2" international conference on (®) \&/ A g S 08

b ‘%‘I:"‘ — i
Management Laboratory and LB U G g Wadagpgnr ) SN olilislo)!

| nnovatwe approaches in management and economics 3Laudl g =gpao 55 dlglgd (SLa3,Ksay

& ” ZZ" September 2022
e

v %MAB

R #5447

55 b oy duad g eloin] gaasiud ;o wlindd glgie il owyp

Wy dibgr 0N peal 5,5 il

L POV R B S eV R AP W L JOSWE X VE T

Ol cdpen a9 59 oKL (g0l g (5ol pole ouSLLild (S5 )3l ca yrte wldyl (sl IS (ggmdls’
gmohammadhassan@gmail.com
Ol cdgpine cwgd 3 ol il golasBl g (6 ol pole ouSLENS (i e 09,5 dliw! ¥
r-nia@um.ac.ir
Ol) cMeieo (nig3 58 olRL1S ( goLaBl g (g 1o poke oSS (a3 ko 09,5 4L sLiwsl ¥

Gh.eslami@um.ac.ir

ouSe
S BBy oilxe g (G955 slid () lalass o S b sl g drwgs s,y cloix] sboaSil § Slads J
Slocdlad o 5138 31 5 1 ege (lge s laSlis (plys Dlls Lad fpl o Cogac 5 claiml laasiis iol38l L asl o
ailgs oo lejlu 03 ,0) eloizl slaasis )0 Glids slgimme 3l oolaiwl (il 5 a4 4z g bl 0ol baws ob5150
Sl sloia! sloasiis annl cuils conl Jaallh b ogdlly o 4y a5 ) BaiiS B pae s bailgy )8 5 50 9> bl )|
3yl Glbbre iz Ay 4 g, Wiy, a5 Wi lice jled 4 ez 5 dmal w5 DL 5 BLST el o yege
Iy aSis pl jo Slads G pdy p fee Julse olulids a5 aas oo a3l 0gally )b e 5l yiiion crie eloix] gloasSis
QP dad Coy 0 e OIS 1 SO ...\JGQ Gl 4 &850 slaaloyw 3 ons,l bl (65 cenl Sloye5 5 YL
O bl 51 lal S0B, Cote ez a4 gl el WY sase g Slead Gl iy a0l paal GBS as
4.)4.:.]Ua.o ‘_J"" ‘LQ).\.’..A )‘OL».M u‘f‘j‘.ﬁwwbb)jow o) ‘509.9‘.‘&1 J;Xa:bb};be;))b .).:PM.S))M):‘

OB LS B a3y 5 dad Wiy allsr Dl gal (sloizl glaSiis o Glals glgize jgualS o559

Jls J}i..w okl sl *



2" international conference on (@) \@/ A g S 08

e - i 8
Management Laboratory and Lo ki B o Wadagpea ) SR oliiuloyf

| nnovatwe approaches in management and economics 3Laudl g =gpao 55 dlglgd (SLa3,Ksay

QM ZZ" September 2022
MNAD
=

doddo — )

5 odidigyd o Wiwgald 5 0,02 4oy Dol Gleds 5 S gams 9,8 5 bk 90 iz ai g alndS 40 jo

