 (9 BT 3ol 4ol fad 'l- £
https://www.jvcbm.ir % N

dodRo

G F 5 A 55 e sl 51 (S Ol a0l 53 (Sl Gyl S okt sy sl sladle s
3555 G, S 3l oy ¥ spde QLT el ol 4 S 1 S ar 5 350 sl LAl WS g il Bl
G sl e U a8 s S ol Olmlis ¢ il ol 5525 b (Dorodi & Hemati, 2022) dizes Sl ¢ 528
«Ole opl ,> Seyyed Ghaffari et al, 2024)) dis 4>l 40 Jbs cl;.a Codgdmme 5 obb i )lgs 5508 s
ol Ay sl LT e i) 5l S Olge 4 Ol gz 5 oml slaania s 4 dlews bsI5L
Jlows obolL 5oy eslanal ¢ ol o o> 55 (Moradi Ziba et al, 2023) Cowl sid alis b )l8 5 S
b o33 8l 08 aS" s e (gholipourdamieh,2023) wals 3157 jlas sbowl 5 0L j2iw 4o 5 o g1 ol See
Sy 5 S ST 48l o Eol ol cpl s cditees axlge p T (Gldd 5 Isims 5 Slads I eskae o
Glab cpl 53 Wiy o 38 0 el ST 5 s Sa S0y & 5 oplple a8 olsds T W=
(Salehi & Bourghani, 2025) &1 olbbes s (6 5 Goes =6 (B

LA ) )3 5 BB Dl el sl 5 (0L e o8 T b 85 NE ST S e b e abISL
03 S 3gd>ea ef)j Lol a1y 0T ¢ sy ol sl ! YL sbaas ja Ll (Amiri & Davari, 2022) LS sl
{(Nilashi et al, 2020) coul w5le lic s Sl 5 &S 5 sla, I8 5euS (l

(Sl (a8 S GV Jeily 395 b 45 3,5 0)s 35500l 4 Ol s nl plonl S5,
o3l S 7 dly ol 3 sl a b arl e lgn by e ol Ay cmlie Sussdome 5 oll5 (sla e
b Lol b Sl 5 0k pte o8 T 56 03 S5 sl o5 )00 5 on Jlizs 5 s
s dbams SLoLL Caeal 5 &8 olafass der SIS Sldlle 51 algdl b (hagl o 3L 5ol glaa s
ST 1y g an Dol 533 g e SIS B LS e AN (s AST S S a8 S s 68Ty

5> Jious— aae SLLGL Gl 6l @J-Avf 3 38 S s e SRl opl kel dis
b 5ES wr g 53 0T i s olal it ol 3l Culex Sops 4 dr 5 b Sl Sl (sl S s nS
31 oslizal b aalllas ol il (S0l 6la S oS Olomlos (Sluinil i g 13 Jige (o8 Wl Sk o
S, S 5 s (mae oLl lae) o Oliaasis 51 & YO b as-bas 5 sluesls 5l a5 i)
S senS (s pl sase adlas 3303 e oS 5 e ) 5 S gl slaks 4 (S
el 0 Sl Ol 53 035 o 51 (Slod s 4 gas Ol gt 40 45 Sl Olgian! Olial Sl

5 e Sl S Ol e 6585 1l 038 bl bl Slasl 53 1y e BB O s oyl
?:ﬁﬁwﬁudu,\s,w,\%gu,qss;f\,b‘gprs,m,lsgmd%g

ui;uéu,tf}_.,sdlﬂJuﬁg—M&g,\jpdaﬁm,l:@);M‘;,‘C\?}W‘wyU,,,Utf}_.aﬁéw‘w,cbaw




79 S S e 38 (9 ST bl 4ol fad
g https://www.jvebm.ir

ool

% O

9k gga;‘,at\
LTIt

S5 Sl
s bk el
sdalie G b 51 o131 oBTo b Sl Joni 5 (o) & oo G by O3 Olge 4 e SLLL
AT (68 s Sl 12l b Ol QS 1 it oy 0 55 Oa 03513500 (e slatyT 5
Sz e S8 oS el eslizal b e byl sl sy S 4 ol b 405 nl (Marc, 2018)
b & mae oL,I5L (Quiles peres et al,2025) ol astls Q8 AS 5 uzs Glagal 4 gdas L
Slasl 5 a5l ede glaadl 58 4 s a4 5 3,0 o)Ll Slasl psle b oS o e 13, p ke
Sl Sla) 55 5 5o Flomrl Slaaiar 1 GLOLL g5 Gl 2she o e Ly s oj s 53 oS e
.(Pileliene and Grigaliunaite, 2017)
e gole DL > gk D g 4 Olzer (eae SLODL e woj cpl 5o Sl el iy o e
Sl 5 I Sla K I (AL a3l 4 Olebl pde (yssiome ol ol B3 1 (S sk e
Cos Ol pte o 568 Loyl & 55 .(apriliant and takahashi, 2024) Coul 51 31 6l e Sl 4 s 23 4 b s 0
o el ol 4 (m 2boL s s O AS s e 55 5 255 5 F3e Jalse plulis 6l ool e
UL Ly S eh 4 e S o (Sl e glas Sy y opl 3 kil es OUT bl JolS
P55 o e IS5 8005 53 4 (e

Lol 3 pe S 4 Lo OE S 5 e 2 5 5SS i slel @

Lol ozs sl Il 3 b Sl Cos DB S o ae (83 3 e i 5 S Gl 5 B e
oS 0l 4 S g o e KA Kb Olsie 4 5 e 5 (f UL ST Sl g L
(Hsu, 2017) S o Joe K0
UL GeS e 4 GBS e alal 5 ible sl 2ST5 5 b 8 e anllln 4 bl ST el oyl
0S5 e o 53> e STy el J g 3l p 35 oS S iy el il oIt Sl asls,
Aas 1B e 5 LB sk a3t DY pame B9 55 Al 536 0050
e 2oL Jlae 5o e oL
e SBnT 5 s 3o b 513131 68T b SleMbl a4 ¢ Gaiios 8 ogy €SGOl 4 mae obI5L
BT gla STy lowi 5 0Ll sae p obolb SlacS e 5T K& ) oo Lo cpl 3503 5 o
hol Coa oS dikizms 5131 51 S ol cpl L (Faeqi et al, 2024) Col 43 5 Sy 5 (slags 1S sl 3
G B SV a3 51 a8 i)l 5L 0T & by oS ol S YIS 5 4 O j2ie 038 deliza ae obsl50
A5 Ll S (o Slie 4 olabl 4 o Sl " me UL R6 5 b Bikes alise g ol Ll
.(Facqi et al, 2025) 535 o juuds
ESG w1 OT Ooda 53305 5 o0 LoLL (SeS e b agarlgn 55 DLl jae 3 Shas 0 5w anlllas 4y cze oL 15L

b 03 cpl oSl 0S5 i 4185 5 (68 s 1S s ol S SO0 Sl selagdls 5 S S

LS}BL;L»Jlfj\fmfslﬁdkggz—&.\ap&li)\jlfd.hs\ibl:&)Awéjg(l?)éw‘wleﬂ«)fﬁzsw«w’)cb:lx{




A9 S S ke 33 (AT b3 el b . :
https://www.jvebm.ir s

£2
% S
29y ﬁ’f%“
LR

a2y ol 6,8 5 das Fo 0Lt S 53 Sk ar (bl SlacS e L gl s rLi;» S ol .
.(Darghi, 2014) Sph o fds b pa g,bly i 5 6 rhe olg 6’~§M

o 38 Sose 0Ll e s Sas o8 s Gl odiS' 5 S, (sn S 3l AST pae GLIL
50 o8 T b a3 i 283 (sacdlad oy 40 1 dias oo 0L &S ST o oy p 1y oladle (6540 655
o S 55T 5 OLla0lss o) ol 5Ll 13 ST J 28 Cou 28 unT 3 ol 5 5 sd 00 ol
by oslas Gl 28Ty b anly jre o8To sl il o)aws Gl 6550 eSS il s oSl
.(Darghi, 2014) 45" ¢S o

