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sample in this study. The sampling method in this study was simple
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Introduction

With the increasing growth of the Internet and related technologies, the concept of brand has
changed, thus today the value of online brands has grown significantly. The most important
factor influencing the success of online brands is the frequent interaction of users with the
brand, which achieves as a result of having a positive consume experience from that online
brand. Managers need to create the conditions for a favorable experience for their customers
and identify the factors effective on online brand consistency, because the undesired customer
experience leads to the loss of a large share of the company's potential sales; which is due to
customers' inability to find whatever they are searching for. Customer dissatisfaction will also
lead to a large decrease of visit frequency percentage, which is also due to the initial negative
experiences of users and customers (Abdollalipour, 2020)

Research in the field of e-commerce shows that advances in Internet technologies have
enabled companies to sell their products directly to consumers through e-commerce platforms
(Fan et al, 2020), thus leading to increased sales. Is (Lee et al, 2018). But consumers can not
physically examine products in online shopping, thus leading to uncertainty to product (Song
et al, 2020).

Research shows that online consumer information is collected and tracked based on
data-driven marketing tasks, but there is insufficient protection for this information
(Bandaraet al, 2020). Security risk (disclosure of personal information) has had strong
negative effects on online transactions (Hubert et al, 2017). This is important because e-
commerce platforms now offer a variety of products and services online, from electronics to
single products, sanitary and cosmetics, food, and fashion to sports and travel facilities with
high volume exchanges. Thus, perceived perceptions of customer information protection to
ensure the security of online transactions increase the continuity of intent and motivation to
write positive comments about products and services. As a result, online protection is very
important for personal information and transactions (Liao & Shi, 2017).

The world has seen an increase in pandemics in recent decades, such as SARS in 2003, H5SN1
in 2006, and HINI in 2009 and Covid 19 in 2019, each of which hindered business activity
and economic growth (Chung, 2015). As scientists have warned long ago, infectious diseases
can lead commercial activity to a new reality that strongly influences these activities;
unfortunately, there are no clear guidelines for managers on how to respond effectively to
these conditions (Hudecheck et al, 2020). Fear of a pandemic refers to a new disease that
people are not immune to, and has spread around the world (World Health Organization,
2019). Pandemics have become one of the biggest threats in the world today (Harvard Global
Health Institute, 2020). Research on consumer behavior shows that fear refers to the negative
consequences of a particular event that may lead to changes in consumer's behavior and
attitudes (Solomon, 2017). As a result of the effects of Covid 19 disease, consumers are
increasingly turning to online shopping. Accordingly, the Covid 19 pandemic has altered
consumer shopping behavior because consumers are afraid of contracting the disease (Laato
et al, 2020; Prentice et al, 2020).

Covid 19 has issued a global warning because it spreads quickly through human-to-human
contact (Harvard Medical School, 2020). The virus can be spread through droplets of cough
or inhalation of an infected person (The World Health Organization, 2020). To reduce the
spread of the virus, therefore, the consumption method should be turned to e-commerce
platforms; because it increases purchasing efficiency, enables new purchases, and increases
access to information and online communication between the consumer and the seller
(Guillen-Royo, 2019). But the managers who look for online sales execution do not currently
have any specific guidelines for improving the consumer's decision for sustainable
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consumption over time and on environmental conditions (Guillen-Royo, 2019¢ Hernant, 2017
& Rosengren).Given the above, the main issue of the research is whether the perceived
effectiveness of e-commerce platforms affects the perceived economic advantage of the
consumer in predicting sustainable consumption in an epidemic.
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Theoretical literature

The Covid 19 pandemic, and the fear of contagion caused by that, have also created chaos
around the world, such as hoarding, market rotation, and travel restrictions (McNulty, 2020).
A pandemic has led to fears of infection and social distance, which is increasingly leading to
online shopping; and as a result, the importance of e-commerce platforms is increasing.
Naeem (2021) in his research investigated that if social media platforms expand the
customers' nervous shopping, while they are afraid of corona disease. Findings show that
there is evidence of uncertainty, purchase due to persuasion, evidence of product
inaccessibility, official announcements, global connectivity, and expert opinion are some of
the reasons on social media platforms that has created the consumer's nervous shopping
situation during the Covid 19 crisis. Abdollalipour (2020) in his research reviewed the role of
cooperative online distribution platforms and brand loyalty. The results show that the most
important factor influencing the success of online brands is the frequent interaction of users
with the brand, which is the results of having a positive consumption experience of that online
brand.

Methodology

The present research is applicable in terms of purpose, and is a descriptive correlative type in
terms of nature and method of data collection, and specifically based on structural equation
modeling. The research method was quasi-experimental with pre-test and post-test design
with control group. Quantitative research data has been used as a distance scale using the
standard research questionnaire of Lob Trung Tui (2021). The statistical population of the
present study is all customers of online shopping of e-commerce platforms in Iran. Due to the
large number of users and the number of more than 10 active platforms in Iran and due to the
large number of the target community, 100,000 people have been considered as the statistical
population. And according to Morgan's table, 384 people will be selected as a sample in this
study. The sampling method in this research will be simple random.

Discussion and Results

In order to test the research hypothesis, Structural equation modeling (SEM) method was used
with the help of SmartPLS 3 software, and the results showed that the perceived effectiveness
of e-commerce platforms affects the perceived economic advantage of the consumer in
predicting sustainable consumption in an epidemic. Online customers' fear of the Covid 19
epidemic moderates the perceived effectiveness of e-commerce platforms and economic
advantage. Online customers' fear of the Covid 19 epidemic moderates the relationship
between economic advantage and sustainable consumption.

Conclusion

The present study aimed at the perceived effectiveness of e-commerce platforms on the
perceived economic advantage of consumers in predicting sustainable consumption during an
epidemic. The findings are consistent with Laato et al. (2020), who, in their study entitled
Unusual Purchasing Behavior in the Early Stages of Covid 19Epidemic: Stimulus-Organism
Response Approach. Further results showed that exposure to online information sources has
led to a too much increase in information and cyberchondria. Overload Information was also a
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strong predictor of cyberendria. Perceived severity and cyberchondria had a significant effect
on people's intentions for unusual purchases and voluntary isolation. Accordingly, the Covid
19 pandemic has altered consumer purchasing behavior because consumers are afraid of
contracting the disease. Lobel Trong Thuy (2021) in his research considered the effectiveness
of e-commerce platforms in an epidemic. The results of this study showed that fear of
pandemic positively modulates the relationships among e-commerce platforms, economic
benefits and sustainable consumption. The results showed that the economic benefits of the
relationship between e-commerce platforms and sustainable consumption are related to the
level of fear of epidemic and moderate it. The results of this study are consistent with the
results of Mark Peterson (2021) research, entitled Sustainable Marketing and Consumer
Support for Sustainable Business. The results show that: 1) values based on consumer nature
have the most positive effect on consumer support for sustainable businesses, 2) then the
attitude towards corporate altruism, and 3) and then concern about corporate ethics has the
most impact. Assessing social justice and acknowledgement of the role of business in
improving the quality of life of the customer had no effect on consumer support for
sustainable businesses.
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Introduction

With the proliferation of e-businesses, consumers have become increasingly inclined to shop
online, so that, due to the influence of the Internet on business, and the formation of the
foundation of the digital economy, to achieve the goals of modern marketing in e-commerce,
e-marketing has drawn attention and is a key factor in the competitiveness of international
markets (Taj Zadeh Namin & Martaei Ghare Bagh, 2010). On the other hand, with the
increasing expansion of the field of e-commerce, the speed and quality of customer service
has also increased and has caused companies to have more control over quality components to
ensure the accuracy of delivery of goods and its timeliness so that they can meet the growing
needs of customers and satisfy them. The use of e-business in business activities requires
attention to endogenous and exogenous factors influencing it (Amini & Ali Nezhad, 2019).
Given the importance of the two concepts of the capabilities of relation-based marketing and
e-marketing in the field of domestic and foreign competition, companies have to acquire and
strengthen marketing capabilities to improve their business performance, survival and growth
in domestic and international markets and gain competitive position, and apply e-marketing as
new technological activities (Taleghani & Mehdi Zadeh, 2016). E-marketing is, in fact, the
use of the internet and other interactive technologies to create a relationship and mediation
between the company and customers. This innovative activity develops new ways of
interacting with customers and provides new service delivery systems, and leads to reducing
costs, growth and profitability of companies and entering new markets, improving market
share and creating a positive mindset about products, services and company's brand, and high
business performance; and can improve service productivity, service quality and profitability
(Tsiotsou & Vlachopoulou, 2011). Therefore, it can be argued that, given the importance of
the two concepts of relation-based marketing and e-marketing capabilities in the field of
domestic and foreign competition, companies have to acquire and trengthen the marketing
capabilities to improve their business performance, survive, grow in domestic and
international markets, and gain competitive position, and use e-marketing as a new
technological activity. Therefore, in the present study, an attempt has been made to
investigate the effect of relation-based marketing capabilities on the business performance of
internet sales sites in Iran, and also by considering the electronic marketing moderator
variable. relation-based marketing has been able to create shared values, as an important
dimension in building the relationship between buyer and seller in online sales sites. This
research tries to measure the commercial performance of these sites by using the e-marketing
moderator variable. According to the above, the main issue of the research is whether the
relation-based marketing capabilities through the e-marketing intermediate variable has an
effect on the business performance of Internet sales sites or not.

Theoretical literature

With the expansion of the Internet and customers turning to this phenomenon in order to meet
their needs, companies have the opportunity to attract the customers through new Internet
services and increase sales of goods. On the other hand, the intensification of competition
between companies providing services through the virtual world has caused companies to
seek to retain their existing customers rather than attract new customers. This has led to arise
of concepts such as relation-based marketing and e-marketing and business practice in
companies. Nowadays, due to the increasing development of information technology and
increasing competition in global markets, the users of textual marketing methods stay away
from the global market (Varmaghani et al, 2017) and the use of effective and modern tourism
marketing tools such as e-marketing is essential for a country or a region. With the advent of
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e-commerce, organizations are changing their business (Montazari et al, 2014). E-marketing
is defined as the use of the Internet and related technologies, along with other marketing
communication tools, to achieve marketing goals (Ghareh et al., 2018). Zare Dare & Taghauvi,
(2020) examined relation-based marketing. They concluded that organizations are required to
go beyond the basic needs of customers, meet customer expectations, and focus on satisfying
the customer's need to build loyalty and trust, through long-term, two-way and profitable
communication (communication quality). Rezaei et al (2020) examined the alignment of e-
marketing with the overall strategy of commercial organizations. This study seeks to answer
the question of how to align e-marketing programs used in online commercial organizations
with the organization's enterprise level strategies to increase the success of the organization.
The research result showed that the alignment of e-marketing and macro strategies of the
organization is necessary, and a model for the purpose was provided.
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Methodology

The present research is applicable in terms of purpose; and a descriptive correlative type in
terms of nature and method of data collection, and specifically based on structural equation
modeling. The statistical population in the present study includes customers of online sales
sites in Iran, such as Digi Kala, etc. Based on the fact that students are also a large part of the
buyers of goods on Internet sites, a group of students; associate, bachelor, master and
doctorate of the Islamic Azad University of Tehran, approximately at least 40 thousand
people, is considered. Based on the statistical population of 40,000 students, users of online
sales sites, and according to Morgan's table, the electronic questionnaire were distributed
among 380 people as a sample. The questionnaires of Mirles et al (2011) and Asikhia (2009)
were used to collect data on business performance variable, and the questionnaires of Tsiotsou
& Vlachopoulou (2011) and Asikhia (2009) for electronic marketing variable, and the
research questionnaire of Azadegan Fomani (2013) for the variable of relation-based
marketing capabilities.