Sl S @lulid 5 Ll 3 L8, (o g oaalin b GLL)LL 5 OBy 3,085 o0 D)5 (st b 0iS S pas
093835, ansi b g Sl odezn slis 5 (535 pae o Lol iols oo sletin LapT @ ], S )50 Slens 5 VIl e
5 )ROMES) ol 0ad lads 5 pole; G5 iy g Jpame G a5 g DLl deaiy 55 Gl g Sleas 5 DY gae
4 S 3 n 4 (g ind Sl (5305 o SollB el SloeSd )b | gy Sl 25 (VAT (e
eloiz! laaSis a5 Slmilil (00 o ¥+ + A LIS) ol 00,5 sloml Sl Sl g oS g b ool Sliats) aiile sloaSs
il blo )l o Gla ol 50 K0 0aiiSGpan ol o b leao LB oo S slnl ) b i gl 1) caslin ConBge
Sl ) At bl oliie el ol At Sy & S Sl 25T 5 BB a2 yo o5 Koo ol
o g cloax! slbaSlis Jie wyuz jac (il glad oS o (B 5 aS eolatwl 38 Lol g Sled]
oSy slap il ay o drssd a4y az sl b (FFY o ¥+ VAT Seipd) 08 onlicil Slons 5 VIS L Lo o oMol 4,8
ool 63l S 1y iy S s Dl S 5 ol 050 el 45 055 0n ib 350 el o] (sl L o elaiz]
Slosle Langi L5 05y Dbl )l a8 axil ansls [Uanl aisles oo L ,150 S Las (s (YY) o ¥+ + VT ISa 5 0455 )
sl laaSt Slbls)l )5 Lawgs oud sbml leMbl 35k 5| 0L e 395 Lags sloanylsd JSChay asdy g5 sl
alidos jo sloizl baaSis oy slez 5l Gleas g WY gams b yido o BAES A pae diwgols a0 098 o0 ol
Eeige) ool oy Bl L3 | 5 aisgols oy 5 Led b s sai¥laisl QB 45 aS o o5 o )8 slomsl 5 o8 JLis vch pnn il o
O el g 08,50 Glbls,l 6,08 Caa sleiz] glaaSid o caslie Slls glgime (FO o Y V) Tl S 5
oolaiwl b e 5l au,5 (bled 5 0y ma 5 wilaslice Sloas g YIS ol b aslie ;o &5 Slead o Y a4 s (b ;i
CelB) 098 g0 i 4T Cal iy gz SH gal N (Fhis s Sliosas ol a4z b aS Wil Gl Sl 2 )
@ gloanl JSoa el laaSet ;0 albgzr Bl Wy pgal g losiy jpa> K00 Gle 4 (F-V e ATAR (B
oz jligind (el dan ( wigals 5 LU Gasb 5l sl 5 sl (35, OF )0 o8 Gl 0ads B oee slosuny
& Sl 48,5 O ygo 599 axdllae o aS mls g Jolgs 4 azgs L.(WYY o YoV u)lS.‘o.QBM‘) Sgu g0 4l o)l i
50 el ooy S ls & Aler DA gal G,k 5l GBSO pan 0,5 dad sl sleaSn o Sl Sl a3

G Gl =Y

Dl oo 4105 Sb Il Eabge Slool (o e it Gy i 4y isu ol o

I Koler

2 Schivinski

3 Berthon et.al
4 Muntinga et.al
5 Ind et.al



2" international conference on (@) \@/ A g S 08

sy - i 8
Management Laboratory and LB U G g Wadagpgnr ) SN oliiolo)f

| nnovatwe approaches in management and economics 3Laudl g =gpao 55 dlglgd (SLa3,Ksay

QM ZZ" September 2022
MNAD
=

QLSO SA uao o33 Lad YO
Ol plyie slasls asiol gl ah 2 5tae 1AAY JLu o @.).\ITM lang bomns oy, 4 hled b oy > aad

pll lacJled 5 wlaladl 5l oo ol ply 098 o S o] ;o g Jlo 4o a5 5,90 SV game (6 )l 3 sl sl gl

a5 Sl s GBS B ae 0y > dad il 0y 5 aad e plas o BAUS O pan WS o e Wlgl 45 098 o0
b GBaSyae byl a5 L3 slaoy 5 5 () Laazms 1 Slodlbl (g pslaez 5 oad lulits glaaiulss ulul
Silme slad 5 (eloix] (laaSed 5l a3 g hled 4 wad 0 (lis GEAS B a0 &y 5 wuad abloe D)0 4z 4 N
DAVDL 32Ty miied) S5de0 iy QBT B8, 5 QU5 g5 s m sl glp BaS B yas Slaal g 0,5 o0 JSS
licks g5 @l Jawgs SV gams 0y 5 sl g oy, LY 51 (S e Ol Bie V) ToesS 5 Sk (FF o
lp bl bl g slazel cel a5 005 oy (plaizl sloaSls o iy coliz 5 baply Jldl wlinls slyie
5 agleslo 45 Conl o3 5 ite o3 b wbl atils Cate ;b ol e VL Wl e Sliks 9gd se HEULS S s
ceelain| ladSias 51 i yod ooliiasl ol 42ls [l slacellas 1o g by 551k ) (o5 s &2 (gl S 1