Lo ()L Blge

T R R T B R P
Db gy 4 IS o STy i (6 SU1 ile ad iy (gla g, Sl eslizal (o ol bt b s 6] Sls15L
(IS sk 4 a5l s VU ok a LT Tl ke dige pl ST 6SGST Olgy (lresls el
Sl Glalows 55 cwae )1 p sl Gl Jseme Glaausa s b Sl GLLLL SO b s, Sl 5 s
LSl YL Y pene a5 ol 6lo ladasen 55 5 ol Sl 55 ;Y500 e 3o Lo e b 4 a2l
o 5l eaps 48,8 5 55 Wl oS 550 5 6805 Sl Jels e (Gl sl By Slad i Jls oyl
RN PP PRSI PURNC. G P TI WP SPPRESE VO g I o 5 oy ey sa
{Karmarkar & Plassman, 2017) 5 4%

a5 S5l b LS e Gl S 5 VU slawia LT & Sl (ol 55300 e o (glalins bl 3
slaay s 0T 53 oS Glal 0 (ol Hsb 4 .S Eul, cbjyls S ausm S i oLyl sla ig, L Llg e
Fap I OT Ooda o Sl (gldl jo 055 alin oy je LU Sl by b WIS o0l S5z 58
Lok aie 55 adsl Sladles ¢l s J(Alroroshoud & Gohari, 2025) Coul Sbuls 5o,k 5l 552 50 J sames
o3 ST S 03 S 4 oS U mn Sl 2S5 g5l (81 (S5l SBESESS S eslizal ke e
558 00 OT sdoes )l 4 cze (S 2Ty 55 5 Jgamen &S5 U0 pomn & s Sla 28Ty plulis Jals al e o
. (Hubert & Kenning, 2025),10& 5T 0T s pas Ll 5 0 &S
c,.w\O_{wg;,.w;ﬂ\,x};@qr@jﬂ(\&u;&\);Lega‘ywuj\?ﬂgwu@,:,\ipm
laaill ply 53 e L ESTs 4 Wpame (b 5 Gy (e 2L Slllas i &8 ABL gae ol
Sl Wlandl 45 068 6 Sladllas oyl 395 opl b lilodd 557 aze (Dbl b sluad Ails ¢ guames (6 s Sdme
) pl (Hubert & Kenning, 2025) &jle Las o adls b 5o Olosandl &5 1y gze (S5l 3 5028 I okl Cawss
3y o bl e ia) b amlie 53 mae (e sdl Sl Ba) (bl s 51 BB e OSG)  sie

.(Hubert & Kenning, 2018) 5 35 oo wlus| aiuey ol 55 (6 2iw Slidiss 4 L5 5 3,1

SO SIS 50 (5l y s — (a5l Jobe 411503 eme I cplr 3 dn ¢ e 1 e 0 2y g ¢ oms £ 352




9 s S e 33 (o BT (351 el fu
g https://www.jvebm.ir
oy nyw gﬁ:\a“

o
. o

Jlsm s 2Lk

o) 03l il B a8 (o8 et b Sl ol eslinal & Sl 03 00K @ K5 (IS b
Sop hedir LS 5wl ods 08 5 s B Ous 5 S L,y S BINHA-ENY
AL Oyl slasl s Juol 01,50 Ol sie 4 508 ans 93 53 sl 5 (ol bl e 0 93LT oS gt (&5 0 goean
355 4 |y odoute VL 55 g B3 5 (slady ja ST 5l Loy VF OpLT i YN0 Jle s s LT G Ltiles
naghizade et al, ) 35, o sled 4 1484 Jlu 5 HLT S5 5ET Ol 5l ekl dasys o 5YL &S s olazs]
ORIB A3 YV 4 Aoy YY s g Sl e A5 Lol e s e i ,b 5| s p g copomenr (2023
cpl 2 oo ol odds (o ghams 0L i L Joe s dal )" ¢S5 sl 4 LS 5 S 05 ol Jl sl ail
5 s ien eldl 5l iadgs SV pase cliadgr gla 38 s glaylnl s Jlows glagsls
.(Noraee, 2025) das o 15 K35 0T 53 0 e S5 55 s BB Ol ok b 5 Ko cGoee 5,830
b d (2bs15k g dgae 9 bl w

314 Sl sy ndmie sblge S eleMbl (655l pae 55 cp sy glaslpl 1SS Olse 4 dlaws obyl5L
Ol (i laaawly Codo 5 (5,555 s w0 ey sa 2alS caele YF O g e jtes 53 4 Ol e e
B 158 O8Ik g 5 Slas b a5 s (glaosls (55T mear 5 (6,8 o511 bl i 4 L 15k
b bbb o nl el cpl bs ST o)Ll (e Lok sla sy b Ol e ealinad Sl piman 5 cay 3205 5
0 0T S8 358 e 5 ()3l 4 ks (Kol 4 015 or 0T Ao 5145 ol arlgo 35 a5 sukons
Sladsa s 5 (DUebT GLdl st 5 el (gla Al Gl 5 s 5103 Ol «Oada lalil 5 el
L5 5 S sl 2l (Noraee abadeh, 2024) 5 S o lal  Jases pole 5 @ Sl Jds 4y S YL
e 5 ol 5 (S s g 5 pla Al b (SOl (Ll 5 S i (sl 3y L (SO
AU o 1y b5 S ol dnn g 5 iy Wil 0 S Sl I e 5 Jlo Bl 4 (o e 3 3 gidons
S able s Wlg o Sl g g)ale 4 L ‘_S‘wa‘j 2! » osde .(Mahdavian & Kolour, 2022) das | 3
B33l 55 oyt o Lai g el Pl ST Jae mle 6 Ol 4 cdimn Cand Jlimms glals Ly
b S s 5 me 53 Sl (See s ST ST Ly ()8 senS f8 ol Saoie s Hl
5 Sy ollant dajl Jlamms Slasll 53 oyl 3 S 5 e e Sl (man 3,8 e3litals s
Sl esleul 5 calin (655540l 5 b «Jl= ool b .(Parchami & Jalali, 2019) Cula S s5CnS” opl 55 p3la STIRY
Sy o (Sl )l 5 S YU Gl fily s 35 ake b il ol Ol e Wb (gle, Kl
{(Safayie & Naghavi, 2021)

ol 5 6353 & (Sals (o mlin & g 2> Cupdome L3l sl oo Kb la)lS 5 oS
355 il ol 51 S (Naghizade et al, 2023) dins 4l 55 5,505 Jame 5 (5l e s b o

k;.;uL;Lh)lfj\fmfé‘ﬁJ\::"L!‘J_&.»49‘jli_)‘_}l{JJAQ')'I&)}M&)E(\?}W‘WW'jﬂcjlfkhﬁs#ﬁcw,-)cbibe




A9 S S ke 33 (AT b3 el b .
https://www.jvcbm.ir ps o

£2
%
i gsfa“
LR

Golw gl i 28 5 anwy Bl Sl S el sgiome (S0 58 (5L (imen 358 i (53l
[(Safayie & Naghavi, 2025) b Cws g5 b6 Liy 4 58 5eS & Slojofs sl

(s 5 oA alys g L 4 o3 28 Slayll (35 S 4 (g s pde () 0sdle
o, LS 55 Jelgs ol .(Mahdavian & Kolour, 2022) das zalS 1y o5l ys 5 555 sbls b Uiy
LS gn 3,515 (S SIS S Ol 1y (5 Ui e a5 S )5 LIS s Lol 3

ol 3 S Amen 5ys5 635 4 pamie bl L Sl Gl s S (B0l 5 e 4
Loes 53 S5 5 Gl gm0 S g (Conl () 5 paed (S5 o Jolad sl 53 (651555 o Sl
P pman 35 e i (Sagu b g el Il Ll pabe l Sshe e o) 4 Gl
355 b8 STl Ollo 58 Eol Sl (S gl Slaeyslie 5 (oamad Gla sl 4 g
S5 51 (6 elemt (gla 5l cnl oMo pd ino g daT s slacs s 5 (Jle o ke ¢ LLIL slacs 31 !
Loy ()8 3Kl 5 BN 2l 4 WS e Ol ie b 0L L dtes Jolad e 5 gl L o
b ol L0, 5 sl o mlem g, aly) 4 a5 diels b il oyl (Parchami & Jalali, 2019)
s aalsl s b 4 b gl e 53 Ll (Sl (gl S Ol lo