Discussion and Results

In order to test the research hypothesis, structural equation modeling method was used with
the help of SPSS software, inferential statistics was used to test the hypotheses. Then, amos
software was used to test the hypotheses or conceptual model of the research, and the results
of the main hypothesis showed that e-marketing mediates the relation-based marketing
capabilities and business performance of online sales sites. The relation-based marketing
index has a coefficient of 0.457; in other words as much as 45.7% is related to the business
performance of online sales sites with emphasis on the mediating role of e-marketing. This
means that the effect of the modifier variable on the relationship between marketing
capabilities and performance is positive and significant, and relation-based marketing has the
coefficient of 0.982, in other words, as much as 98.2% is related to the business performance
of electronic sales sites. At the confidence level of 0.95 and considering the t-value which is
equal to 8.678, it can be said that there is a significant relationship between relation-based
marketing and business performance of e-sales sites, and relation-based marketing with a
coefficient of 0.91 and in other words as much as 91% has a relationship with e-marketing. At
the confidence level of 0.95 and considering the t-value which is equal to 12.472, it can be
said that there is a significant relationship between relation-based marketing and electronic
marketing of e-sales sites.
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Conclusion

The aim of this study was to investigate the effect of relation-based marketing and e-
marketing capabilities on the business performance of online sales sites. The results of this
study are consistent with the results of Harandi et al (2017); in this study, the innovative
effect of relation-based marketing strategies (financial, social and structural links) on
customer relationship performance (duration, depth and breadth of communication) through
communication satisfaction and communication commitment in using modern e-banking
services has been investigated. It is also consistent with the results of Moein et al (2017).
They discussed the relationship between relation-based marketing and improving customer
satisfaction in Mellat Banks in Shiraz. The results showed that there is a significant
relationship between relation-based marketing and customer satisfaction, which is also
consistent with the results of Herandi et al (2017). In this study, the innovative effect of
relation-based marketing strategies (financial, social and structural links) on customer
relationship performance (duration, depth and breadth of communication) through
communication satisfaction and communication commitment in using modern e-banking
services has been investigated. According to the present research, it is suggested to the
managers of the company to try to present their products with better advantages than the
competitors through market tour and presence in the field of competition and exhibitions and
getting acquainted with the latest market changes and discovering the strategies and tactics of
competitors, and use advertising and promotions and capabilities of the company. Also, to
attract more international customers for export, equip their databases to provide information
and online support, provide online product catalogs to customers, provide or send newsletters,
magazines and e-mails to customers, and by providing online ordering and purchasing
opportunity, improve their performance.
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Introduction

Marketing executives aknowledg that not only does selling products and services create value
for customers, but also customer experience is an important factor in creating value. Due to
the numerous challenges and interactions at the contact points, creating a memorable brand
experience is important especially in the service sector. Hotels that provide a high level of
quality and value in the points of contact with guests provide a good model for creating
experience in service activities. They can also, by providing a complete package of services,
arouse the excitement of guests to create permanent experiences and stimulate their five
senses (Wiedmann et al, 2017). Guests, while choosing their accommodation hotels, pay
attention to the brand of them. Having strong and well-known brands facilitates the decision-
making process for hotel choosing. People today pay less attention to commercial advertising
and more to what others think about the products and services we offer them. Informal
communication related to products and services has a strong effect on consumer behavior,
which is often greater than the messages received through advertising. These impersonal
relationships are known as mouth-to-mouth, and are traditionally and in a face to face method
shared between acquaintances (lzadi et al, 2019). It often seems that the increase in sales of a
product or service is only due to the successful advertising of companies, but in fact the main
motivation of sales is people's talking to each other about the company and its products
(Khademi & Murzaei, 2020). According to the above, the main issue of the research is the
effect of hotel characteristics on the word-of-mouth marketing behaviors (studied in Kish
Island hotels).

Theoretical literature

Today, having a powerful brand is one of the priorities of many organizations, especially
service organizations. Users are looking for redundant information to reduce the uncertainty
and complexity of decision-making to reuse. Therefore, electronic word-of-mouth marketing
has become the main source of information, and since the hotel industry is one of the main
pillars of the tourism industry and its development directly affects the growth and
development of the tourism industry, it should receive the necessary attention (Konjkav
Monfared & Hoseini, 2020).

Noruzi et al, (2020) investigated in their study entitled the study of the mediating role of
word-of-mouth electronic advertising in the relationship between the dimensions of empirical
marketing and consumer buying intention (Case study: mobile Internet market). The results
showed that word-of-mouth electronic advertising also had a positive and significant effect on
consumer's purchase intention. The direct effect of empirical marketing as well as its indirect
effect through the mediation of electronic word-of-mouth advertising on the consumer's
purchase intention has also been confirmed.

Khademi & Mirzaei, (2020) investigated the effect of service quality on word-of-mouth
marketing with the mediating role of customer loyalty (Case study: Tejarat Bank branches in
North Khorasan province). Findings showed that service quality has a positive and significant
effect on customer loyalty and word-of-mouth marketing. Also, customer loyalty has a
positive and significant effect on word-of-mouth marketing and that the quality of services
indirectly affects word-of-mouth marketing through customer loyalty.

Methodology

The present research is an applicable research in terms of purpose, and a descriptive-survey
research in terms of the method used. The statistical population of the study is all customers
of Kish Island hotels, in 54 hotels and apartment hotels in the first six months of 2020.

Samad Darvishi, The effect of hotel features performance on word-of-mouth e-marketing behaviors
(Study of Kish Island hotels)
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According to surveys, about 200 people have stayed in these hotels in the last 6 months, and
based on the available community and Cochran's formula, 322 people have been selected as a
sample and by cluster sampling method. The questionnaire of Khan et al (2017) was used to
collect data on hotel reputation performance variable, and the standard word-of-mouth
e-advertising questionnaire (Bamboer et al, 2011) were used to collect data on word-of-mouth
e-marketing variable, which was used in the research (Moradi, 2014).
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Discussion and Results

Structural equation modeling method with the help of SPSS software was used to test the
research hypothesis, and inferential statistics was used to test the hypotheses. Then regression
was used to test the hypotheses with pls software, which was confirmatory and content factor
analysis as well as the effect of factors, and the results showed that the performance index of
hotel features with a coefficient of 0.39 has a significant effect on word-of-mouth electronic
marketing behaviors. At the confidence level of 0.95 and considering the t-value which is
equal to 2.30, it can be said that the performance of hotel features has a significant effect on
word-of-mouth electronic marketing behaviors. The GoF criterion was also used to evaluate
the overall fit of the model and the measurement for the structural model. Results of average
shared values and average values of R Squares show that: GOF value is equal to 0.66, which
indicates a strong fit model. Hotel environment and facilities index with a coefficient of 0.27
has a significant effect on word-of-mouth electronic marketing behaviors. At the confidence
level of 0.95 and considering the t-value which is equal to 4.83, it can be said that the hotel
environment and facilities have a significant effect on word-of-mouth electronic marketing
behaviors. The competency index of hotel staff with a coefficient of 0.44 has a significant
effect on word-of-mouth electronic marketing behaviors. At the confidence level of 0.95 and
considering the t-value which is equal to 2.23, it can be said that the competence of hotel staff
has a significant effect on word-of-mouth electronic marketing behaviors. Hotel-to-guest
experience index with a coefficient of 0.21 has a significant effect on electronic word-of-
mouth marketing behaviors. At the confidence level of 0.95 and considering the t-value which
is equal to 2.77, it can be said that the guest-to-guest hotel experience has a significant effect
on electronic word-of-mouth marketing behaviors. Hotel location index with a coefficient of
0.17 has a significant effect on word-of-mouth electronic marketing behaviors. At the
confidence level of 0.95 and considering the t-value which is equal to 2.18, it can be said that
the location of the hotel has a significant effect on word-of-mouth electronic marketing
behaviors.

Samad Darvishi, The effect of hotel features performance on word-of-mouth e-marketing behaviors
(Study of Kish Island hotels)
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applicable in terms of purpose and descriptive-survey in terms of nature and
method of data collection; and is specifically based on structural equation
modeling. The present research population is the customers of internet
service companies in the west of Mazandaran province, estimated 100,000
people; 384 of which were considered as a sample, based on the target
population and according to Morgan's table. The sampling method in this
study is simple randomization., two questionnaires were used in the present
study as the collection tools, including Carol's Social Responsibility
Questionnaire (1979) and Petty Standard Work Ethics Questionnaire
(1990). Findings showed that there is a relationship between business ethics
and corporate social responsibility of a case study of Internet companies in
the west of Mazandaran province. There is a relationship between
attachment and interest in work and social responsibility in internet
companies in the west of Mazandaran province. There is also a relationship
between perseverance and seriousness in work and social responsibility in
internet companies in the west of Mazandaran province. There is another
relationship between healthy and humane relationships in the workplace
and social responsibility in Internet companies in the west of Mazandaran
province. Finally, there is a relationship between collective spirit and
cooperation in work and social responsibility in internet companies in the
west of Mazandaran province.
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Introduction

One of the elements in an environment with moral decadence is social responsibility, which
can be presumed economically, legally, morally or religiously. In fact, it shows the
commitment of organizations to maximize benefits and minimize social costs. Managers who
have a long-term vision are ready to undergo the expenditure for improvement of the welfare
of society, solving social problems, environmental pollution, improvement of working
conditions, respect of human rights, participation in public welfare affairs, etc., to benefit
from social progress through social activities in the long run, and on the other hand, to gain
credibility and reputation for themselves in society and among customers and stakeholders.
Social responsibility activities as extra-organizational activities and social commitment can be
easily observed and judged by outsiders, while business ethics reflects the implicit and
internal beliefs of companies (Taghi Zadeh & Soltani, 2018). Social responsibility and
business ethics are two interrelated concepts that must be considered simultaneously when
examining the impact of ethical plans on company performance. Social responsibility is also
referred to as organizational citizenship and sustainable business responsibility, and reflects
the position of companies towards all corporate stakeholders including corporate
shareholders, the environment, consumers, employees and the general public (Darini,
2020).According to the above, the main issue of the research is the relationship between
business ethics and corporate social responsibility of the case study of Internet companies in
the west of Mazandaran province.

Theoretical framework

Jafari & Rezaei Fard (2021) examined the impact of business ethics and social responsibility
on corporate branding. The results showed that ethics and social responsibility have direct and
positive effects on the brand of companies. Corporate social responsibility is a pervasive
category that includes ethics. Therefore, companies that seek to compete in global markets
should, in addition to profitability, provide the ground for compliance with work ethic and
fulfill their social responsibility to customers. Therefore, it is recommended to company
managers; by compiling an ethical charter and continuous training of employees, provide the
ground for the development of the brand in question and take steps to maintain the dignity and
satisfaction of customers.

Darini (2020) examined the role of business ethics in corporate social responsibility. The
results showed that in the main hypothesis, business ethics has a positive effect on corporate
social responsibility, the first sub-hypothesis of business ethics has a positive effect on the
economic dimension of corporate social responsibility, the second sub-hypothesis of business
ethics has a positive effect in the legal dimension of corporate social responsibility, the third
sub-hypothesis of business ethics has a positive effect on the ethical dimension of corporate
social responsibility, and the fourth sub-hypothesis; business ethics has a positive effect on
the dimension of charitable activities of corporate social responsibility. In this study, all five
hypotheses were confirmed.

Ghayur et al (2019) in his article entitled the relationship between social responsibility, and
moral reputation and brand equity; Analyzed the mediating role of trust. The obtained results
indicate a positive relationship between social responsibility and moral reputation and brand
equity. Based on the results, it can be said that customer trust as a mediating variable in
relation to corporate social responsibility actions plays an increasing role on the moral
reputation and brand equity; therefore, innovative measures of social responsibility should be
done in a way that leads to build customer trust and enhance the ethical reputation and equity
of the brand.
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O.C. Ferrell et al (2019) published a paper entitled Business Ethics, Corporate Social
Responsibility and Branding Approach. Findings from a 351-member panel of respondents
provide new insights into customer expectations, understanding corporate social
responsibility, and business ethics behavior. Based on the results, it can be said that although
corporate social responsibility attitudes are important, but customers attach great importance
to business ethics as a critical behavior in shaping their understanding of brand attitudes.
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Methodology

The present research is an applicable research in terms of purpose and is a descriptive-survey
research in terms of the method used. The present research population is the customers of
internet service companies in the west of Mazandaran province. An estimated 100,000 people;
According to the target population and according to Morgan's table, 384 people were
considered as a sample. The sampling method in this randomization is simple. The sampling
method in this study is simple randomization. Two questionnaire (Carol, 1979) and a
questionnaire (Peti, 1990) were used to collect data related to the social responsibility
variable.

Discussion and Results

In order to test the research hypothesis, structural equation modeling method with the help of
SPSS software was used; and inferential statistics was used to test the hypotheses. Then
regression was used to test the hypotheses with pls software that is confirmatory and content
factor analysis as well as the effect of factors, and the results showed that business ethics
index has a coefficient of 0.784, in other words, there is a connection as much as 78.4%
between business ethics and corporate social responsibility of the case study of internet
companies in the west of Mazandaran province; this is related to the explanation of variance
related to business ethics to variable changes in social responsibility. Attachment and interest
in work has a coefficient of 0.754, in other words, there is a connection as much as 75.4%
between the attachment and interest in work and the social responsibility of internet
companies in the west of Mazandaran province. This is related to the explanation of variance
related to attachment and interest in work to variable changes in social responsibility. The
index of perseverance and seriousness in work has a coefficient of 0.750, in other words, there
is a relationship as much as 75% between perseverance and seriousness in work and social
responsibility in Internet companies in the west of Mazandaran province. This means that the
explanation of variance related to perseverance and seriousness in work is related to variable
changes in social responsibility. Healthy and human relations index has a coefficient of 0.763,
in other words, there is a relationship as much as 76.3% between healthy and human relations
and social responsibility in Internet companies in the west of Mazandaran province; this
means that the explanation of variance related to health and human relationships is related to
variable changes in social responsibility. Collective spirit and participation in work has a
coefficient of 0.791, in other words, there is a relationship as much as 79.1% between
collective spirit an participation in work and social responsibility in Internet companies in the
west of Mazandaran province; this means that the explanation of variance related to collective
spirit and participation in work is related to variable changes in social responsibility.