ASbHIAE S GBaS G e 0y B aad ) ol G g Slaladl us oS aisl aily gile (g3l g

il sladSod jo olaadad Y-¥
1045 Sl 5yl 5 (F0 (o ¥ 10T e 5 ST tusl) amo o UK |, S ams o YIS 05 (6l il Slarans ¢
S ik g Sligls (glgime wigd oo ailit eloiz] sladSd Slisls plsie 4 b oo pitio elaiz! gloaSis
C)Loda b‘)ﬁ‘).'a.uc)‘jf)bj‘sl?b 6[.‘!:.{0.».7&@ B Sledb| 6)51&0 09.7U5W| 6)5}4)‘ QLP 3o 655 )L».w.) L':’IGL"’)‘ o‘)
aS Sws BFanS B pae ol el Lo 4 090l LS 1h g o 5 de 0gd puell SV guama 1 L i slasls
3y S8 ) ol i SLEVE a8 a5l cnl @ lejle (B9l QS S pane LS S lis ol pad o collad
LS)"'?W’M 099d 9 uls‘)bl aLb)L"»_.‘)) QL!.».L.: 9 ol OQ)S )lol.éB l) 5‘ Cdo> ) ‘59‘“(5" u;‘“) 6).».»».4 9 ..\aSu’.o u.».AL’
AT 15 b S e s el § FF Lo VAAF T L Ken 5 L0 5o s e |, SV g g5 4y e ol s
9 @LJ@L».J@) BNV u.«.:‘)s‘ |) AJLP&_JJJ Dy poal g Xy u)J.B 03905 wf ‘) )‘)L‘ )l 6ob) D
ceslin (233l 50,9550 B Bl (oS Sras sl e lsime 1 5 (o9, Wb baply e Gal 5o I wilioe L
45&.)[.!.».1.».’ LS‘M?UL'*L"’ Q)L..JGAJJL.A‘) ulSn.\.a.«SLﬁ)m 6Lb 5L5)L»3))M5)49A s.:L!.».L.v ‘).1 °5>L° u)j.w g,ﬁL:)»)

Oler & Sl 31 asl 5 uine Sldd a0 a5 o3lail o a5 g il liel b ase glylo aub 090 o ool 25T 6l

! Feshbin et.al

2 Bablki & Gezman
3 Straker et. al

4 Park et.al



2" international conference on (@) \@/ A g S 08

sy - i 8
Management Laboratory and LB U G g Wadagpgnr ) SN oliiolo)f

| nnovatwe approaches in management and economics 3Laudl g =gpao 55 dlglgd (SLa3,Ksay

QM ZZ" September 2022
MNAD
=

Flei |y (BanS B pan 50 )05 BauSGrae 5ol 5l wb Olods sly dasl Jow 7,k el 5 0bl oo 5550 ojlall

B 0355l w2 slp g wled w0

oy Al g20dd y el Y-V
Saonl A2lioo (6908 9 p3Y Medg slay S g Wi Wbyl S5 L slaw 5l pbde 65w (om0
ad a5 el ol sl il dlie 0,5 &g 0595 ol jo Slllae L S ol o conl Jdo )byt aibgzodd o >
Sleogar Wiy ailg>od) peai (Ve AT L)l s g 0olj,0) 0,5 18 Cony 050 BaSBas oy >
w5 5 D) Sedes Labe ltie 83 50 5 ead I3 iy B8y was oo (LA g WS (oe Ol | iy 60 Shee i
o 05 s Sholizel 1 g5 5 boa)S o clola] ISE ¢ b a5 Lol 0 ppailyz il pgas 5 (Y5 oY+ VA
Olsie 4 Wi allisr Bl ol B Ve oA L 052) 35 W (gaiedses 5 (69,5, Sla Ty 5 Sleosas L bl
(B Aiged Glyie 4 2imd oo unat ladip 4 (b e 438 45 WS (0 Gl 9 98 o8 0l G e liebsl g Sleel
B3 (Kialy B Sy Gl a5 ds oo lis Sl cplaled oo ptae | )5 pL G L S8 8 G b e
N VT JeoS) 0 (o0 ploie (BT Bra0 85 )3 1) W g wip gl (Sbtie byl g Cloliel 5l o5 cnl g o
oot Glatliogas 5l W p abyr Ol pgal ((bee ;0 esl Lo e DY gpazme g Sleds 4 pla gk iz Like (P e
potie g7 o aS axidl o iz (B o Yo V) T LSes g sl (Y Y o YV )5 g (> ))00d o sl Wy S
laglojlo 53,5 dge 2 |; Gl yiie eloinl SIS Glizes 5 (ils § Gblge w20 abavly @ (L e (83 50 Wip (e
QS ol axal ansls of 51 sedls Sy b e a5 55l pb 5l e300 g ESuEd g s pgal SO aS oS B Wb
wile ola Sy hlo g aiS bl 093 (b it (105 )3 iS5 (o) gdly pgal &5 Cel (nl W Sleogat 5l (S
sl Y 5 prdli 051051 30 csbarl 5 35 e S bl Blegis Gl 5 o) cpmslio Sloas wilis Jparo
& en 45 o] S o (5l oS5 52 51 s sl 5 laaislss 5 aile o (Bl HEALS S pan 0)bls 5 0l y5 a8
(S e Jy P daB pge g AliSie meslie Wi Algr DM el 5 09h e JB Byl Wp sl o)ls &S plajls elad

0,10 bl s S a5 Sleas 51 (g e aSazsl b aS amo o 1,8 o 5,90 1 (6 yiiie slo3Ls

B i (s Jaslgy Coums -V
Oysnw‘éfd.d&bo )&byycp.&lﬁ.n L&s)...:.«.ou,».:.la.)‘?)uwdawua‘)»)
Wi loeaadd sosad o e ladsl sladSud s oliudad ¥-)