SO S g Cufgo s Sl d b1k S

Sl 5 S st SN 03,87 Db 55 ST (58 S0 H 1l 5l e Olge 4 Jlams b 515L
Sl 03,28 (slayl3l 4 w208 5 OloT (o s ez L15L bl o 5 ol 51 (SO S o i) S
S i GBSl 55 5 B ey son b el Sl sla,8 5 S (Amiri & Naderi, 2020)
Al o e p T Glaslil s besluss o sle! et Aol o s lap ity Sl eslizl b Lol cdius 4l e
Sy gdoes (il Les & el ol (Malik et al, 2024) LS as 0 Sl Olbbre 4 1) 555 Dleds 5 OY guams
LS o sl LIS S wiy 5 LT s Rl gl il s p AL cdas o SEaST 1) L 4 ez
.(Mahdavian & Kolour, 2022)

5 Shes b das o Ol Sl (slayl8 5 oS w0 iy bows byl 8150 L Jlaws oL ecpl 2 osdhe
@l bagrlsn )3 0315 & ¢ g 50 cal (Dorodi & hemati, 2022) dtsns 3 5gs 5 5 S 031 33 41y 555
Glosls flos & b 5ol Sl sl 55 Sl S b i) 5 L slaesls 4 o s pe ke
b smasdn SlaaS 5 03,8 Slayissn st Gl Wlg e Sl Gl 5 S 0l i
5 6K e femsl st A5le gla gy Sl eslizal b Jlaws obolb ¢ pmoman . (Malik & Alkhaldi, 2022)4:8”
(magidi, 2024) wS" o al b 4y 5a op 28 b1y 3z g Db ke Bis 5 e OL e Sl Ol (I gy Sy
Sl oph asld Kb GlylS 5 oS Gl osd o 2 Olsie & iz GULL 2 d o Lol b S35 ol
Safayie & ) A3 oo Ggm bl iy G 4 1) LOT 4L cdas o 28l 1 (goltle 5 Jbo gla 2l g5 &

.(Naghavi, 2021

SO SIS 50 (5l y s — (a5l Jobe 411503 eme I cplr 3 dn ¢ e 1 e 0 2y g ¢ oms £ 352




79 S S e 38 (9 ST bl 4ol fad
g https://www.jvebm.ir

ool

% O

9k gga;‘,at\
LTIt

Jhmd - (vas (20515 s §

G S A8 oo oal 3 1) S50 GLsI5L slaply 5 S sl OSG Jlames GbolL 5 (omae (USI5L S 5
OISl S e frosl 5 gt (sla) 5 g0 ¢ o lor] (slaeSis e glap ity 31 oslinl b s 515k ¢ S0
ba,l8 5S4 S5 ul (gholipourdamieh,2023) &S o ol 3 oS 03l o o3 28 55 15 laply cal Lasi]
Wile p ST 4 1y 355 Slds 253l 5 dias 15 Coda |y Olblous 3w o i ca 5o o 2aS LG s s 05l
LS 53 (PPC) Jp Slils 5 (SEO) g oSS 51 slizul «Jle Ol ge 4 (Gonzalez & Soto, 2024)
58 e LOT Jobs [2l3l 5 s Olblies G 4 Ll o ¢ mas ob15L Jgeal olil s o 1 b (6 i
o aSL s o 2T 1) O zie Lis 5 Ode 4 by e gl il S & oS 5 opl cams s (Chaffey, 2019)
J(Fallah,2018) dul s b g 4 55,0l (26 Jaes 3 b LS 0 S8 a8 s S

AL Ly el S )\.lfﬂil: Jelse g m Olge b Jiags 5> (Safayie & Naghavi, 2025)
Shaslr G Shs mbe 28 oy 4 (bl GbaSs b Shs mile b (S sla) S
4 W15 o o) el dam 5 & 3l O gl zstls 5 (S (slayl8 50 S 3 AT ana i 53 oloz|
el et bk Sl ealy S Kl & a0l 3 05 e (S gl senS dre s
L oyLal Kb sl )8y S (gl

s 4 NI i (5l Jous 5 omae oL 5512 Olsie b sldlis s (Lizeth & pablo, 2024)
@l s e diS s e gl 5 Sl 5 L Sl Slaply ol 6l Jliams e 2LODL ST eslizad
S oS ool gl pl AT ol 1) e O e 5 i 35 |y i S50 Uil g By cpl oS 0l O
A2 0T ol Sl 1 el a0 loslat bl s e 1) Jliam s = (e L1k

4 ges Slalee e Jlows obslk sladde Olge b Jiays s (lakkiya & Manikandan, 2024)
Ollons 2 (ge (Sladile & Loy a1l 4 15088 STkl OIS sl )b 31l & Ol
Ly ol Sy chias o il 1y ohlS iz e [ f0 LTkl 018 0Ly (6l Jemms SbolL 55 e
5 smae 3L Sl eslinad Ste b 4 g ol s S e Fesle | e A5 Gl T3 5 ST o (i Sty
ol Sl s Ll i laa ja b ablie (sl (Kl Ll ds o)Ll 6o S sl S gl Sl
il byl s S &

5o Vb o s absly 1l s e 3 s 2L Olge b (hays s (Gonzalez & Soto, 2024)
Ly b & 31 0L gl izl 01l Slabeonl 2 Calo Oy (b 5B s 4 0l o b
e SU o 4 s ol s s ) IS 4 s des (I 01l Slelesl 5 e Sl
Sl S35l 5 ) St S ke 3 5 5k Ll s 0L 1y St s b3k o s (il 51 szl

R Y

LS}BL;L»Jlfj\fmfslﬁdkggz—&.\ap&li)\jlfd.hs\ibl:&)Awéjg(l?)éw‘wleﬂ«)fﬁzsw«w’)cb:lx{




g 2
A9 S S ke 33 (AT b3 el b . :
https://www .jvcbm.ir ! ‘,5:5

£2
% S
29y 54:"‘“
LR

hows Sy cbgwy ol osmas Jsa Sl osdll oslauh Olge L sldlas s (Bella & Adha, 2023)
s GG slaply 0387 (b lie (6l Sl s mae 2bOL Sl esliel gy 4 (e GLOLL 3 S0,
313 OUS gl 53,57 ASTE (mae ol 5L eSS Gy b Sl dlams e ol ptn ol ool 2 g 2
S S Gl Lo Jims 5 (ae SLHLL S5 sl 03 i s b A s Wl &S
.HL.':..ZO:.:SLﬁ&;é&f&hﬂf;gﬁ&lﬂQTL§|J>.-|L;|J{L§)&A|)).L§:%¢?)£}L}:A

Slb el mul @l 5 bdels 5 Mo S 1 by Olge b tags > (Moradi Ziba et al, 2023)
53 dlmus Sbobb lag st mal sl Jde b & (@] 35, b Sl Gose STkl 5 Jlao s
S o gime haa 5l sl (slSs LB Sl ke 457 sl QLS @‘:5 iz ls o Sl (58 4 6L»gf'l-&)l.:,w|
O a4 Ay ol o s Jiaes UL sl pel s e s RB ST s e JHIs 5 LG
4 loslal 6 Somn ot ke las il 53 Ll b astls y &S S (sla)l senS sl Jlams Lk
A e SLoI5L Sleslel 5 LS 5

3 oslizal b bline o6 b ot (slowly 53 (Son Jlizs = mae lyl5L b BT s S (sla 2y,
b (315 s s 3 dlaus ook slaylpl 5 Sl Jlesl 5 ceae oL Slsind slaelKaus
b b ge 5 6855 Slaobjle gl SKad odd cwyp o tash 53 B8 Sl puoman Lok g e 5 Cola
Sl eSS g s b heas sl )3 3 g G OKE o 5 ol Sl dileds s 5 (B VL JU SUls
s 3,5 o5l (Kils 5 S S sla)lS senS sl 0T (iluesly 4 ar 5 pde 4 05 oo Jlimmys — (e
ol 03 b sy ol 5 s il wsdS sl e 5o Jhems = ae UL S S L BT s S =
Sl G5 5wS 6l smbbl Do 4 Jiams = onae UL oS 5 Je Sl 5 o 4 ask
Sy @0 4 O30 5 (63,208 Syge 4 Jizus — gmae QLU S patie Caroler S Ol b et
2> Bl sy oo Jrags calplwl BY pdl 5l S aly) (Sl 5 S sS glalS senS
oyLal Sl sl )8 semnS” (g5lbloly 4 anslr 0L 5 Ol s 53 0dd sloul b JLizal 4 015 oo ¢ a5 Slosl