Conclusion

The aim of this study was to investigate the relationship between business ethics and
corporate social responsibility of a case study of Internet companies in the west of
Mazandaran province. The results of this study are consistent with the results of O.C. Ferrell
et al, (2019). In their article, entitled Business Ethics, Corporate Social Responsibility, and the
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Brand Approach, they found that understanding the relative importance of business ethics and
social responsibility is crucial in determining brand attitudes. (Akbari & Faham, 2016)
(Kiyani, 2015) (Diyanati & Reza pour, 2015) Studies show that business ethics have an
impact on corporate social responsibility. According to the present study, it is suggested that
the managers of companies and organizations, by providing arrangements in the organization,
hire people who are bound to the ethical principles approved by the organization and the
company. Managers should take steps to promote employee ethics by holding classes and
programs. The ethical charter of the organization should be explained clearly and explicitly to
all employees. Managers should provide meetings for employees to comment on ethical
issues By arranging meetings and programs, Managers of organizations should remind
employees of the organization's their social responsibilities to society. By showing leadership,
company managers create in employees the feeling that they can freely comment and be
accountable in their work. Managers of companies selling online goods and services can use
effective advertising such as the use of advertising billboards, media such as television and
newspapers, advertising sites or through the distribution of brochures and catalogs, promote
the level of consumer awareness as they advertise their brand and remind the people the
company's social responsibly, and mention what they did.
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Introduction

Rapid change in today's world has faced organizations with various challenges, but in the
meantime, successful organizations are those which, with the help of management tools and
new technologies, take advantage of the opportunities created to their benefit. The e-
commerce environment is one of these tools. Internet-based e-commerce environment allows
customers to search for information and purchase goods and services through direct contact
with online stores (Feyznia.2017) .Today, shopping intention reflects the predictable behavior
of the consumer in future purchasing decisions that significantly helps in the formation of
consumer attitudes (Xiao, & Liu.2018). Identity is one of the factors that keeps the brand
stable and directs it to new markets and products (Muhonen.et al.2017) Brands identify
themselves to customers and differentiate themselves from other competitors. The process of
creating a brand identity is to formulate the mindsets that the brand intends to create and
ensure that the brand is identified by the customer and associated with a particular category of
needs (Khodavardikhani, 2018). The customers prefer one tbrand to other based on the factors
important to them (Ebrahim, 2020). Brand equity is one of the assets that maintains the value
of the company and, by creating a competitive advantage over competitors, will attract
customers' attention and loyalty (Zollo.et.al.2020). The intention to repeat the purchase is the
process of referring and repeatedly purchasing goods and services from a store in the long
run, the main reason for which is positive experiences after the purchase (Birjandi.et.al.2019).
Ethical marketing is a domain of applicable ethics which is related to hidden ethical principles
in behavior, advertising and regulation in marketing (Purwanto.etal.2019). This issue, which
is widely discussed in management and market science today, is called ethical marketing
(Pittz.et.al.2020). Digi Kala online store is one of the most reputable virtual stores in our
country which many people buy from around the clock to provide the products and services
they need. Considering that a suitable platform for online sales and purchases has not yet
become popular in our country, the researcher intends to analyze the relationship between
consumer intention to repurchase, brand identity and brand equity while analyzing the aspects
of ethical marketing. This study tries to answer the question whether ethical marketing has a
significant effect on the consumer's intention to repurchase, by emphasizing the mediating
role of brand identity and brand equity in the Digikala online store.

Theoretical literature

Using the definition of Taylor (2000), Till (2009) defines marketing ethics as follows:
Research into the nature and levels of belief, beliefs, standards, and rules of ethical behavior
in relation to business decisions and sales conditions (Safari, et.al.) 2017). Intention to buy is
a pattern of attitude towards the product for future purchases (Shaghlani, 2017). Su (1990)
states that the intention to buy refers to some exchange behaviors that occur after consumers
evaluate the product and reflect an emotional response in their behavior to an issue (Safari, et
al. 2017). Brand identity expresses the ideal characteristics that the brand intends to offer to
customers. In other words, brand identity is what the brand commits to the market (Essamri,
et. al.2019). Whatever is supposed to be portrayed in the future and engraved in the mind of
the customer is the essence of the brand. Adorned appearance and what is seen is the
expression of a brand identity (Ahmadian.2017). According to Acker (1991), brand equity has
three basic components: brand awareness, brand loyalty and brand association. Brand
awareness is the level of awareness and cognition by which the customer recognizes,
remembers and can identify brand-related products and services (bordbar, et al.2018).

Chae.et al. (2020) in a study concentrated on the effect of product features on perceived value,
brand trust and repurchase intention. The results showed that product features have a positive
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and significant effect on perceived value, brand trust and repurchase intention. Ghaffari
(2018) also stated in his research that there is a positive and significant relationship between
ethical marketing and customer loyalty. Izadian (2019) also concluded in his research that
there is a positive and significant relationship between brand personality with brand trust and
brand loyalty.
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Methodology

The present research is applicable in terms of purpose, and descriptive-survey in nature. The
statistical population of the research consists of customers of Digi Kala online store, 375 of
whom were selected as the research sample using Cochran's formula and available sampling
method. ethical marketing questionnaires (Safari.et al 2017), brand equity (Aaker.1991),
brand identity (Mael, & Ashforth, 1992) and repurchase intention (Hong.et al.2012) were
used to collect data.

Discussion and Results

In order to investigate the mediating effect of brand identity in the hypothesis under
discussion, the direct effect of the two structures with the indirect effect in the case of
involving mediating variables should be examined so that if the effect increases, the
mediating effect can be considered acceptable. In the present hypothesis, the direct effect is
equal to 0.49. If there is a mediating variable of brand identity, the indirect effect is:

(0.69) x (0.73) = (0.507)

Due to the fact that the direct path effect is less than the indirect path, therefore, the existence
of a mediating variable increases the brand identity and the mediating role in the present
hypothesis is confirmed.

In order to investigate the mediating effect of brand personality in the hypothesis under
discussion, the direct effect of two structures with indirect effect in the case of involving
mediating variables should be examined so that if the effect increases, the mediating effect
can be considered acceptable. In the present hypothesis, the direct effect is equal to 0.49.
Indirect effect in the presence of a mediator variable of brand equity is:

(0.72) x (0.78) = (0.561)

Due to the fact that the effect of direct path is less than indirect paths, therefore, the existence
of a mediator variable increases the equity of the brand, and the mediating role in the present
hypothesis is confirmed.

Conclusion

Considering the confirmation of the first main hypothesis; the effect of ethical marketing on
repurchase intention with emphasis on the mediating role of brand identity, the result is
explained in such a way that providing the desired services to customers creates trust among
customers and persuades them to refer to this site in different situations. Therefore, the idea is
imprinted in the minds of customers that if they want quality services, they will always trust
this online store and keep it in mind, and if the services required by customers are available
on this site, they will not be willing to use services and products of other stores. As a result,
the management of this store fulfills its obligations to customers correctly and honestly, and
customers are assured about the goodness of the products they receive from this site,
compared to other online stores. The degree of easy access of customers to the services or
products listed on the Internet sites can affect their satisfaction with the perceived usefulness
of these facilities and goods. When the customer can easily make online purchases and buy
the desired product, he acts with more interest in understanding the usefulness and the
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purchase process. These results match with research findings of Demirglines.(2015); Rezaei,
(2018); Izadian, (2019) and supported by them.

The result of testing the second hypothesis based on the positive and significant effect of
ethical marketing on repurchase intention by emphasizing the mediating role of brand equity
is explained in such a way that considering the intangibility of goods and services received by
customers through the Internet and their purchase from virtual stores has reasonably high
perceived risk. When buying online from store sites, customers pay special attention to the
details of the purchase and the products offered on this site. Paying attention to the
characteristics of the offered products and the amount of site commitment about the returning
of impaired goods can be considered as a significant aspect in this case. On one hand, online
stores should explain precisely the details and application of their products with high
clarification so that customers can make the right choice to meet and satisfy their needs. On
the other hand, these stores must be committed to selling their goods and provide after-sales
service satisfy the customers. In this way, site managements can stimulate the customer's
sense of trust to their virtual store and encourage them to buy online. These results match with
research findings of Bavarsad, et al. (2015); Vazifehdust & Memarian. (2014); Chen &
Quester, (2015) and supported by them.
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Extended Abstract

Introduction

Brands play a pivotal role in consumer behavior, and making strong relationships between
customers and their chosen brands has a tremendous impact on customer behavior and brand
preference. Creating such strong relationships at times leads to the formation of deep
emotional bonds and ultimately love toward the brand. Creating and strengthening strong
emotional bonds turns customers into staunch advocates for the brand, resulting in huge
investment capital for the company (Hajibabaei & Esmailpur, 2019). Nowadays, the
successful companies try more than ever to take a step toward the improvement of the stable
competitive advantage. The first and foremost function of competitive advantage is to ensure
the survival of the organization. When an organization ensures its survival by relying on
competitive advantage, then it can follow the path of success to growth (Ermaya & Wibowo,
2020). Analyzing the behavior of buyers and customers in the marketing process is a key
point in developing marketing strategies. In the process of analyzing customer behavior,
marketing professionals focus on the customer decision process. The important part of this
mental process is related to the external and internal stimuli of the person (or internal and
external incentive). The most important external incentives are advertising and other
promotional methods such as discounts and price changes that have been developed in the
strategic marketing plan. Measuring these motivators for marketing professionals plays a
helpful role in evaluating the effectiveness of marketing strategies (Sakifard & etal, 2019).
Such motivators form the intention of buying to the customer; and if it continues, it will lead
to customer satisfaction (Kootenaie & Kootenaie, 2021). Examining different dimensions of
consumer behavior can help researchers to identify the reasons why customers want to buy.
One of the elements that affect customer satisfaction and re-purchase intention is love for a
particular brand. Robert (2005) states that brand love expresses the strongest emotional bond
between the consumer and the brand (Rezaei Hajiabadi & etal, 2021). Brand love can act as a
stimulus for consumers to develop and maintain close relationships with companies.
Marketing has used love as a structure that shows consumers' strong emotional attachments to
the love of objects, whether a brand or a product or a service (Cossio-Silva & etal, 2016). This
research seeks to design a model that establishes a relationship between marketing incentives
available to Kaleh Company and brand love with customer satisfaction (and ultimately the
consequence for Kaleh Company is to increase competitiveness and create a strong brand).
Therefore, in this study, the effect of marketing stimuli and brand love on customer
satisfaction has been investigated. In this study, an attempt is made to answer the question that
if marketing stimuli on customer satisfaction with the mediating role of brand love in the
branches of Kaleh Company in Mazandaran and Gilan provinces have a significant impact.

Theoretical literature

Brand love is the degree of emotional attachment that a satisfied customer has to a particular
brand. In the other word, when a brand acts in such a way that is able to satisfy the real and
tangible needs of the other party, it can be interpreted as love and thus the concept of brand
love gradually entered consumer research (Palusuk & etal, 2019).

Marketing incentives are a set of marketing activities that companies do to meet the needs of
their target markets as best as possible (Chang & etal, 2019). After selecting a target market,
marketing managers must develop a systematic plan for selling to customers and building
long-term relationships (Li, 2020).

Researchers consider customer satisfaction to be a psychological feeling that results from
comparing the product specifications received with the needs and wants of customers and the
social expectations regarding the product. According to the definitions in explaining
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satisfaction, three conditions are necessary: First, expectations must be formed. The formation
of evaluations is the second condition, and the third condition is that expectations and
evaluations allow direct comparisons to be made (mirzaee Azandariani & Arya, 2020).

Song & Kim (2022) conducted a study entitled The Impact of Social Media Marketing on the
Value of Luxury Brands: The Dual Impact of Brand Satisfaction and Brand Love on Word of
Mouth Loyalty Intentions and Attitudes. The statistical population consisted of e-shop
customers in China. The research method was correlative, and the sampling method was
voluntary. The results showed that social media marketing on the value of luxury brands and
brand satisfaction and brand love have a significant effect on word of mouth loyalty intentions
and attitudes.