AL LS snS 6 5 ol e s 9 Sab e 6 nlin (e Lt G 15 o adlllan ol 575 S

G (ol 9
(V480) s 58 5 sl 2305 SCss b g sbvosls 4l ) (6,555 b oS ol (S Slalllan i 1 2ms3y
Lapllas Jdowi 5 ,b Sl i lag i 4 plaws e L dgeme jsba sluesls 4 ki B, el el bl
o) eSS 1 eslizul &b (Jl- o1 L (Salehi & Bourghani, 2025) 544 o 455 ;54 4SS gbsesls
Slaosls 31 oyl & gt Wl ghe 5 wali ¢Sy ol 03 3503 35m s 55 AS Slaiss ale e 53 s
64&.&;};@!3‘;\JM@@jl{.x”@)lfquubﬁd;ﬁéuq#W}S%ﬁ}oﬂdﬁm\d‘g{
b & a5 s ol Olgiol Ol 53 S 5oy g (5 Jlims — omas L dole s 5 b

anw g 9 DY ghe olelis (gl sluesls (g3ls ki gy 5l e opl Hs 63,5505 mr b s s SN 5

SO SIS 50 (5l y s — (a5l Jobe 411503 eme I cplr 3 dn ¢ e 1 e 0 2y g ¢ oms £ 352




79 S S e 38 (9 ST bl 4ol fad
g https://www.jvebm.ir

ool

% O 8

9k gga;‘,at\
LTIt

pepba e b S Ghash larm s 5 SLST Caale Jsaogsa i) opl . Conl ol o3lizul Joa
Sl 53 e pl S Sp s w5 b rmen 38 OBt ool S jae Jli s cnae oLl o5
a5 L 4 o Sl Gl e 63,55 Olgea sbuesls iy lghel Okl (Sl (sla)lS 5o S
i 8 ks andlas oyl

5 Sl o oslinl sl b (5,80 005 o basy Sl (S Olsiea diedds (S 6sas pay Sl candllas ol 5
G, S o e 059 Ol bt lo 5 OE o 0&iils dslul 51 L8 YO U Gras slaaslias G b i Laesls
balan ol 53 b 035 pens 4ids Framlian 2 Olej oo B b 4 o b (55T 538 mlaw 5o Sl
5 s Sk S 5 el 00T s sm sy Jalse Ol b 51 (G5 ik plal 4Bl sl o dad D)0 4 S
Sk S IS L Bl s e gl daul b Ol cdie ol (S3luesly 1 1 S Glay 5T Ol s
Sladely 5 dloms — qwae SLHIL Gl 5 Golesly b LU 5o bl Glag 51 2l Ol cJlams — oae
A e Jlim s 5 geae SLOLJde Glat s e b DL (Jle!

ol T ks ool (k5 pLsl 5 s b (s IS K05 5L (,HEUST Al e 5 ey 4 Y 4l
S 5 b aslae glasly Olaws b &) sk 05 78 Slalllas 3 s &5 35 Soygo pl 4 laasliae
.-li.ajf

Sy ol it a Jals ods | b (Solitin o 5 Watlias plnil (61 85 JSS s 5 (R el Gl sl
SLI (osTmer & psd Sidw b LT Jeans eae SLLL psede b DRSS 3 (s e
2 ey oSl 3 Ll ol ()l (sable 5 Jad (Ve o (i ke S L e
Al (5l oo datolian pladl S g > 8 b G50 Oy gty nlae 5 L3 2 e s S 5 sl 23l Je b o e
s K Ol U n 7 I8 S 4 03 5 Pod VU CE L e 5 15 kS 058 e e

AL ol B 5 13,5 (HEUS 1 laesls Jaa by Riagy 35 ( F 55093 Bl e ke 4
AT S 4 /AT 0T Hldie &5 A denloes A LS s )l o:l.é:.‘u\l{l.adj\f.lfcﬁglfm Ol jun .3 gad duslie
5 Sl & 505 O e amlaan Slez 05035k bl Sbiol 53w Tl JIEUS 53 o Y s Bl (Goks0lEs s )
S 5" 515" Olgea A e 53 a5 alie (SladS iyl opl s Lkd (6,18 US Tdoms ¢ aiutia Slej 53k 33 55
Go30la3 o7 (sl AV Jalme 0303T50 (obL o735 0T 5l S ol Ls § ks Bl pae Ol sioa O gline

.Qw\)b&\j&b')‘@,\lﬂ.ac’a»

LSJBL;Lh;lf‘,\fmf&‘ﬁJ\::"g::—&.Aa&li_)\jl{Jhﬁ')'ﬁ&)bwéjg(b}wgw“,w»Uﬂ«)lf};h,;&»l{.»«&:’)cb:l}'e




A9 S S ke 33 (AT b3 el b .
https://www.jvcbm.ir ps o

4,
%
i g&’fa“
LR

90T 3b (2bb dwlxe 1) Jou>

(o33 0405T5k bl | SBlg pde slis | Sllgslan | S S sl alas Ol ge Cass,
AR o A oy P02 \

VY o Yv o P08 Y

AF Y vV ¥4 PO11 ¥

IAD 5 o f P020 i

AV 3 VPV \PA Js
SR 3 Sasdl

bl s Sogy ol s rw;w;\u\ip;ﬂ_}, wuﬂ\;,;w&.)|p|¢j;|nm\Lgm;u&b;‘ﬂﬁwﬁ
oo Ol b s o5 50 40 gt 9 Jnn LntiLizs it 3 13 90 (Bl 5 (55 g GL) (1SS Lol o o e
oot 6Id) g Olajan 5 S3lse Dy g osls Ll 5 (5557 par 1T 3 (Zinatiet al, 2025) s 5 A3 3G
b s S oo (5,8 S cadsl (slaadl 5 L5 ST Dbl (55T par £33 51 g Aol Laosls Llons o
W3l aall (g 5 Ll 4 Oy B i T3 ) 3 S s

bl & sl (e 333 (s 1 b Sia g5y L g el ol U 51 oS woalie cal o ol 5 25k (5,188
5 g b oy baesls o 5 S sladulin 5 saie Gl i p s dlo o ol (s adsl lie (guaes
s e 555 5 5be 0T sla S5 5

ol Lk S ol sladsie 4 5L (IS dl e s sdkiiz ] S poalie b o cpl 53 1) e R Aty
Lls Joli (8 Gladsia ¢ e 038 s Gt (65 Sl 5 06 W sl S 505 ool 2 s 6o
255 ses Jol ) Falshe Ll oyl 4 atinsgaly S lasal) (6 gome sy 0SSl Jolg2) o
Lt o Lals (W paly sl 51 ol ) el 5 (s aly 50 ol Jol ge) (slata ol (a3 eal,

2,8 IS ol ki b s e lSS el Oy LOT (o dailgy 5 baddsie cal o ol 53 1 gl (5 188
A Ll o o 4 55 0 S B s e sl 9 3 3 4 aST Sl g Lmoals S wmrl o b Siagy
s Sl ag o 5 ol sladse LU edias0lis o Ah 5 Ragh erlall die (Dl 5o )
13 8 (gt ol e # IB 55 Calgi 53 o LS ) el 4l o sgie M laaLias

s Ol 2 ol (6 e ooy Ol ey (SO sla)lS g (6 Sl s = srae 2L )5L) 16 smen 0y

S Lds plals e Lyl Ol gea (458 Sy o) 5 (s (2LlL e sed 4 pl 1D Jolis (ol ole 31 e Lol 5
S o ESLST (5 e oy dam g g 3l 4

ol e b dliams s Sl (1 b) (o sme 5o b dlizms lyms W 5) Jold (ol slas al tlas yal,
3 g (5 0ly5 ol g olad T 3 (5ladlioms ) 5 (e

ool Jelss Ol & Wy ((elamt - Kin 3 SoUD) 5 (5955 SalD) Jols Lol s ool siglaine) Ll 2
S o Jos las a5 e

ui;uéu,tf}_.,sdlﬂJuﬁg—M&g,\jpdaﬁm,l:@);M‘;,‘C\?}W‘wyU,,,Utf}_.aﬁéw‘w,cbaw




2 79 S S e 38 (9 ST bl 4ol fad
g https://www.jvebm.ir

ool

% O 8

9k 531:“0
LTIt

2ele Lld Olgea & Wy (s sla ) 5 (ase slatlle) Joli Sabsie Jolge  Sabsle Lol
S 5T sl

OB 5enS” Gososp 5 anms) Ospon gladaly 4 oeie Jliams - pae GbDL Glas,aly Gl al bl
s (Ll g analr e 56) 5 Gl (s p i)

bl (KK atmsoles 43 o 5 (Bhl de (T o Jals) 5 badsie (65luer s LSS b el 5o
3 (S (sl g8 53 Jimms = ae byl3b sl 5 (68 IS 53 Caliina Jul 5o

dolan Ho WS oS 0 T sl Joue

Al M
Ju Yo $5Ss oSsils g ke iy aloin slasl &0
Ju Y obed G — (65 Olghan! Ol S gl 5 S 0 3T, &V
JL A ol Gp— 5 Ss Jeams b3k slaes s 55 Jlab A5 a5l 30 3350 YO
duo eiled G — (55 S g5 o&sla}T oy o ¥
JLye ol - Sl B Olgal Sl Dl J87 53 b bS5k e & F

bl Jau

Sbus” Sbus” oy Sbos b o
5 AT
) S AT | laslas 2als | ails xils oo = .
05 ¢l-! . _ A sl
Sole gL s > NITS
B1"
_ laay jo Zo pde 4 Sade
Slaes 25 4 ate o . i .
Js . o B g | 0I5 s sl
ol = ALE .
eb R

Slysgdoms | L qmgpile | Jleges dlaal |y ode gbayje | Gladir ylon | Gbib g arg

el B e L el Ol e (5ol Solsl bbb s,
S ysgdoe | g gl ol 4 cLaddMe Sl i Sy | 6,8 A8 I Odd & 5
S Fran Sl | e @S5I e (e o3l gl )5 A 5 | (e SLILL
_ 4 dr g pde
a3 pigaS | SOIS Sb | o ST 055 Ol | Sl ealitel 0ds & 5 WA S ke
03 b g
Sl s aa b anal- Esan isA - |soe A 5
a)y

LS-;\"L;L“Jlf}\f“‘“ftﬁ‘;!J\:‘:’.‘Li_Lg,""*’@li.)‘).l{JJ‘“'J':@%)QM‘J}‘H?}‘\:"‘"‘@:‘“"Q*’U;:“)lf}:“j;&ﬁ%"‘@:".)cl”‘)é‘!




P
- ' e -,
9 s Sy e 30 (9 BT 3ol 4ol fad o
https://www.jvcbm.ir -q AN
J}a O:_,g Cmaz- 2
Lo | o yglie | yodu! o L CWRT W e
= At T DI I (0 TR Dol e P
(e A Eas poo b S el
Y
s ads _
" ' Ldro sl | 0654 le oS | i (gl m sl | o liS ol b | laayja &y e
2
e o sA Jobs ) S i b o bt
LB
r.l.c iR Slosl 3l eslanal ) Sheslanal ‘_;J:fw 405 g dgmie BENPE Lty
e s sl bl Ob i Ol
syl o 3 - Sladsa oS 5
i S T NI B R
w5 O S Galsl A 4nws
P EB) _ = D2 !
Sy S S Cond g
sleely Sl Aol
8,36 bl Slads o _
STl Il s
e ) Olisls Slasie _ Colal 350 by zals
!
bl HL sl
Ol i Coda
3575k _ _
Oly &5 . S S ol ol b pbal
gor Al Som Gl _ SFl !
Sl o) e
L~
sl i gal Losls _
o ] 3 5 L oolal
o P BlNS S _ ) (s
o ey | S cbelS s eSSt _
Ubuwd Cudgdoe =T L;L&J,i“@-
S b & | @ ol ol g Ll
sl ol 5l
U .
S5 0l o Ly lagn JSK55 | eSS ) oAl Sl B
3;) ) j:j’ up\:- .L;'J t.'a"b‘)l”‘
JL‘I.WA
W I | s G . e (5165 o
Ly S pa SPIR
Mg Sl s
4 Ol
sl Il | a5 b el | X, oKl il eSS B
ST 1t]
L SO Olbba a3 53 3,4l e
P

;}B&L&)K}\T«Sd‘ﬂJ%A—@&&H)‘jhdkﬁiﬂ:&)JMJ)L(\?}WLWL}«,Uﬁh)‘f}_.&,;dd.@.&‘@.?}cbélﬂ.j




L
f> <

.
ot

FoT
TYNEO

79 s S o 98 (o BT (83 4ol bed
https://www.jvcbm.ir

%, <&
% O 8
S gsqja“
LTIt

Sl 9 (Sre7me SIS Wit S

o

o
]
Y

b:’vl
¥o

ladlsds 5 d 5o sl | sy

qz#u)‘y)}‘)gjgﬁ 0:0 |
o 55 Sk slae g 4ol \
bis 5oy bbb glake iase 51

KD

JL& L;LAA.&JA C":‘.j,'.'l'“ o

el

LAy e
Sl Gladsr s pe

s falel Gl

. X Foar Faldiams Gl g 5 v
Fran Sallsmasely S b ®
€238 35 geae b3k Slidow slaojsel 5 mls _
< s A a3 T Jems SRl 1 ¢

s b sl L gkaT

las ol

.

&I:)u.w -Libﬁ Ls‘)l.uldt?:_{ﬁ o

o’

EUICHETIPSING SR B el el )b (sl N
Ob e b bl Jbaws &y s

.

S gan P LDy

_ Ls‘)}té_‘sj‘,j‘}&;‘;bbT 4
Solbee sldd o 28

W

L

Ka )

KD

Flexlaw) %

el - K s SolT

Sl
<

bzl gla il o

ol 58 S Al

e sla e A

P

d.“ﬁ L;lAC,.i:}_bu <&

s lde Lol

GRS ple w» s sl il - !
ool gl (gla il
S s,
e . SO0 4o 5 v
e SRIA
bl 5l ekt Jnl3l o
P L. s (el o )
Lyposg ooyl Sl
&I)JL-;,;J < .
slal gamsl 5 Cuie 30 Y

slablas o 55 ¥

Wl o 03,51 (el da slal 51 plaS™ 2151, u,;u,g,\p\r,'@.)f-. dalsl 5>

LS-;\"L;L“Jlf}\f“‘“ftﬁ‘;!J\:‘:’.‘Li_Lg,""*’@li.)‘).l{JJ‘“'J':@%)QM‘J}‘H?}‘\:"‘"‘@:‘“"Q*’U;:“)lf}:“j;&ﬁ%"‘@:".)cl”‘)é‘!