Choi & et al (2022) conducted a study entitled The Impact of Customer-Based Company
Reputation on Customer Interaction Behaviors: Customer Satisfaction and Brand Love as
Intermediaries and Industry as Modifier. The statistical population of customers was service
companies in Tokyo. The research method was descriptive-survey, and sampling method was
random simple. The results showed that company reputation, customer satisfaction and brand
love had a significant effect on customer interaction behaviors and the type of industry had a
moderating role in this regard.

Pallikkara & et al, (2021), conducted a study entitled: The Impact of Marketing Incentives on
Repurchase Intent; The Mediating Role of Customer Satisfaction. The statistical population
was the customers of UK banks. The research method was descriptive-correlative and the
sampling method was random simple. The results showed that marketing stimuli of customer
satisfaction have a positive and significant effect on the intention to repurchase.

[} &
y b
¥ inawaot’

Methodology

The research method is descriptive-correlational in nature, and applied in terms of purpose.
The statistical population of the study consisted of customers of Kaleh Company in
Mazandaran and Gilan provinces. The sample size of the research was determined based on
Cochran's formula of 384 people and the available sampling method was used. For data
collection, standard questionnaires of marketing stimuli (Hassanzadeh & Rezvani, 2016),
customer satisfaction (Gremler & Gwinner, 2000) and brand love (Cho& Fiore, 2015) were
used.

Discussion and Results

The results of the first hypothesis showed that the effect of marketing stimuli on brand love
was equal to (0.69) which shows that the correlation is favorable. The t-test of the test was
obtained (7.67) which is more than the critical value of t at the level of 5% error; (1.96) and
shows that the observed correlation is significant. The results of the second hypothesis
showed that the effect of brand love on customer satisfaction was calculated equal to (0.76),
which shows that the correlation is favorable. The t-test of the test was obtained (8.72) which
is more than the critical value of t at the level of 5% error; (1.96) and shows that the observed
correlation is significant. The results of the third hypothesis showed that the effect of
marketing stimuli on customer satisfaction is equal to (0.42) which shows that the correlation
is favorable. The t-test of the test was obtained (5.40) which is more than the critical value of t
at the error level of 5%; (1.96) and shows that the observed correlation is significant. The
results of the fourth hypothesis showed that the power of direct effect of marketing stimuli on
customer satisfaction is equal to (0.42). Indirect effect of marketing stimuli on customer
satisfaction is calculated equal to (0.52) provided that there is a mediating variable of brand
love. Due to the fact that the effect of direct path is less than indirect paths, therefore, the
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existence of the mediator variable of love for the brand increases the power of influence and
the mediating role of the variable of love for the brand is confirmed in the present hypothesis.

Conclusion

The power of the effect of marketing stimuli on brand love is calculated equal to (0.69) which
shows that the correlation is favorable. Therefore, paying attention to the brand and increasing
its value by Kaleh Company plays an important role in improving branding and brand love.
Love and affection for the brand is one of the components that can lead to attracting more
customers for the company. The more the customer's love and interest in the brand, the more
loyalty to the brand and the more word of mouth advertising at the end. The use of
promotional incentives to increase customer information and even advertising in bringing the
brand closer to the interests of the consumers has a significant impact. These results are
consistent with the findings of (Bauer & etal, 2020) and (Hajibabaei & Esmailpur, 2019).

The strength of the effect of brand love on customer satisfaction is calculated to be equal to
(0.76), which indicates that the correlation is favorable. Carroll & Ahuvia (2006) and Unal &
Aydin (2013) in their research concluded that the more customer love for the brand, the more
verbal advertising customers about the brand (Khalighi, 2020). This means that love for the
brand will encourage the customer and will lead to their satisfaction. Such a level of
satisfaction will create loyalty in them. These results are consistent with the findings of Song
& Kim (2022) and Choi & et al (2022).

The effect of marketing stimuli on customer satisfaction is calculated to be equal to (0.42),
which indicates that the correlation is favorable. Providing the best possible value to
customers is undoubtedly vital for Kaleh Company in the current competitive market. As long
as the company offers quality products to customers, customers are satisfied with receiving
such products and this customer satisfaction leads to their commitment to purchase services
(Chang & et al, 2019). On the other hand, improving the quality of products and paying
attention to customer tastes is another important marketing stimulus that plays an important
role in improving customer satisfaction. These results are consistent with the findings of
Sheikhesmaeili & et al (2021) and Pallikkara & et al (2021).

The indirect effect of marketing stimuli on customer satisfaction in the presence of the
mediating variable of brand love is equal to (0.52). Marketing incentives motivate customers
to reuse products, and this directly and indirectly leads to customer satisfaction (Fahimi,
2020). This can be examined from different angles. When Kaleh Company tries to introduce
its products to its customers based on its promotional advertisements or when it uses pricing
strategies to acquire and maintain its market, it tries to design its marketing stimuli in such a
way that customers fall in love with this brand. Matching the company's products and services
with customers' tastes will create pleasure and two-way communication between the brand
and the customer. These results are consistent with the findings of Shafieih (2018) and
Aghajani (2020).

In this regard, it is suggested that the marketing managers of Kaleh Company can create a
better association in the customer's mind by using a better image, scent, sound and symbol. In
this regard, reference groups can be used to increase brand love. Providing more and more up-
to-date services can increase customer satisfaction and loyalty as much as possible. By
identifying the customer's wishes, aspirations, ideals and dreams and fulfilling them, the
customer's interest in Kaleh Company can be increased. Responding quickly to customer
requests and listening to their conversations can make them feel important and Increase their
interest in the company. The use of nostalgia can evoke positive memories and increase the
realization of the customer's love for the brand. To ensure that customers are in constant
contact with them, company managers must adopt clear policies and procedures.

Peyman Deilami Moezzi, A structural model of the role of brand love in the impact of marketing
stimuli on customer satisfaction




oo BUsHHg,

B %

« . . 6§ r’
@?.ﬁT)lrS 79 s S ko 4l Lad - z:%
https://www.jome.ir ] A

>
Danzgane™

elISSN: 2783-4573 B9 H (o

oldy 3 (150 GBS 30 (53105 3l 40 W g 4 Gis i 1 (g LSl Jono
LR

‘ S ool Olay
Ol Ol ¢ SLblb aadle oKl ¢ S8 550 Sy e any Lyl ol IS )

o> VeV sl 3o b
bl S e (1B ST s Wy a4 G A8 1 ol le Jis €] ol G Coua VB ANS 15530 g b
035 6308 Ooda oo 5l s slay 65T5 5 sy Blowd 1 e ol il e Ol ke Syl VP ATV ik @b

o b3l S5 ONE 5 0Ll sladlial s AIST IS5 0L e 1y e LT amele ol T T LS & 56

o oslial e 53 68 G50 ) Slas B i VAR O1S S Usep bl p G 5ed
OWF40) Slsdy 5 035 uem sb5L (SlacS oma 31 bkul sladaliin 5 5l Laosls &)}T.}J? PL
o e 4ty S eslinad (Y410) pd 5 g Ayt 36 5 (Yoo ) i 5 5l § 6 e culs, |

_ : o3l wuls”
ok o3lizad PSS L1331 5 5 g Listel (6,LT 150 p i 51 esbizal b b be SYslas <SS 51 Laosls

, g Gae
..umﬁgg,;.:.aqu)ﬂd,lf;‘o\},w;;.,.dt)lux;ﬁefﬁ,@;effm@\.lfw; Db e als,
sl 3B 0L 2ie Cald) p eedten b 5 peiten sb 4 b1l S e 31> DL Gl (G a5

213 (il (BB 0 e al) il LS e olie U0 s Gis @5 & e

2 Ul sl ¢S e (1S S s L @ Ghe LB I okl Jie (VP ) L0l (g ooks (APA) aws” sliw! dlio C,gugiaw
ARAERVEEP) w}@[(jjb/}gmfdgﬂ-huud uli,:.:.»c.il.;)

d | https:/dx.doi.org/10.22034/jbme. 2022.313113.1000  [@)

Creative Commons: CC BY 4.0 Dbl 5 S5 e duaas g0 2 gl

deylamipeyman@yahoo.com : 1
y Pey y M Siae eoks Olay J,Zmoév\u».ly

Ol e Saldy 1 L SlacS e (51830 53 iy 4y Bl 2B 31 (5t Jobe g jme o> Olay




BUS,
O Bty

2 ATI79 J79 ™ g ko 4ol fud

https://www.jbme.ir

.

Ao

] .-'o%’

%, O
¥ ingpaet®

13 0diS o pn by 3 sage LB 5 Lsd o A LaLlS 5 S (63,5 (sl ol)ls o ege a5 53 ki,
Sl b8 Sl cdas o 0L ) (2 4 53 S Wl sl 35 slaodes & Olojle il LS & L
oa s s (Haji Babaii&etal,2016) cul (s min sl 5l s 5 slazr) ¢ owlel Ll 1)1 4 Ol
2 ST AT Came a5 (628 e el 58 Jal gy sl 5 S o Uyl iS5 e i85 55 (5 e
) Sadi gy 6,8 IS8 Cor e s S slool 55 s 8 Ll gy (i bl 3)ls iy e 5 9 (6 2 LS,
Sl S o Gladlhe 4 1) O pe o ble AiaT 5l (Sladi g S 55 5 Sl 35000 L 4 GRe Calg )3 5 G
> (Hajibabaei& Esmailpur,2019) coul &S 5 (gl y CiSin slale o slou! OT dons &8 A4S o b5 &
3 ol Bl 08 Sl Bl Cuge sep S 03 B S e Ut 3l e Giae sbObSle bl ac
e By Cu e eSS L1y 3 la Olejle B ol Olsle i e (2B S je 3 ST o 5 ol
5 Ol 5 Lk, s (Ermaya & Wibowo,2020) blewy |y Couibgn s L1550 Sl 4 o KT 355
Olamasie (O i ) o A5l 3 5o .l glHIL (sbas paly 55 G US™ dlal ¢ LG sl 3 )5 0L e
5395 5 S5 SLrodil 150 4 by o 85 13 ol (igs e s gr S e (5 e e 1B 1 LS
Drmr s s leday 5 DS S slae i3Sl o Sepe ol (G 5 (S500 WS e L) 33
6l Lol 301l ot ol old 9 b,k S H sl el 3 ST Sl ged Sl 5 Slisise
o (Sakifard&etal,2019) 5,05 1y ob,l5L gbas maly idw il pwyp 55 (SKaS 25 byl Ceeeie
Sl dal gt JLs 4 5 0L e Syl pall oy g 53 5 0k (5 e oy o d (5,8 IS8 Eely g laosl55S
SV bl aruds i > S dlS (5 eme Hly Olalles anw s b 51 .(KooOtenaie & Kootenaie,2021)
3 e &5 53 (2813 LD i 55 el (LB 8IS e s s 8IS 4 Jpae s U5 01 S
oS o 53 Ol ke 4 ESUST Jals gt 5o ol 315 55 1y (s3date Slaly jo 03 e T3 5 OB ST 5 o
Sl OB S (a5 5 OIS 056 4 ESKaS OB ST s e 5 o o b 1 (s Gl &S a8
5 65 s S 93 D8 ST 5 e 4SS Ll 53 5 Sladks 5 VST 293 5 b 5w by e ol as
ol js 1) Olaises Llg o odiS O juee Hlby Calies sl o), (Sheikhesmaeili&etal, 2021) AL .
& Ghe )ls b Ol ie sdoe 4y b 5 Lol 55 oS 63 5l S Ly ()b Ob i s 5 b Y
5 0S5 e sible Wgy p S5 58 0diS Oly L 4 Ghe a5 3,15 00 Ol (Y OV ol . Conl ol (6
33 bt e AW |y W, 4 Gie (Bergkrist&etal 2010) .(Rezaei Hajiabadi&etal,2021) <ol o
IS Y O me 55 555 slaw o elal 1) placadls OB WS O pme OT plil oS ASls o 5 s
2 an 53 by 9 Culsy sl (Caslian L 5 ol b ae YIS 55 L, 4 Gie 5 Do 2ils A o

(Rezaei Hajiabadi&etal 2021) sls aal st 5 53 15 52 OT 15k g 1531 Bl 5 okl oS

1 -Rabert

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




'\‘M ausm‘&\
A9 579 ™ St phe ol futd .
https://www.jbme.ir

&
m;mf)““

< . Jo"‘a4

O,v'