79 ot g ko 98 (o BT (83 4ol _Lad :i :
a s

https://www.jvcbm.ir %, P

"39.,,“,‘,. gs% 3
oN1veY’

(CHl ]
i 58 gla s ] Sl s
@ e . i ol A ola ﬂle @ @ @
ol e g a S WO S e
2 = ‘ FERpOT
T gl il "
= i i i -
e im ek AE \ Gllesigidian /s O
& _@ Pl e =
T el W 50 4 30 bl 5 8 (s s s (C| Gyl
o ol E AL g dal g Sl g daala yada 00
i paciett
N / / -~ L‘)ﬁﬂB:‘JJ)')' O 58l
< » el —r & Jou

U‘h Jal = Jumd_u..m:- ‘,.IUUL. Sy Jalge

LIAALH J'J-ILI JJJ-LI u.ll.AJ T —— @
el 5l Badd
S T W calis
.)‘JJ‘—'P,LF“

! a»wﬁﬂhr s
@ @l lj\‘..u.a_“_}.nlﬁ thmadly.uw,. Y e
gl gladii o T Y Luls Al S i a8
Lu)h S juda dLuu.\u u’Jh @
s Lr'l-ubl.n sl o) gal i kel
Lsu'-’w:b&‘,f-\hl | N
@ = P e Laa) uﬁ.&ﬁ Sl "w. ] \
= g \ L g j cela 55l L 8N ’
(5 patia (4 9h 8 puid | @ [EL PR IULES T, @
] Gl c] . ] G Lpls ) fa Sl
3 L Cligatglas gl 5 D . i Suaa
e slmi 8 e bl gy

S S BN L P A ae ) e

19505 oo (795 28 Jto 1) SO
:;,.wlﬂ)"_}i.’:qwgq 051> &5 a5 0 5l 4y 2T (Slaesls o 1 Jaolm edeT s 4 Jbe Jing 3y ol )5

S5 domid § v

o ol o plonil Kol (gl )8 semnS” (s1 Jimms = (e bl dle i 5 (b Doda b 2ag3 )
(o Ll 5l ol sy (Ed Jals 87 A 1 absbly (e slesls (651 e i hg) S eslizal L g Laesl
Slaosed 4 pl ol dsie 55 Jels o Lol b ladely 5 W3l oy gin Sl sl 5 ((slaie Ll 3
(Kalour & Azarbaijani, 2022) a5 seslsl)l Jde o 5 53 Sl S5 fﬂ NG T N Py LB B
Gl idw 1 5y e 039 55t S Jols p 5 (gl Slao st 4 pl Il ks 0)La1 Jlo (slakiy 1o Sy it 0 3
Al oyl 0T 4 55 (Manani et al, 2021) a5 55 45 Sl Ws 555 2,150

Lol ph ol oS o a3 1) Jlimas = ae oyl Joe sl (6 p3Y s 457 315 o)Ll el ge 4 slae Ll
ol ezl = Kan b FobeT 5 (655l —(g5 555 SabeT ol d5ie 53 ol

G e S s ol (Sl s 2S5 e Sar Dk & sl —S5 A5 (ST 4
bl 3l ol i s &1yl ok i b 5L lags 5l 505 S o 15 0L e b ST o oSS a8 S
¢S e sl ia 5 Y CoiS L g e (SO slaylS S STl 5 Ol LT GT L pses g s OISl

"Sju‘sh)l{}\?«sd‘ﬂd\:ﬁi_W&h)‘jl{d%ﬁ')':&)éMJ)L(\?}WLWCJ‘&Uﬂk)‘f}:ﬁj;6%‘&?}&&31}6—1




79 S S e 38 (9 ST bl 4ol fad
g https://www.jvebm.ir

ool

% O

9k gga;‘,at\
LTIt

s sl iy o 50 (Safayi & Naghavi, 2025) Liass 55 LS (g5l esly S50 5o 1) s oL,k slade
Ll oylal o guan

G 5 o> Kap 4 Kinp aa) ol plotl a5 (Sap are) Jels 5 ol - Soa 3 SolT
S Olge 4 Jaws byl pl 5l eslil Olgr bUE ol 5 Lo 3587 53 055 500 3,05 0, Lal amsl 53 o 5 (Slacgysld
Sldlo s s dal s Com g din) opl .Gl 0 S5 4 (odaie (Slatags 53 Jule ol &S Lsd o A5 Cuie 555
.m,::u_,,bjv'uéu,lf,ws,;dﬂ,\soujoxg

b =56 5 bl Gl Ml Sl Jaome sla e el Js 5 e ol Jols Sdslas Ll
g o 55 wlawbie .l O e b 5 Sy EalS 5 (golaml Dbl g Jals (oalaml gla il los LSS
Sl g cpl pdicanT 28 o i &S et oliS” sl YIS 5 (g5l Lk Sl g Aals o) aen 5iS slal
A& o,L51 35 (Mahdavian, 2022) asllas ;5 Jsle oyl .55 dial s Sl (sla I8 oS

el ol S oj 0l il 5 Slasisls 53 S wle e Gl dema s 35S Jald Jlo Glacys o
do 53 OBT K51l 5 bbb laasl ol 2l iS558 0 o S ol Jlo Bl ( S (gla )8 g
A sy Jele ol 4 s (Magidi, 2024) Jrags .l s

5 S el ke Slapmaes 5 Sk de Sl sl (’JV SOl 5 215 5508 ls 5 e ool
B ) senS cpl s sl o3 el g as § S Salgls 5 mwss Lulsy 5l dgeme ysb 4 Sl slalS”
A L gladds Jyol 5 moms Gl 53 o aass pde LBl (SLOUL 5 (2 2e Sl aais
53 Jole 53l ol o)Ll (Sl slaylS g 53 (S 5,5 o dolw 4 3 o3l sl sla il il K0,
el 025 (oLl 2508 Solallaa

s Olge 4 dyie ol ol (Sl Gla,yl8 9emS (gl Jlimus — e oblb Jie) (Sings cpl (65 45k
S eS 5 die gl das o S5 1) gy olg e 5 U8 s bad e e @ 1y bl e sl dde Lol
S o sl (S (IS 5T (sl 4 3m p 7Sy Jimms 5 o 5L SSSS

5 s Gl bejpel b dbaes Slds (b (e S b b Gl W5 Jald bl
For SRl Sleslial 4 (o saan gaLply sl Cole il (U200 el ge el el b (led b s
S Olge 4 U185 o o (Faan S sl ) eslial bsyls o)lal Las e 5 Ol sl g A5 6l (o e
b dboms Slds (b .28 8 eSS oy (slgmn 3590 53 (liodl S ol okl an) 3 aaiie 5 slie laws
e Lb bl b olsT 5 @308 b5k Slides slae) saT Sl eslizal &) 50 53 & sae 2L slaoj 5o
s 51, EEG 5 IMRI ile ola izl 3l coilid 5 BT 0 35 pmae bL o)l pl b ks T ol Gass L6
22 a0l Jalse el )b gledla s ) <IYs (Ariely & Brens, 2018) 38 A4S s pae b,
4 ey Olllas 51 pliSoma sl glalid BB 0L e b DLyl Sy ke b s pled BB a3l 0] 5
b iaan cpl Soale laair 5 ol 311y s 5l aal pl Ol oo 5 ol 0kl (glo Lal anlllan oul (slacs 51 2l
3T Sl

LS}BL;L»Jlfj\fmfslﬁdkggz—&.\ap&li)\jlfd.hs\ibl:&)Awéjg(l?)éw‘wleﬂ«)fﬁzsw«w’)cb:lx{




A9 S S ke 33 (AT b3 el b . :
https://www.jvebm.ir s

£2
% S
29y 54:"‘“
LR

30 2 x5 3,8 o p o3 1y 5Ll g amslr e L3 5 UL (6 p B ()30 g Ax 5 ol 4 g A Lakely
Ao )Lal by s S il 55 (690 4 5 arw s 4 50 (Ghodsi, 2022) 555505 6,Ll oy 3 ol 53l 5 I8 S Ad ) 4

SR3 03 4 el Wip oy A5 SRR s 6l e el hlB 5 s Saenls I Jols Sl (5 dcib,
Jhoms = (mae b5k 5lo osly b o5l ba Sauls 21531 4 =3 5 plowl (Reaschke & Mason, 2022) o
slasl g amslr e 5B das SISt Sy 4]y S 8 oS 6K sl 5 s Sawls Ll
@3lasl Ggy 9 s g 5l G b 5l skl 4 o s e 5 il Jrd s B sl ol pl5dldl Jels

s oylil by oyl 4 (Afshar et al, 2022) 5 (Parchami & Jalili, 2019) (sla g3 55 & Sl

13 S 05 L me Sy 4 (e b s Glsl3l g Bes o7 lalllan O30 5ty Olalllae b gl i )
33 Cpde Oladllae .ol ails 45T 5 S8 ¢ Kbt a8 5emnS” (6l OT (Sl o 5 055 93 ol el b g%
SEEG 5 fMRI t5le I a5 slacs 5t G b 5l Olblins o Ts b ot s Bibes Jlimss — oz b,k o) 5
Lol il sl i b ags cpl blosy S jete (Caluos (b 5 (318 55 1) Jkoms slayl3l siluegs
SIS tiles S a5 Kl 5 6K S sla )5S slajl 4 208 5 tlods b YU Jbo Olg b o gie 5 55
ol Silesly Gl o0, 5 5305 e 2y e 0 ) Dlasl 53 3 e GO o iege
S eSS 5 sealahyl e (oa 1 05,5 5 Coda L tn gy pl 53l (Sl (gla,ylS S 55 Jliom s e
Jos 63,005 5 pasia ol 05 4 g5 & Jue ol S (Sl Gl 5 (6l Jims s 3L
slgin 2l 5 4 oals e o,y a8 se Sl SWes 5 Jbo slacysgdows 3 8 L ys LS S
SIS 5emS” (3Ilely 4 O3 5 Ol Mo 0yl 3 Ly ings ol 503 050l (ale (sladim oMo . das e
w&su)@@@;w%@“gﬁf@‘ég&uw,&io\,&Mm,;@@%J,u.gw;;u
s 65k 3k 5855 OS5 L, s 6T

SL3b o5 53 Jar 5 4 a5 5 g e OIS cat 58057 5 (632508 ¢S 5 (6l S L e nl e(505T 5 Ol e
Je 3,8 3 ekl 35 50 Sl sla )8 s (6l ol o) ol Olsie 4 Ul o 5 &S o 1y Sl s — onae
Sl a8 58 (Sl s a8 b Jls 5 s UL SLESEST I S 5 Eash ol 5 i)
(Ol e oo 5 23 5 350 I8 3T L S o 88T (S 5layl8 g Ol 4 e ) S o Sty
(e Bl 3 e pl (6557 5 air il S Sl ann g g i) 4 s plal (5 S e s | 25 SLLIL
S0 545208 mely bz 5 ae SL1L o) 52 258 Slids b el b &S Sl a5 (S 5
33 e pae SLL ! Sy sl Olsie 4 15 e Jie ol das e 41 Kb sla, 8 5enS” (ol
S a8 S ol 6y Ll s bl s Slas 35 4 55,8 515 oslial 5550 Sl gla, 8 seuS”
A8

3l oslizal & Ol o (SO ) S Ol (610587 7 aa 1y 3550 i 05 on (63,08 (Slaslety Olge @

J'j)QLE.:E,JN\kﬁwjdjwLgho;l:‘}:lﬁ}\}:aa..\g}:Lg\j(ChatGPTA;J\A)QKi\Jdoj;muijntgh)lﬁl

SO SIS 50 (5l y s — (a5l Jobe 411503 eme I cplr 3 dn ¢ e 1 e 0 2y g ¢ oms £ 352




79 S S e 38 (9 ST bl 4ol fad
bad https://www.jvcbm.ir

NN
% 5,
S gﬁ:a“
LTIt

23 b go g 355 (Slal g s Slads Sl 5 (b 5> Olado o) sl 5 gl Sl eslizal ¢l e L5150
35 oylal gbylik
Sl S sbGsie €l 5 Joms bl saasi Gl il &4 s Jed g 55 0L Lol (s
Gy 5 QLTI g o Jlnilo s Il 55 G 2B U S S e Ol ) senS ledians
LS ) g8 slasl ys Kb g5 5 gla,lS oS
313 )13 (6 it 3550 1) 53,5050 0155 oo 0k T Dolalllae Cogar slgiis Ol g 4

s adllae ¢ 3 Kb gla )8 S Jos Shee p o3lgtin Jdo sl o1 5b )y @

alibee s 53 L gie 5 65 S Gl sS plsl ple (6l p de das @

Sl 025 0l OB iy 3 Lo 7 i ()15 &5 e

Reference

Apriliant,F.,Takahashi,M. (2024). Bridging Brains and Bots: The Impact of Al on Neuromarketing.
Procedia Computer Science. 246. https://doi.org/10.1016/j.procs.2024.09.687

AlRoshoud, A. N., & El-Gohary, H. O. (2025). Exploring the impact of combining neuromarketing
and Al adoption on the perceived effectiveness of social media advertising campaigns: An
overview of  the literature and a  proposed framework. ResearchGate.
DOI:10.4018/IJCRMM.361975

Amiri, M., & Naderi, A. (2020). Analyzing the Barriers to the Development of Home-Based
Businesses in Iran. Quarterly Journal of Business Management Studies, 9(2),78-95. doi:
10.22059/jrur.2019.276528.1333 (in persian)

Amiri, S., & Davari, A. (2022). Analyzing the driving and inhibiting factors of neuromarketing in
advertising: A study with a cognitive approach. New Marketing Research Journal, 12(1), 89-108.
Doi: 10.22108/NMRJ.2021.130428.2535 (in persian)

Afshar, P., Jalili, M., & Aghighi, A. (2022). Providing a smart neural marketing model for converting
potential market to actual market in the Iranian mushroom industry and its processing industries
with a data-based approach. Journal of Intelligent Business Management Studies, 11(41), 155-187.
doi: 10.22054/IMS.2022.65973.2120. (in persian)

Ariely, D., & Berns, G. (2018). neuromarketing: the hope and hype of neuromarketing in business.
nature reviews neuroscience, 53-60. doi: 10.1038/nrn2795

Bella, j., & Adha, a. (2023). potential use of artificial intelligence for digital promotional video:
neuromarketing approach. jurnal studi inoyasi, doi: 10.52000/jsi.v3i4.140.

Chigonda, T. (2025). Digital marketing strategies for enhancing customer engagement in the post-
pandemic  era. International Journal of  Electronic = Commerce, 29(2), 187-
205.https://doi.org/10.1080/10864415.2024.2367890

Church, E., & oakley, R. (2018). etsy and the long tail: how microinterprises use hyper-differentiation
in online handicraft market places. electronic commerce research and applications, 883-898. DOI:
10.1007/s10660-018-9300-4

Chaffey, D. (2019). digital marketing: strategy implementation and practice. pearson education.

Dorodi, M., & Hemati, R. (2022). The Combination of Neuromarketing and Digital Marketing: A
Novel Approach to Customer Engagement. Journal of Marketing Studies Quarterly,13(2),34-50.
https://sanad.iau.ir/fa/Article/903383?FullText=FullText (in pesian)

Darghi, P. (2014). Neuromarketing: Theory and application. Tehran: Marketing Publications. (in

persian)
Faeqi, R., & Yamagqani, N. (2025). The influence of neuromarketing on brand loyalty: Evidence from
fMRI studies. Journal of Marketing Research, 62(1), 112-128.

https://doi.org/10.1177/0022243724123456

LSJB"_;Lh)lfjxfmf‘glﬁdkggz—&.\apdlwljlfd.us\il_)l:&)Awéjg(l?)éw‘wleﬂ«)fﬁzsw«w’)cl’:lx{




A9 S S ke 33 (AT b3 el b .
https://www.jvcbm.ir

9 NI
i gsfa“
LR

Faeqi, M., Sabzali Yamaqani, K., Mahzouni, M., & Ahmadi, M. (2024). Prioritization of influential
factors in neuromarketing techniques for sustainable production (Case study: Iran's food industry).
Intelligent Marketing Management, 5(2), 100..doi.org/JABM.3.2.15564.35125656565047 (in
persian)

Fallah, M. (2018). Analyzing the Impact of Neuromarketing-Digital Marketing on Customer Purchase
Decision-Making.  Quarterly  Journal of Consumer Behavior  Studies,8(2),67-82.
https://dor.isc.ac/dor/20.1001.1.22286853.1400.12.45.12.6 (in persian).