>
Danzgane™

LaS Ly 4 Ghe O ol dlalae S Olgte 4 Culdy im0l Sgline Ly 0 Gl L als, Sk
4 Ghe & L3 gad Oy Olai>ws .(MaSUM & raftari, 2020) » g oo &S 55 Coal Lo o (5l U b Doke GV 5b ol
sl Ly 4 Ghe 6,8 S 6y lal senlss mlhu 5,8 o IS8 tnenloy SV sk B b 1L,
Lis 5 anw g 55 O AS (5 e gl S e K Olsie 4 Ll 5 oo i 4 ie (Unal & Aydin,2013) 45"
s ible sla  Sads o wles S aslind 55l Ol g 4 325 1 Lok ST s S5 L oo 5 Ll
(Cossio-Silva&etal, 2016) tas s OLis Caodst b J guames 65 5o &G ol 5 bl & e 4 1) O US” s pase
S 5 55 55 el 03,8 5545 i 50T (5 pme L) e 03l G Ul 4 (5ol b 4 Gle el
oz OT ()18 Slackaly 5355 00 S5l & 5 0S5 e o e alasly sl Eoly ol 4z oSl 5,550 )3

(Alarcon&etal,2018) s 15 5 s> 5
& Ghe 5 305 13 AST S5 et 5o & bk eSS Sl o S b Jls 4 SBas
(D6 iy 65 sl 5 5 pely Culdy I3l m IS 57,8 (gl OTaaly Culgs 53 ) 0L e Sl L
O st sl aliag as e G 05STU, 58T Jola s a5 AR (0 UL £ 9d g0 iy () bl L1 el
A{C\HS@ASU\»‘%—) anJas )50 § 305803 (35 QYLE.‘EK}_J));S}\C)B); sl 0 plsil g3
GBS e 5T )y 0 el ols rw anlllan pl 3 1 Ll ls 5 Guiss Sl kte LLI| 4 Olejar Oy g0
S 3 g0 0sls Gl Il 4 B3 g8 0 O Gl 53 358 s O e Lol Lip a Gle s (2bLL
5 OLijle Gladkul 3 dlST CST 5 Slad 53 L 4 Ghe (ale B L OL ie Luld) 5 oLk GladS e

Sl ylsbine j‘l.? Q'JA;

S 1 Sl

gk Gae
el 4y G )3 ol iy S b (Sl (e S S sy ible (Samly S sl s (ki 4 e
sl zls Kos Do b Sl usale 5 ls Gl L)l Ul 45 A8 o foe IS8 4 i (B K> Ole
uou§grm¢u:z,g>)|jxﬁéz&rﬁba,w,;aﬁu;;ﬁx:w@,m}s@
&y O 4 i 35 Slabes| Co 5 s 1y i 4 G il 08 iS” U5 s (Palusuk&etal, 2019)
Iy & 4 sae (Fournier,1998) .(Kumar&etal,2021) & ;5 oo HI5 a5 &, OT L Ola ible LU, Osls Olis ) st
Ly 4 Ghe ol slul I S wisls ol (Batra&etal, 2012) 5 S (o L b6 rie Sl bl
3ol ol S o b5l easls llan 3 g 515 5l b iy el oSy ol a3 5 L L S S
35 OIS0 ESS Ly da Dyl gl W) esghe Lp 4 Ghe (Masum & raftari,2020) s,ls b 4
S b 4 a5 51 (6 e Glaaial 2 g5 05,57 Db 5 035y o 53 Y CidST L e 21158
55 Ghe Ol 5 odd Ly OSG whd (6 e G 358 OT Corge ot glaadlie G5 5 K5, 0 S

A5 5 e (D)l 5 55 Jols & ods b 8 ol 68 5 mal e ke 5145 Sl (e Ly 4 e

Ol e uldy 1 olslik e e (6518 50 55 iy 4 e 2 51 5okl Jba s jme (salis Oloy




BUS,
O Bty

2 ATI79 J79 ™ g ko 4ol fud

https://www.jbme.ir

Sl 9 s sl sosede by 4 Gie (Zarantonello&etal, 2016) Col Ol i bl Colsy 51 515 9548 o0

] .-'o%’

%, ol
¥ inawaot™

Shaly S0l 6, 4 Ghe .l 038 55 4 1 2b)L O ol Sl ol s 5l a3 55 S
G4 (Carroll & Ahuvia,2006) .(Motaharinejad&etal, 2014) Coul & &K 5 0SS juzs w5 5 (ol
G e Ll e 03,03 (ool (63T oty S (1 oSS e K oS ool Slrn  Salg 53 1 L 4
(bt G S 55 STl daily ) 45 el 0y K 5 OB ST O3 e Aedida 5 Ly el 3 slalaly i
R2ASE Bl o8 5 Ol Ll 95 KB 8 i G o 555 e sl GleS e Sl Ll ible 5 ol
Gl O3 pan oS oS ol gt 4 355 Lol oSl 3V O3 oS Sl Kyl 5 ible Sy

.(Sadrnia&etal,2019) s 45 &, ¢

(bl slaeS e

Gl IS8 i 4 O @ pllil b eS8 o8 ol Lol slgadled 51 las sazen (o)15L S e

Ul b oV ole 5l SKize oLk LS s (Chang&etal, 2019) WS’ o 03,57 5 1, zada la L
SN el s 5 il 5 Gl 65 0TS 5 S5 0 Ol 5 O cakiypa ey Caad (a1 e
Ol 1 e (Ligtzan&etal, 2019) ol b,k O e el slgdled Kbl bolsL (4S pee tisl o
ol Sdeddly Lol s bl 5 Ob rie 4 g3 8 Skt 4l S5 b LG O e (s 15L&
e Bnl 3 sb e JSE 55 5 1 (aad W panmn 4 ) SleransS 1 b1k a0l (L0, 2020) S
s T 4 1) OS5 b cs)5Ta 5w 5 s p sl & Oy s GLISL Ol pite 7 s glgdde ¢ 5
L byl s Bl e Olesle o8 Sl ola ke ales Jold Sleds b ,15L o 5T (Bhatt&etal, 2020) ias o

3 okd jasia G 0L ie ol 0 8 a8 Sl ST ST 0T bk slolis Loyl sl 555 a5k
Sl 03,5 Do b g 03 1) 355 Slgrdlab it sk Ll o Ol kil 48 8 513 gy 2 5 i 3550
Nurani&etal,2021) &S T dias s JSE 4 4150

(S Culs
Jgmames Slabeiin (o dslie doe 53 & Ly o wluon| (o litilyy Bl 11 (5 2t Culsy O Kings
ol Gb T e s 4 e geamn b sl 3 elazrd Sl 5 O i slaaal g 5 L L el S50 5o
bs sl s bsla gl s 5,8 IS il sl & ol Jsh il 03 b aw o Zulsy o o
mirzaee Azandariani & ) 5,5 &40 etiee duglie B dins o ol a5l Okl & ol £ 3
S ook Sl Gilad Culsy ol oS o pas el 31 ol 5ST Oles Culs, L(Arya, 2020
Tobe 5 25800 bl O e SlalS 5 gsllas b )3 48T Gloj el b Jgeams 355 b (ks b J e
S o 65 ol 1y il (Song & Kim, 2022) 33 8 e Jels 15 Cggllae mlaw 1 Seml b 5V
ol 3 Shes 5 JTosl 3 Shes (god> U L (L5 Syl ol &STyal Sl b5, 4 0L zie 25T

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




A9 579 ™ St phe ol futd .
https://www.jbme.ir

Slamglie 3,0kl 31 550 ol K ams Ol siedy (6 2k (shians Ly 23 58 oo ESTTy5) U5 e I Aoy o7 ¢ uames

|)C)bllé:.}\co.\.&df)::ﬂsf\ﬁ:&ﬂpg.;ﬁbf@ﬁmﬁ@wuﬁ&;)somefjsaﬂwgf
(Shahab Fal’, 2017) C,M.u\ ol L}a&l} ‘_QML,)).&QJ)}TJ{

< . Jo"‘a4
%

O L
€3 b S ek il eleml sbaaley oUolL ST Olge U tags (Song & Kim,2022)
ey 3 0l e )T analr Lisls plonil 555 5 0las 4 Olas ()lsls Dl Ly iy a4 Ghe 5 i 51l
o3l S sls Ol s g ilbgls (6,8 Gae o)y 5 (Somar GioS by Ldy o 53 (S5 S
S 5 0l 4 0l ()bl DL s ki a Ghe 5 N 5l Culb, 5 S S S i) slemrl slasila,

Lyls (o ylsbae 5T

58 ke Sl 16 e ol (slayly (g ate p e OS5 O jed 56 Olge b tag s (Choi&etal, 2022)
Sl S 5 oL mie g5lT wl?.x:\:(lqdlo.uft}i-wOlqutj}wa\}&@ij&i&
S S sl QU by esle B3kl (68 Waed sy 5 ey e GeieS Bs) g 5SS 3
&Mww@,jwuwbwﬂbé Joles slayls, o Ly a4 Ghe 5 (6 mhe Culs,y (IS L0
el ails Bl ol s Sas

2 bl el Sl glaeS e odn a5y 5 olels Olge L iass (Sheikhesmaeili&etal ,2021)
5 08 5 EF Jels tags oolT 4ses sl plwil 28 ARAS 5 SWARA ik 5 S5, slue
s Bl 43 plil G5la8 e 4 OT Cbasl s) 5 esn Jb Slets b1k 03 Olaase
F35 5 08 55 i Sl eslinal b e ik 5Ll (536 s a5 5 6 lsme o e (ol
o1 Gias 3 bay B sy as, 6l Blg s s O35 s s ol eleT S 4 slajbas T 5
Ol sl S sl gl 80 ol slae sl ash @b bl s 8 eslid g ST
&2 F bl e GBI S 5 2 s RIS

ol oole LA dees b5 dasd  obylb slS e 3T Olge L i (Pallikkara&etal,2021)
g5 3y 3 Seehm 0§ G gy sy DS LS 0L ie OUT dnalr sl plal (s 2
5 St 5B s by 5 dad (6 ke Sl bl S8 e 313 DL Eagn s sy esle (sl (6,8
A3 (g lalina

elbe EE L 0L ie )l slaely p 5iSieS ST wy p Olsie b iass (Masum& Raftari,2020)
S 3T 0L e (5T anelr 3y (slenm o § a5 by sls plowl Ly 4 Gie 5 (5 the Tuls)
DU a5 oSS oS sl DU G @l i osle (B3l (6,8 wel gy Ly 5K S
e Sl oyl 5l g rie Sl p s aTa w5 4l S0 sl il 5 atdls 56 Ts w5 4l >
Pl Coglae § S Al O i a g,bby Juld 0L 2ie gHle, gladly » Ly Gae s L p a0 Ghe

..))‘J J.:':'U L&""" C)‘&)Uﬂ

Ol e uldy 1 olslik e e (6518 50 55 iy 4 e 2 51 5okl Jba s jme (salis Oloy




BUS,
O Bty

2 ATI79 J79 ™ g ko 4ol fud

https://www.jbme.ir

S Lk glby L,y s s U ey, Olge L iagh  (Khalighi,2020)

] .-'o%’

%, ol
¥ inawaot™

anale g Gl oS ash sy ol plwl (Sl p3l) Cato 53 Lip Ghe 5 Ly Sl laauls
G305 g (§S ped b oS L WA Il 3 (6ol e 53 gl (S 3l St Db ke A s5LT
SI3by 5 Ly il 3 4S5l Ol Tl Loy el OBl e 53 (Balad 8 e gd 4 8 YA sl
el IS ST W e 5 W ol Wk,

S L, Ghe b R L L, bl p Culsy wlael (i, s 56 Olse b ey «(Fahimi,2020)
30 s gmslbs (glo il GOI) st O i bl analrs g o5 Eass bsy .ol plasl iy ol 2!
slezel by ol labian 3B Ly by 5 slezel iy s god 15 OLS il o1 o 2w 53 (6,8 455
Sl labiae 3T Wy oylsby i slazel imean 3405 lslime 3G K (g ol3ls 5 A

Ghe 5 Ny ol ldlamly L 4 a5 b L 6yl Ly Caad 3T Olge U e g3 (Aghajani,2020)
G gy Mdg B gl ple Obie ) ol G (bl amsle sl plail G el ple 03 L,
2 Gl 5 ke SE Ly Coaid o o Ol ml sy Sl 5 wsel s g hiley by
Ghe 5 Cald) Griman 35 Ly 6513l (solsline 5 ot 36 L e 5 Lully 5 ,ls iy GRe s uls)
I3 i I3l 5 Ly e |y Sldbauly i A

il plowit Ol e (51385 5 Saly bl 53 lslil LSS e 28 Olye L oia s (Bauer&etal,2020)
3 33 (55 Wged gy 5 o= o 5 G g, 3y Ol 3 eslie = (sleka 0L e (s anelr
Alazbls 0L 2 (5503l 5 Cals Ol 53 1y S o i Slads 5 ol sl o 503 Ol s 3

polazel 5 ol da oI 5T w5 L 4 Ghe 715 Olse b a3 (Hajibabaei& Esmailpur,2019)
S wgmi oy 5 aal gy by b Lelails ale Dla (slasl 5bT anlr . Lisls plnil 4 4 e
L a Ghe p Calie s b iy 4 slazsl 5 Lol (i la el 457 ols Ol Jha s sl o Ladids
Llasls 5t

Ly ulsy awbe B N, bbby, o185 b Olse L iwsn  (Shafieih,2018)
ST amalr 5035 (mbiie —ho 5 g ey ol el S Sy 0L ke Uy Ghe 5 Ly g e
R Ny Gy Ly ol I8 5 A 3l DS Gl gl g S e s SIS eSTL 0L 2k
Sls e 58U L Ghe 5 Ay

35 L Ob i Culsy byl eSS e s Sl CiS 36wy Olge b tags «(Soleimani,2017)
g o) L3 gt o) slealSay b Ol iie LT wnelr sl plnil b 5 el mile 28 (35
Sl Ul S e 5 Slods CiS e 55 4 313 0L s g e s Sl 6,8
yls g lstiae 5 e 5B 0L i

el ok @151 (V) S IG5 img sy oo spis Jole

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




oF BUSIN,
> iy
o

&
"m;mo““

2 A9 J9 ™ S ko 4ol fuid .

https://www.jbme.ir

Dé
[ Sl S e ]—’[ L4 Ghe ]—b[ S e ol ]

?