Gonzalez, M. T., & Soto, A. (2024). Neuromarketing techniques and their impact on digital content
engagement.  [nternational  Journal  of  Information = Management, 58, 102634.
https://doi.org/10.1016/j.ijinfomgt.2023.102634

Ghalenoee, M., & Safaniya, A. (2022). Designing a model to increase the profitability of Tehran
sports clubs using digital marketing. lranian Journal of Political Sociology, 4381-4403. 4381-
4403. doi: 10.30510/psi.2022.348410.3622 (in Persian)

Gholipour Damieh, H. R. (2023). Simultaneous optimization of knowledge sharing and customer
loyalty in social networks under the digital marketing approach. Journal of Value Creation in
Business Management, 2(4), 1-24. https://doi.org/10.22034/jvcbm.2023.382900.1050

Ghodsii, B. (2022). Benefiting from virtual social networks in Iranian small and medium-sized
enterprises; A study. Innovation Ecosystem, 1-24. doi.org/10.22111/innoeco0.2022.41646.1028 (in
Persian)

Gupta, H., Kumar, A., & Wasan, P. (2021). Industry 4.0, Cleaner Production and Circular Economy:
An Integrative Framework for Evaluating Ethical and Sustainable Business Performance of
Manufacturing Organizations. Journal of Cleaner Production, 295, Article ID: 126253.
https://doi.org/10.1016/j.jclepro.2021.126253

Hsu, M. (2017). Neuromarketing: INSIDE THE MIND OF THE CONSUMER. California
Management Review 2017, Vol. 59(4) 5 —22. https://doi.org/10.1177/0008125617720208

Hubert, M., & Kenning, P. (2025). Neuromarketing and consumer trust: A neuroimaging study.
Journal of Consumer Psychology, 35(2), 210-225. https://doi.org/10.1016/].jcps.2024.10.002

Hubert, M., & Kenning, P. (2018). a current overview of consumer neuroscience. journal of consumer
behavior, 108-129. http://dx.doi.org/10.1002/cb.251

Ilakkiya, T., manikandan, M., & kamal, r. (2024). neuro computing based models of digital marketing
as a business strategy for bangalores startup founders. doi: 10.1109/inc0s59338.2024.10527779.

Karmarkar, U., & Plassmann, H. (2017). consumer neuroscience: past& present and future.
organizational research methods. http://dx.doi.org/10.1177/1094428117730598

Lizeth, N., & Pablo, V. (2024). estrategias de neuromarketing en el ambito digital para la industria del
chocolate: caso flaviopolis. canton portoviejo digital pablisher CEIT.
http://dx.doi.org/10.33386/593dp.2024.3.2461

Magidi, M.. (2024). How home-based informal businesses contribute to ‘shrinking domesticities’ in a
Zimbabwean town. GeoJournal, 89(2), 345-362. DOI:10.1007/s10708-025-11298-5

Malik, S., Alkhaldi, A., Salamzadeh, A., & Mantas, C. (2024). A systematic literature review on
home-based businesses: Two decades of research. Journal of Family Business Management, 14(1),
45-67. https://doi.org/10.1108/JFBM-03-2024-0062

Mahdavian, A. (2022). A review of the impact of social media marketing on the performance of home-
based Dbusinesses. 2nd E-commerce Management Conference, (pp. 1-27). Tehran.
https://civilica.com/doc/1393651/ (in Persian)

Malik, A., & Alkhaldi, A. (2022). The impact of digital marketing on small and medium-sized
enterprises (SMEs): A comprehensive review. Journal of Business Research, 149, 203-215.
https://doi.org/10.1016/j.jbusres.2022.06.021

Moradi Ziba, S., Abbasi, J., Radfar, R., & Abdolvand, M. A. (2023). Designing a pattern of causes and
consequences in implementing digital marketing strategies in successful Iranian startups with a
mixed approach. Journal of Value Creation in Business Management, 3(3), 129-157. doi:
10.22034/jvcbm.2023.389183.1068 .(in persian)

Manani, M. S., Razavi, S. M. H., & Hosseini, S. E. (2021). Designing a neuromarketing model in
Iranian sports. Strategic  Studies on Youth and Sports, 20(53), 343-362. doi:
10.22034/ssys.2021.471. (in persian)

S SIS s (gl Jlims — (mae gl Je 1103 daome s cplr b dins (o e 1 e G oy g (gmm s £l 350




79 S S e 38 (9 ST bl 4ol fad
& https://www.jvcbm.ir

N
% 5,
S gﬁ:a“
LTIt

Nathan, C. (2019). Electronic commerce for home based businesses. Eurasian Business Review.

Noraee Abadeh, S. (2025). The role of artificial intelligence in personalized digital marketing
campaigns. Journal of Interactive Marketing, 39(1), 67-82.
https://doi.org/10.1016/]j.intmar.2024.09.003

Noraee Abadeh, M. (2024). A framework for achieving excellence in digital marketing using the
power of natural language processing technology: From principles to performance evaluation.
Intelligent Marketing Management, 5(2), 11-3. https://doi.org/JABM.3.2.15564.358878790862 (in
persian)

Naroui, B., & Ghaempour, H. (2021). Application of neuromarketing in the digital business
environment. Application of Neuromarketing in the Digital Business Environment (pp. 3625-3643).
Tehran: Iranian Electronic Higher Education Institute. (in Persian)
https://civilica.com/doc/1044785/

Naghizadeh, Z., Morovati, E. & Shahvali, R. (2023). A systematic Review of Research on Women’s
Home Businesses in Iran. Journal of Entrepreneurship Research, 2 (2), 91-108. (in persian)
https://doi.org/10.22034/jer.2023.2002655.1041

Nilashi, M., Yadegaridehkordi, E., Samad, S., Mardani, A., Ahani, A., Aljojo, N., Razali, N. S., &
Tajuddin, T. (2020). Decision to Adopt Neuromarketing Techniques for Sustainable Product
Marketing: A Fuzzy Decision-Making Approach. Symmetry, 12(2), 305.
https://doi.org/10.3390/sym12020305. (in persian)

Pileliene, L., & grigaliunaite, V. (2017). The effect of female celebrity spokesperson in FMCG
advertising: ~Neuromarketing approach. Journal of Consumer Marketing, 202-213.
http://dx.doi.org/10.1108/JCM-02-2016-1723

Quiles peres,M., lopez bernal,S. (2025). EEG channel reconstruction using convolutional neural
networks in limited BCIs: A proposed method for neuromarketing applications. Applied Soft
Computing, 181, https://doi.org/10.1016/j.as0c.2025.113455

Rahimi Kalour, H., & Azarbaijani, M. (2022). Presenting a paradigmatic model of digital marketing in
knowledge-based companies. Journal of Advertising and Sales Management, 74-90.
https://doi.org/10.52547/JABM.3.2.77 (in Persian)

Reuschke, D., & Mason, C. (2022). The Engagement of Home-Based Businesses in the Digital
Economy. Futures, 135, Article ID: 102542 https://doi.org/10.1016/j.futures.2020.102542

Salehi, M., Bourghani Farahani, H., & Mollaei, N. (2025). Sociological explanation of the constraints
and challenges affecting the economic development of small and medium-sized enterprises with a
data-based approach. Journal of Value Creation in Business Management, 5(2). doi:
10.22034/jvcbm.2025.496765.1474. (in persian)

Safayie, A., & Naghavi, M. (2025). Impact of social media influencers on consumer purchasing
decisions in digital marketing. Journal of  Retailing, 91(4), 540-555.
https://doi.org/10.1016/j.jretai.2024.11.005

Seyyed Ghaffari, S., Nasihifar, V., & Askari, F. (2024). Identifying the effective factors on
distribution strategy in the food industry with a marketing approach and online sales. Journal of
Value Creation in Business Management, 4(4), 337-362.
https://doi.org/10.22034/jvcbm.2024.463254.1400

Weng Marc, 1. (2018). demystifying neuromarketing. journal of business research, 205-220.
https://doi.org/10.1016/j.jbusres.2018.05.036

Yaghoubi, M., & Mousavi Fard, M. (2023). Designing and explaining the effectiveness model of
digital content marketing. Journal of Entrepreneurship Economic Management, 52-87.
https://doi.org/10.22034/jmek.2023.392648.1078 (in Persian)

Zinati, B., Taleghani, M., & Sharj Sharifi, A. (2025). Designing the dimensions of the fourth industrial
revolution maturity in the banking services supply chain and the development of digital banking
with a data-based approach. Journal of Value Creation in Business Management, 5(1), 444-470.
doi: 10.22034/jvcbm.2024.446602.1332. (in persian)

LS}\"&HJK}\?M{&‘J{J%J—W&kﬂjgd-\»ﬁm)':&)AMQ)T\?J&-\:AM‘WW‘jﬂ«)@k&ﬂé#&«ﬁ)cb:l;‘e




	En  jvcbm- Summer 1405 - 21
	Fa  jvcbm- Summer 1405 - 21