(Cho & Fiore,2015«Gremler & Gwinner,2000<Hassanzadeh& Rezvani,2016) Giss .« sgie Jobe .V SIS

[ ] | ] oy,

BIF (gl 99
Ol e 1y ass SolT amsler . Conl (63,05 Coa bl 4y 5 Stan— o Conle bl &y 2ag3 S35
e B YRR OLS S Jgap bl Ly i 4505 oo isls LS5 O3S 5 0,55k (sladlad 3 IS 07,5
LSS o 5kl (gladaliinn Sl aosls (55T 8 g s oslimul o 23> 5,8 Gges pay Sl s L3S
Cho &) & ;4 Gie 5 (Gremler & Gwinner,2000) s iw &y Ls, (Hassanzadeh& Rezvani,2016) L !5
Aol )00 45 s oslinal ol 5 Sose 2las ) LRk lpl 2le) mn g b3S eslizul (Fiore,2015
Wl ok 1)1 (V) Jgidor 55 o8 s oslizd L5 ST SWIT s 51 2 slaslzl (bl oo 128 8 153
05037 g 8 oslial bl 5 o 55 5T Sl sy 51 ok (6557 5,5 (slaosls o 5 455 st &
SVslae gy 5 Wosls w03 Jlej (s g gimanl 338 5ad S 05a3T5 Ll (g (slaas 3
T Gyl oy 5l oslinal b atsly site p (ilio 5 Jites glasite 3T Oljoe gy st & ()bl

W a.sLé.:.,:\\’dJ}:i )\ w‘ U’“‘&U’"‘

e sl 5 5 e o )

— o f sl 48 okl e

PS 2 V-5 e &S us
PRS £ R§ a5 s
AS r -3y W
DS Y LY 255 55
MI 1 1110 bl slacS e
cs 5 15214 & fba sl
BL > Yoove L, ghe

o9 (Slasdl
p3303,8 5 i YFO) P Slsl 3 Ao ys shols (013,0) gl a3 8 o das oo OLES Coruir 4y by o oo 5 (slaasily

Gy o 03 S F a8 das o O o 0 by o o 5 (SlaaBl il o GE VY)Y Sl 5 Ao ys (sl s (063)
G VO IA Glsl s doys shyls (Jl Yo 51 2aS) gl s 8 ol odds ol b dalidi 55 @550 55 Cdutte 313

1-SPSS
2 -LISREL

Ol e Saldy 1 bl SladS e (6518 30 53 iy 4y Bl 2B 31 (55t Joe s jme o> Olay




BUS,
O Bty

R AT 579 ™ S ke 4l fuid
https://www.jbme.ir

VYD YE Slal s ds s shyls (L b uvx)wﬂa);‘(,as\aa)% Slalp Lo gl (L Fe uw)p“,)f

] .-'o%’

%, ol
¥ inawaot™

o@m;@guu@uw.mp@ (i OV NF Slsl 5 A3 (slls (JLa 0+ 51 5V pler o5 8 5 (i
03 ) I Fr Y oy 8 5 Jllp on S Sl a4 Comd (ke 03,8 Jl 00 515V e 0s S s
5 ¢) Jsles 848 dms o OLS ¥ 4 by o (oo 5 (Glaadly LBl on 513 e o th Dol (ppo
e 038 5 (LB YOD) 7 sl s doss shyls ((mlidy) g5 05,8 (6 0O Glsl do s slyls (s G b

il e GEVAYY Jlsl s dsys shyls (YL 5 iyl pulidyIS)

Wl 0 0313 OLES (V) Jgd 55 i g3 (sUs pukte (i pramsb- 95 8 50l oS O30T 5 oo 5 5T (sladuainine

SR S e (e 5 S sl S 00057 5 o 5 LT Y s

Sosbas mlaw kS i Suis S bl Db Sl (S e

ARy VAE VYA e /FOY e /FFA Vigd AN Jsames S s
YAt VYOY /AT - /FAR /00A VO ¥V (oIl S
/YN VAYY = /FVe e/ PR /BPA IAY \rAns 3 i &S e
ARy \VARNS VFA e AVE PAY 7Y \tid B35 e
/Y4 (AR SEERYA i 7 SRNERVAVN SRRV 4 £4 /70 FIEY oLl leS e
L/YVY VYRR /e A AW /B0 A ¥/YA S e b
L/YOF TAZCSERVIAT- NEEVEN § SRR VAR V0 ¥/ Ly a Gl

Sl & glan §0 Cab 45 45 gloul 1 il o ¥ sie G YL baad g poles Sk das e 0L (Y) J gl
Jole cpl oyl 51 sl e B LT amale 5 Lukte OT Camds O35 3l ge 0asOlis ¥ 51 5L o S0be ol
05057 Solsbime o (F) Jpder DAoLl Gillae Lilgn adlge ol b OB dasgmal 035 Gilse sdiasolis
S g @l 05057 s 1) bl o 2100 1 i adlllan 3550 bn ke e (6l y 5 pal = (35 8 50l S
Sy €SS bl 0T 51 015 o ol Libioe Jlaj b ite aep w55 il 535 Cond 5 (fme Lo ke

23S eslatul iagi sbans b 055057
ok eslinul O fia sl s gboll GladS e S 36 s Ly 4 Gie 2 g btle SYslee Je

] ol r.;.wj d)J:J )ljﬁ‘rj D‘JJ)J.: J‘ u..,L:é\ L' d-\.a ui‘ ) ol 4:‘)‘ (/\) 9 (V) LSL“JQ‘:‘ 2 &Lq_v J.LA el

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




R A9 79 ™ g ke dobi_bdd
https://www.jbme.ir

a
] Jo“ag

ry

el Sl b gkl SVslas Je b s Y JSS

}D
=

4.31 -
T

4.34 =]

5:39 8

5 .43

-

Geiowd Sl b (65l e SVslas Jube b gl (5)lslas o, LeT ¥ S0

gl Slay s g SE Sl dde v FA il i Olsdene 5 ke ke, Lesla oS LT

sl 0T (F) Uit 53 48 Wl 5 515 U5 5550 03b 53 35 351 G556 gla e s

_7454 x?
= = 2'25df
Gaios Db gl e B3l (585 et b Y Jsi
IFI NNFI NFI AGFI GFlI RMSEA ;v\-‘j‘fz ool
V= >. 9 >4 >4 >4 <\ Jks‘_},.\gﬂgu,,
*A¥ +,40 LAY 54 53 ¥V ok druloa p3lie
S 5 domis

SCM‘au\.&Ml}u(',fﬂ)j‘f&j4;y&j;ksvl.:)‘)ble.&dffug%&)»ﬁbbdugd}‘wjﬁb‘L}.’f@\b
e 53t Gl slide 1 i oS Sl oleT oy (V,7Y) 55 0505T Loy leT Ll Olbe  Siavar das o OLE
GaeS oee S Ol5 oo oplpls el lsbine ol odaline Siwwes das o OLE 5 03 (V,45) om 70 sl

M Jl’.r_.’.‘JJ &l{')\)b}‘-;]afw‘_gbéffuj\cfwaJW‘ ..,U_)‘b ‘_g)bLu}g”:.a,;‘L? Jaj‘béal&jdlij‘)b

Ol e Saldy 1 bl SladS e (6518 30 53 iy 4y Bl 2B 31 (55t Joe s jme o> Olay




BUS,
O Bty

R AT 579 ™ S ke 4l fuid
https://www.jbme.ir

32 A S s by 0T 55,0 (I8l 5 L s 4 a5 (Masum& Raftari,2020) 5,05 wlal [i& 0L zée Ole

] .-'o%’

%, ol
¥ inawaot™

S s o @ il o0 &5 Lol glaadle o Ly 4 e 5 Ghe 3ls sage S 4 GRe 5 SOl 35
e B se Ly 4 (6yl3bs (AL Sl L 4 Sl (s the e 5 Gl ar a3 8 e S0 gl ke
5 0L e DMLl (2151 S 53 (63 ey SLES e 3l o3lizel s dal 5 o Olas 4 Olas Slids 4 5 03
el bl ol sl ls ol Sb 08AS O me 33e 4 iy 0b $SS55 5 Ll e Dlads
A3 o swen (Hajibabaei& Esmailpur,2019) 5 (Bauer&etal,2020)

LS 4 ol o e (4 V8) ol (6 e il y i 4y G 3B oy sl OLiS pys 4 b Logy o ol
sl o 3t Sl e 1 i 45 Sl odeT oy ANVY) 35 0 905T o leT ol 0 llan Ko s o
ol ki a Ghe S Olg o cpl b ool Slsline odd odalie  Steaes das o OLE 5 03 5 (1,89) oms /0
b S b Ghe 5 S OB AT O3 uze 4x ,a Ldiiee (Park&etal,2010) 5,05 g lstian 5 Cuie 5T (5 2t
ol2ly 5 Ly OT b plgsl dlaly Lai> (gl 555 paied e Sl eslimal & gt b L il axdls X, eSS
oS 3 ey 5 (slasl 1) e (Sads SU g 53 0185 ol Ul L 4 S 6
Ghe o a &S w2 S w5 5 Slidsw s (Unal & Aydin,2013) 5 (Carroll & Ahuvia,2006) .5 S <t
355 Lp oolys Ob phe (alid Sy Ol OAS e o fade (al (LBL 2in L p 4 Cod g AR
dal JUs 4 1 LT Culs) 5ol g mie o S5 Eebili 4 e 45 Canline Ol al o1 .(Khalighi,2020)
Song & ) glaasl L mls opl A el T s olsly skl Col ranls, | o i .Cils
Asb s g (Choi&etal 2022) 5 (Kim,2022

Sl ok aalonn (SFY) 2l (6 2t Sulss 2 lol3b SaeS pa 5T ) 313 DL g 40 4 L0 ol
23t e ldie 1 mie 45T Sl 0deT Sy (0,F4) 35 0903 1 oy leT ool o glan  Kisas das s Ol o7
i Olg o ol el lalies ods odalie Soan das e 0L 5 e3g (1,89) gm 70 slas phu
S ks Ol e 4 (Ko 2551 o e G113 (S)lslme 5 Ce 3T (620 Suld bk slacS e
4l S L OV pame (0S5 ) &S plsle B e S5ST (2B, LLL s ST ES T Gl Sl s
sl e Ob i 53 hianld) opl 5 039 (Bl GV ez iz S3L 53 I 55 0L i cdas w11 0L 2
S b Ok Sl g sme S5Y ames 4 e 5 (Chang&etal 2019) Li sl o OUT G b 51 Dleuts oy 5 g
S asls ol Slads @yl 1 &S ol 51l ann 53 Ob zie 457 35,5 oo Cpl CokST U g dt g 5b 4 IS
b 5l ciaS b Y peames Gl 059 et 1 LAl eslatul 5 Oliw 9s 4 s 5 S Olas 4 Olas Slals
Ll ook 3 IS5 ol Y a1 pghe eslizal 4 15 T 5 0 0L 2t Ol (o0 S5 bl Sl &S
Ll o ol ol 5 Aol oo g o3l AP 1 e 595 gbolL slacS e 51 ST S8 5 b 51 .(LI,2020)
Eely Ll 265 Sy je slul g Cuad S e Sl eslinal 338 0L fhe )3 il 5 e F sl

5o 3l 55 Obte 3 4 4y 5 SV e kS o, YU Bob 3158 0l e el 5

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




A9 579 ™ St phe ol futd .
https://www.jbme.ir

iy, a®
Danzgane™

Asb o sean (Pallikkara&etal,2021) 4 (etal, 2021 Sheikhesmaeili&)

< . Jo"‘a4
%

CFY) Sy ke Solds bl leeS ome dits ST s o 5l O pler 48 4 by
Ly G amile i s D)se 03 G0 Sl bl S e s 8 Sl okl gl
e e 3 ol s 18 (S s | oos s F1 0551 526 4 4 5 LSl 0k dalma (40Y) il
Db @Bls Al sysm ol 4d B 03 Ly Ghe ke il A 5 Az oe I ST D0 W w e
wbls (ale B 0L ie Soldy 1 bl GlaeS e 18 U s Ly 4 Ghe S S Ol il
skl ol 5 03 a3 Y guams 1 3dme eslizal 4 O e Cuby 5 b5l sl ol b5k LS e ol
e sl 51 (515 0l 2ie (Fahimi 2020) 53,8 o O it 5> sdanlsy sl Coly oiiis i 5 odtens
2 A S a8 S Sl Sl b ki g 1l cpl Ll dial g lsly g andls by 2 (gla o s
g S Sl b og bl Bome 55 Ol i 4 1) 5950 OV guames b A o0 SO 555 (65 iy Olads
L3 bbb ladS e Conl 3 55 il o o3lizal (51 Cond (slags 5l 13 50 515k Jad 5 S
bt 30 b 0S8 Slodst 5 Y guames 03 g05 gond 3,5 Ly ol Gole 0L 20 b Ll 1 b 5l 6,5
5 (Aghajani,2020) slaasl & gmls o) i Aalgt (5 ike 5 Uy Ol dsmsd (bl 5 DU bl sl
sl o swen (Shafieih,2018)
i Sl 5 s casuly p gaas 3l eslil b ASlg e IS S8 SboIL Ol pde 555 e slgriy baly cpl s
oLl Ly 4 e RISl e slees S 51 015 e bily cal 53 tuled sl (5 583 53 (5 g (S
el Slalis b osls S2150 1) 0L e i dom a6l 5 ol Ol oo s & 5 jide Sleds &1yl s S
dji;»..»b S YL AE S h a4 S |y (6 ke ae 015 o0 LOT 03,57 5 5 (5,20 Glabisy 5 IT ol clag;,T
3o>)§>L>u\obl)sl)osyv@wua-\vblfdgb‘ L;LAWMQJJ{JN;)QLJ Sl 555 4 o
5;&@;&3omg;;ﬁoljbudowc,&px\j:@éjjluj;jlosu;w\.w%cj,&gc,,.;\,ol;\mko
bt sy 5 lgieb Ll S5 Ol ke T b psloe L5110k e Olabl sl,s as (h151 5 & & (s ke
5 B Gl 4 s g s sl a b S5 Gl o 5 b o i g O it SN e s s
Sl 51 S Olge 4 o3 Dlinks S5 ol 53 355 0 arlpe ST b T 28l & 1) 5 313 daal i
3 T s T 5o L s Sl 5 o350 o580 slaml Obj2ie 55 iS5 e UL &S e
1 sl Ko oM slpe SIS b 4 ras ol e pe Sl a5 4 edd 305 (slacy s gl
aglie SuSS L e 53 b 5 2,8 plwl K05 S8 03 rash onl alie 3 b sl ST Olidea
335

References

Aghajani, N. (2020). The effect of brand personality on brand loyalty due to the mediating role of
brand satisfaction and brand love in the power supply industry. Master Thesis in Business
Management, Payame Noor University, Ghaemshahr Center. (in Persian)

Ol e uldy 1 olslik e e (6518 50 55 iy 4 e 2 51 5okl Jba s jme (salis Oloy




§ BUSI,
.. £55

&. . )
AT 79 ™ 9 0 ol hd

; https://www.jbme.ir

RS AR

Alarcon, G. M., Lyons, J. B., Christensen, J. C., Klosterman, S. L., Bowers, M. A, Ryan, T. J,, ...
Wynne, K. T. (2018). The effect of propensity to trust and perceptions of trustworthiness on trust
behaviors in dyads. Behavior Research Methods, 50(5), 1906—1920.

Batra, R; Ahuvia, A and Bagozzi, R. (2012). Brand Love Journal of Marketing. 76 (2). Pp1-16.

Bauer, J. C., Linzmajer, M., Nagengast, L., Rudolph, T., & D'Cruz, E. (2020). Gamifying the digital
shopping experience: games without monetary participation incentives increase customer
satisfaction and loyalty. Journal of Service Management.

Bergkrist, L. and Beach. Jarsa, T. (2010). Two studies of consequences and actionable antecedents of
brand love Journal brand management. 17 (7). Pp 504-518.

Bhatt, G., Sarkar, A., & Sarkar, J. G. (2020). Attractive and facilitating store atmospheric stimuli:
validating the scales. International Journal of Retail & Distribution Management.

Carroll, B. A. & Ahuvia, C. A. (2006). Some antecedents and outcomes of brand love. Market
Letter.2(17). Pp. 89-79.

Chang, K. C., Hsu, C. L., Hsu, Y. T., & Chen, M. C. (2019). How green marketing, perceived motives
and incentives influence behavioral intentions. Journal of Retailing and Consumer Services, 49,
336-345.

Cho, E., & Fiore, A. M. (2015). Conceptualization of a holistic brand image measure for fashion-
related brands. Journal of Consumer Marketing.

Choi, L., Kim, M., & Kwon, H. B. (2022). Impact of customer-based corporate reputation on customer
engagement behaviors: customer identification and brand love as mediators and industry type as a
moderator. Journal of Brand Management, 29(2), 150-166.

Cossio-Silva, F. J., Revilla-Camacho, M. A., Vega-Vazquez, M., & Palacios-Florencio, B. (2016).
Value co-creation and customer loyalty. Journal of Business Research, 69 (5), 1621- 1625.

Ermaya, S. K., & Wibowo, L. A. (2020). The Impact of Environmental Turbulence and Dynamic
Capabilities Toward Business Unit Performance (Case Study at Communication Organization
Industries). In 3rd Global Conference On Business, Management, and Entrepreneurship (GCBME
2018) (pp. 275-278). Atlantis Press.

Fahimi, M. (2020). Investigating the effect of brand image, trust, satisfaction on brand loyalty with the
moderating role of brand love and brand respect (Case study: Atavich restaurant chain). Master
Thesis in Business Management, Payame Noor University, Central Tehran. (in Persian)

Fournier, S. (1998). Consumers and their brands: developing relationship theory in consumer research.
Journal of consumer research. 4(24).Pp.353-343.

Gremler, D. D., & Gwinner, K. P. (2000). Customer-employee rapport in service relationships. Journal
of Service Research, 3(1), 82-104.

Haji Babaii, H., Esmaeelpour, H., Fallah Shams, M. (2016). Study of hidden layers of consumer
behavior: Interaction Enneagram and brand emotional dimensions. Iranian journal of management
sciences, 11(44), 103-126. (in Persian)

Hajibabaei, H., Esmailpur, H. (2019). The Analysis of Brand Love and the Impact of Associations,
Satisfaction, and Trust on Brand Love. New Marketing Research Journal, 8(4), 1-26. doi:

10.22108/nmrj.2019.105904.1366. (in Persian)

Hassanzadeh, M. Rezvani, N. (2016). Investigating the relationship between marketing stimuli on
consumer behavior in Iran Khodro Company. International Conference on New Management in
Horizon 1404, Tehran, Islamic State Research Institute, Islamic Azad University, East Tehran
Branch. (in Persian)

Khalighi,M. (2020). Investigating the effect of brand self-homogeneity on brand loyalty with the
mediating role of brand satisfaction and brand love in the home appliance industry. Master Thesis
in Business Management, Saroyeh Institute of Higher Education. (in Persian)

Kootenaie, M. F., & Kootenaie, S. M. (2021). Identify Sales Incentives For Luxury Brands In
Emerging Markets. Journal of Social, Management and Tourism Letter, 2021, 1-5.

Kumar, S., Dhir, A., Talwar, S., Chakraborty, D., & Kaur, P. (2021). What drives brand love for
natural products? The moderating role of household size. Journal of Retailing and Consumer
Services, 58, 102329.

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




% BUSI,
. gy

SR ATE G 579 s Ly oo b fad

A
"
ey

< . Jo“%

https://www.jbme.ir

iy, a®
Danzgane™

Li, C. (2020). E-Commerce Enterprise Marketing Management: Realistic Dilemma, Main Incentives
and Resolution Strategies. Open Journal of Social Sciences, 8(07), 245.

Lietzan, E., & Acri née Lybecker, K. M. (2019). The innovation paradox: pharmaceutical marketing
exclusivity and incentives for drug development. Journal of Pharmaceutical Health Services
Research, 10(2), 169-175.

Masum, M., Raftari, S. (2020). Investigating the effect of gamification on customer behavioral
Consequences with the mediating role of customer satisfaction and brand love (Case Study: Online
travel agencies Customers). Journal of Tourism and Development, 9(3), 31-46. doi:
10.22034/jtd.2019.174122.1665

mirzaee Azandariani, A., Arya, K. (2022). The effect of the characteristics of second-hand product
platforms on the intention of brand loyalty with the mediating role of customer satisfaction. Journal

of Business Management And Entrepreneurship, 1(2), -. doi: 10.22034/jbme.2022.313119.1002. (in

Persian)

Motaharinejad, F., Samadi, S., Tolabi, Z., Pour Ashraf, Y. (2014). Studying the Relationship between
Brand and Consumer (Case Study: Electrical Home Appliance). Jounal of Marketing Management,
9(23), 127-147. (in Persian)

Nurani, M., Rezaei dolatabadi, H., Mohammad Shafiee, M. (2021). Designing a store brand
competitiveness model based on environmental stimuli In chain stores. Journal of Business

Management Perspective, 19(44), 13-40. doi: 10.52547/jbmp.19.44.13. (in Persian)

Pallikkara, V., Pinto, P., Hawaldar, I. T., & Pinto, S. (2021). Impulse buying behaviour at the retail
checkout: an investigation of select antecedents. Business: Theory and Practice, 22(1), 69-79.

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.

Park, C., Maclnnis, D., Priester, J., Eisingerich, A., & lacobucci, D. (2010). Brand Attachment and
Brand Attitude Strength: Conceptual and Empirical Differentiation of Two Critical Brand Equity
Drivers. Journal of Marketing. 117.74.

Rezaei Hajiabadi, J., Mohammad shafiee, M., Kazemi, A. (2021). The Impact of Tourism Destination
Brand Experience on Value Co-creation by Focusing on the Mediating Role of Destination Brand

Love. Quarterly Journal of Brand Management, 7(4), 89-118. doi: 10.22051/bmr.2021.35372.2122.

(in Persian)
Rezaei Hajiabadi, J., Mohammad shafiee, M., Kazemi, A. (2021). The Impact of Tourism Destination
Brand Experience on Value Co-creation by Focusing on the Mediating Role of Destination Brand

Love. Quarterly Journal of Brand Management, 7(4), 89-118. doi: 10.22051/bmr.2021.35372.2122.

(in Persian)

Sadrnia, L., Bagherian Farahabadi, M., Naghshbandi, S. (2019). The Role of Social Media Marketing
in Causal Relationship of Brand Love and Viral Marketing among Customers of Selected
Sportswear  Brands. Applied Research in  Sport Management, 8(1), 85-94. doi:

10.30473/arsm.2019.5847. (in Persian)

Sakifard, M., Seyyedamiri, N., & Khavari, F. (2019). The Role of Pricing and Model Presence Stimuli
on Purchasing Decision of Women’s Clothing Customers in Online Retailers. New Marketing
Research Journal, 9(3), 143-158. (in Persian)

Shafieih,kh. (2018). The Impact of Modernity on Brand Loyalty: The Mediating Role of Brand
Satisfaction, Brand Image and Brand Love of Ikat Clothing Customers. Master Thesis in Business
Management, North Strategy Higher Education Institute. (in Persian)

Shahabfar, M., (2017), The effect of interactive marketing on customer satisfaction in convenience
stores in Urmia, thesis for a master's degree in business management, Azarabadgan Institute of
Higher Education.. (in Persian).

Ob e Saldy 1 bl SlaeS e (6518 3 )3 iy 4y Gie (3B 31 (55l e e jmn (oo Olay




BUS,
O Bty

2 ATI79 J79 ™ g ko 4ol fud

%, ol
¥ inawaot™

ad
-
a https://www.jbme.ir
>

B
E——

Sheikhesmaeili, S., Nourbakhsh, S., Heydari, S. (2021). Identifying and Ranking Drivers of Integrated
Marketing Communication, Based on the Combined approach of SWARA and gray ARAS, 16(56),
178-200. (in Persian)

Soleimani, H. (2017). Investigating the effect of service quality and marketing stimuli on customer

satisfaction by considering the mediating role of purchasing decision (Case study of customers of
Mashhad convenience stores). Master Thesis in Business Management, Islamic Azad University,

Science and Research Branch, Tehran. (in Persian)
of brand page satisfaction and brand

Song, S., & Kim, H. Y. (2022). Is social media marketing worth it for luxury brands? The dual impact
love on word-of-mouth and attitudinal
intentions. Journal of Product & Brand Management.

loyalty

Unal, S., & Aydin, H. (2013). An investigation on the evaluation of the factors affecting brand love.
Procedia -- Social and Behavioral Sciences, 92, 76-85.

Zarantonello, L.., Formisano, M., &Grappi, S. (2016). The relationship between brand love and actual
brand performance: evidence from an international study. International Marketing Review, 33(6),
806-824.

O zie ol ol (aeS men (651830 55 b 4 Ghe (2 1 (g kb Jde (g jme (abs Ol




% BUSI,
. gy

Journal of
Business management and entrepreneurship

Research Paper elSSN: 2783-4573

L}
< a Jo“%
&
m:w)f)““

O,vy

>
Danzgane™

Branding of private banks with a focus on consumer
behavior and emotional commitment

Mohammad Taleghanit,® Ali Einy Dlejani®

1- Associate Professor, Department of Industrial Management, Islamic Azad University, Rasht Branch, Rasht,
Iran
2- PhD Student, Faculty of Economics and Management, University of Lisbon (ULisboa), Portugal

Receive: : Abstract

22 October 2021 The present study examines the effects of consumer-based commercial
Revise: branding of private banking brands on customers' emotional commitment.

08 November 2021

Accept: The results were obtained by examining the customer opinions of six

16 December 2021 private banks: Pasargad, Parsian, Eghtesad_ Novin, I_(arafarin, Saman and

Published online: Sarmayeh. The research method was descriptive which was performed by

20 December 2021 survey method. The sample size of the research was 384 people, which was

obtained by means of Cochran's formula based on an unknown statistical

population. Sampling method was available. Data analysis was performed

based on standard questionnaires. The validity of the questionnaires was

evaluated based on content validity using experts' opinions, formally based

on the views of a number of statistical and structural communities by factor

analysis method, and validity was confirmed. The reliability of the

guestionnaires was estimated by Crunbach Alpha, respectively branding

was 0.849, consumer behavior was 0.851 and emotional commitment was

0.733. Data analysis was performed at two levels of descriptive statistics

and inferential statistics including structural equation modeling. The results

showed that bank branding had an effect on consumer behavior with an

impact factor of 0.67, consumer behavior had an effect on customer

emotional commitment with an impact factor of 0.76, bank branding had an

impact on customer emotional commitment with an impact factor of 0.48.

On the other hand, bank branding indirectly had an effect on the customer

Keywords: emotional commitment with an impact factor of 0.50. In other words,
Branding, : ‘ol : .

consumer behavior consumer behavior has played a medlgtmg role in the impact of bar_lk

emotional commitrﬁent branding on customer emotional commitment. Ultimately, it can be said

' that the dimensions of branding according to the power of effect on the

brand image, . ! ;
brand loyalty, consumer behavior are: perceived value, brand loyalty, brand image, brand
brand performance performance, brand trust, brand compatibility.

Please cite this article as (APA): Taleghani, M., einy dlejani, A. (2021). Branding of private banks with a
focus on consumer behavior and emotional commitment. Journal of Business Management And
Entrepreneurship, 1(1),119-137.

d | https://dx.doi.org/10.22034/jbme.2022.313200.1003  [B)]

Publisher: Institute of Management fekrenoandish Creative Commons: CC BY 4.0

Corresponding Author: Ali Einy Dlejani Email: ali_einy@yahoo.com

Mohammad Taleghani, Ali Einy Dlejani, Branding of private banks with a focus on consumer behavior and
emotional commitment




§ BUSI,
.. £55

% Journal of
H Business management and entrepreneurship
&

Extended Abstract

Introduction

The globalization of the service industry and the free international economy have forced
service companies and institutions to continuously upgrade and improve their competitiveness
(Shokoohyar & et al, 2017), hence service companies such as financial and credit institutions
have recently put more attention to customers on their agenda in order to improve these
capabilities (Nadaf & et al, 2016). Financial experts believe that brand can create more value
than usual, and the value of a branded product is higher than a non-branded one (Bozorg
Khoo & et al, 2018). On one hand, because of the presence of competitors, new comer's
threat, bargaining power and increasing level of consumer expectations, increasing
technology upgrades, the use of new methods of production and service delivery have made
the competition field of business more sophisticated than before. Therefore, in order to
increase the awareness and provide productions to the customers and ultimately expand the
market field; the organizations are bond to use new approaches (Roosta & et al, 2018).
Branding is one of the ways to achieve this goal and brands play a special role in the
development of cultures, business and individual decisions (Shirkavand & et al, 2017).
Branding is a set of methods that give identity to a brand and distinguish it from other
competitors. A successful brand is often synonymous with credibility and possesses
significant intangible value. The results of brand modeling show that the perception of a brand
leadership is actually more important than its uniqueness (Park, 2014). Emotional
commitment to the brand has been described as the relative strength of the consumer's
positive feelings toward a brand. In the marketing science, emotional commitment to brand is
the continuous tendency of consumer to follow the relationship with the brand in such a way
that the consumers normally like to establish a close emotional connection with the brand in
which it has created a sense of joy and happiness (Momen & et al, 2015). The importance of
emotional commitment is considered both to maintain and to develop relationships, because it
creates a positive interaction between the company and the company's customers
(Shahtahmasbi & Mazarei, 2020). As it is obvious, one of the characteristics of the Iranian
banking industry is the great similarity of services provided by different banks. Banks have
almost the same service portfolio so that the customer is not able to completely discriminate
between banking services. Innovation in one bank is quickly applied in other banks. This
intensity of new services by other banks has reached even less than a week. In such a
situation, mental perceptions and attitudes strongly affect the way information interpretation
and the type of behavior explanation towards a bank's marketing plans. (Abbaszadeh & etal,
2019) Therefore, the main issue of the present study is to examine the factors affecting and
recent branding in the banking industry and the answer to the question that what effect
branding of private banks with a focus on consumer behavior has on customers' emotional
commitment?

Theoretical literature

branding

Branding is adding the power of a brand to products and services. The product of the branding
process is the creation of distinctions. Branding shapes the mental structures of consumers
and helps them to organize information about products and services in a way that Have a clear
purchase decision and be valuable to the company (Karimian & eyal, 2019).

Customer emotional commitment
Emotional commitment to the brand is derived from the customer's feelings, which indicates
the customer's emotional relationship with the brand, and consists of the customer's judgment
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and mentality about the board, regardless of its functional and instrumental features; and
when the customer intends to repeat the purchase, evaluation plays a special role
(Khodabandeh & Lindh, 2021). Emotional commitment also refers to attachment along with
people's desire and then includes loving the relationship. When customers are emotionally
committed to the provider of products and services, they, in fact, love the service provider
psychologically and it is considered desirable for them in relation to him (Sharma & et al,
2020).

Mohajer (2021) conducted a study entitled Luxury Hotel Branding focusing on consumer
behavior and brand equity. The statistical population was tourists staying in luxury hotels in
Macau. Survey method and sampling method were available. The results showed that all four
CBBE elements had a positive relationship with brand attitude and three of them directly on
the willingness to buy. The tendency to buy is the interface between the four elements of
CBBE and the intention to buy, and brand performance moderates the relationship between
the brand attitude and the intention to buy.

Norouzi & et al (2021) conducted a study entitled assessing the effective factors on branding
in Saipa Automotive Company using meta-analysis research method. The statistical sample
included Saipa Automotive Company experts who were selected by available sampling
method. Based on meta-analysis findings among brand personality outcomes, best variables
of brand impact; customer satisfaction, communication quality, brand development, perceived
value, brand loyalty, customer lifetime value and brand equity had the greatest effect.
Baghaienia & et al (2021) conducted a study entitled Analysis of effective factors in the
internal branding of hotels in Yazd with a qualitative approach. The statistical sample was the
executives of hotels in Yazd who were selected by purposive sampling. The results showed
that the set of effective factors in domestic branding from the perspective of hotel executives
includes training, monitoring, effective communication, effective meetings, customer
orientation, leadership, selection and employment, compensation of services and quality of
working life.
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Methodology

The present study is applicable in terms of purpose, and descriptive correlative (structural
equation modeling) in terms of data analysis. The statistical population of the present study
consisted of all customers of six private banks of Pasargad, Parsian, Eghtesad Novin,
Karafarin, Saman and Sarmayeh. Considering that the statistical population of the present
study is unlimited, the statistical sample size of the research was 384 based on Morgan table.
In this study, 384 questionnaires were distributed among customers using available sampling
method. The standard branding questionnaire (Wahyuni & et al, 2019) was used to collect
data. This questionnaire included 19 items and six components of brand loyalty, brand
compatibility, perceived value, brand performance, brand trust and brand image. Consumer
behavior variable was analyzed according to the standard questionnaire of Mothersbaugh & et
al, (2020). This variable included 6 items and two components of tendency to change the
brand and verbal recommendations. The variable of customer emotional commitment was
analyzed by the Masternd questionnaire (Iglesias & et al, 2019), which includes 6 items.

Discussion and Results

In this research, the structural equation model has been used to brand private banks with a
focus on consumer behavior and emotional commitment. The results of the first hypothesis
showed that the power of the bank's branding effect on consumer behavior was equal to (0.67)
which shows that the correlation is favorable. Significance statistic of the test was obtained
7.65, which is more than the critical value of t at the error level of 5% (1.96) and shows that

Mohammad Taleghani, Ali Einy Dlejani, Branding of private banks with a focus on consumer behavior and
emotional commitment




§ BUSI,
.. £55

% Journal of
H Business management and entrepreneurship
&

)

the observed correlation is significant. The second hypothesis showed that the strength of the
effect of consumer behavior on customer emotional commitment is equal to (0.76), which
shows that the correlation is desirable. Significance statistic of the test was obtained (8.74),
which is more than the critical value of t at the error level of 5% (1.96) and shows that the
observed correlation is significant. The third hypothesis showed that the strength of the effect
of bank branding on customer emotional commitment is equal to (0.48) which shows that the
correlation is favorable. Significance statistic of the test was obtained (5.46), which is more
than the critical value of t at the error level of 5% (1.96) and shows that the observed
correlation is significant. The fourth hypothesis showed that the power of direct impact of
bank branding on customer emotional commitment was equal to (0.48). Significance test was
also obtained (5.46). The power of indirect effect of bank branding on customer emotional
commitment was calculated equal to (0.50). Considering that the power of indirect path is
more than direct path, so the variable of consumer behavior has a mediating role in this
regard.

Conclusion

The power of indirect effect of bank branding on customer emotional commitment was
calculated equal to (0.50). Considering that the power of indirect path is more than direct
path, so the variable of consumer behavior has a mediating role in this regard. Strong brands,
always in the direction of promotion, strive for a deep relationship with consumers (Park &
Kim, 2016). Maintaining a deep commitment to repeat purchases or reuse of services and
continuously changing customer behavior in the future leads to change in customer behavior
(Oliver, 2014) Loyalty is recognized as a strong commitment of repurchasing a superior
product or service in the future (Buttle & Malkan, 2015) so that the same brand is purchased
despite the potential marketing efforts and effects of competitors. From a relational
perspective, the extension of customer retention leads to their loyalty and emotional
commitment (Heding & et al, 2015). These results are consistent with the findings Mazraeh &
et al (2021), and Yousf & Khurshid (2021).

In addition to tangible assets, bank managers must have a comprehensive plan for branding as
intangible assets. According to the research results, brand performance has been identified as
an improving point for banks in terms of branding; therefore, factors such as modern
equipment and innovation in banking services and bank compatibility with customer
conditions should be paid more attention. Banks also try to provide plans that guarantee the
interests of customers and also provide services to them in the shortest possible time;
therefore, to improve this index, bank managers in the field of branding should pay serious
attention to financial and non-financial factors of customer value. The results show that
managers should pay special attention to the dimensions of consumer behavior; including
high-level advising others has a significant importance. Due to the obstacles and limitations of
any research, the main limitation in the present study was the coordination with the managers
and experts of the banking network to distribute the questionnaire and its time-consuming
process. In the present study, branding in the banking network is with a consumer behavior
approach. Therefore, future researchers are advised to study branding with social approaches
as a focal point in social interactions; and also, obtain the dimensions of branding through
interviews with key customers in order to achieve these factors from the perspective of these
customers.

Mohammad Taleghani, Ali Einy Dlejani, Branding of private banks with a focus on consumer behavior
and emotional commitment
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