GaSd &S Sgpd Jlo Hlaasas o)l g, b ) b.mlfT g O¥game 9,8 S gews jo swlal i85 Slls
az Al s elas] Gleasiil 5 b sl as anile casST JLss (akie VY 0g0s jo S8 Yl s o conl elaix]

! Homer
2 Compbil
3 Yasin et.al



2" international conference on (@) \@/ A g S 08

e o o 4 = of
Management Laboratory and LB U G g Wadagpgnr ) SN oliiolo)f

| nnovatwe approaches in management and economics 3Laudl g =gpao 55 dlglgd (SLa3,Ksay

QM ZZ" September 2022
MNAD
=

5 Syl jo ) cloial sloaSlis il (jg0 ol aS 00,5 8l 0 1, )5 st Olykas g ool w03 A e ysudie

oLl iy o L Lo e oniiSaclite 5 lBNS (glgione &) colain] (slodSt ;5 Blinks amo co (Lt ags 4 ooo 25T
iy bl s ks slalyiome iz 0 o ALEIS ST/l &) coger elaiz! clbaSid slaclus o aS ol
Ghse oy 3l L (Ve e q GI5) wigd eslital Sloas b Y guame da S5 s (sl Alg e 45 At e L
(A Lo VY sl g (ST shasms oo plonil ol lasos 325k 51 0ls mlio )0 (2blik jshate 4y (goby (o2
S 3e0) 098 oo ookl b i e 0 Wy o glol caliss Elgil oloul g laas 4y addle olowl sl Gl 5l pizcen
sbml Wy lpae Loy a8 sy plos a4 Comnd il alaie g Cansyo gl G GBI (FHY o ¥ oY T S
Sl 95 Mol (¥ (o ¥ VT Kan 5 (1 5) Sl aly Sl 4 )l slmal § U (gloasliyy Jlace 5l eosis oo
& e g 518 393 3l o 5 |y el Gy g 4 Canl SRS (g e VL KB4 5 wBl e Bl (Tl B1S
oS Slls gloanie 5 Wy albsr ol ppai g sloial Glaasid o Dliels bLIjlayaz g L (V) U0 )0 ol 5 et
G bl Searog,s 5 LS, (e 4 Wl oe parde b iy allsr ol pipal SGoobml s sletzl glaaSil )b )

ol o 0oly ioled V USS jo bl )l plasS je0 Slels

4;[;59 [CPRV} Pead ) Sl
&g s‘:Lop‘ rasiy

Wy Al g O 9 gual g (eledar Glaasiud Sl alayl ) 2) IS

OLELiiShyas duss wad g oo loinl olsdSud oLidus —¥-Y
o 5 Sl b B aiiS S s g sl a2l GBS e ) 5 g5 bled 2 e | 5lne 5Lisb 05,
OB A S pae slasy 5 aiS oo bl Glial )3 Jpame | (o9 Ll &5 Wisd o (Slatiy w3 )bl ol
Sondge S (eleixl laaSid yol Gloj 50 ohg 4 ond SYgoS g Dl el (5h90l Gl 50 Silre slaolling b
SOl slaaeliy anngi 5 (198 )3 (elaia] GaSed (TV o ATA7 woaliinl 3 5 Lisean) Sl )5y S (sl conslie
YoV Tohlen 5 Sigz) 05ls (i3 GEALS B pae b Sy pie oo 5 iy b oo Sledlbl g odlelas lals; (KisSz
5 sl 03,5 syl o3l iy 355UT (slociamnipe s Sl 6,3 sl |y s> s, 5 0l eelainl sladSis (11V o
QS oo oolaiwl elaiz] laaSiils 5l Lss ol o Sledol ay s w40 5 DA Jie 95665 5 calizee Vo &y ol 1

tloiz! sloasll ¢ (gjlxe slad o il sloan] B o ob)lib slacadlad o p i Gl (VYF o ¥+ 14850 4 g5ld)

! Oukzaki & Teylor
2 Mizak & Jacobsen
3 Berhen et.al

4 Choing

5 Xio & Meu



2" international conference on (@) \@/

{ Management Laboratory and B YT o 4o Whdagpes §=gp Mo olsaloyf

nnovatwe approaches in management and economics sLaudl § zgpie 3 Ol39lg3 (S350,

M 22™ September 2022

S ohen g Gl 5l semg byt b cloix] sloasiis (o a8,k g0 c by g Dbl oy e 5 el ool solaul
Ll )| (BaiS8 ae 0 50a8 ¢ sloixl a0 Gblds o 358 o 5 ¥V S0 4y azgi b (VY o (Yo VY

5,15 3429 (5, lolins

s o » Slieks
OB RS 4 pao izl glaasus

OB WSS pan Wy 5 wad g closa | gbasil ;0 Wlindd (p abuly Y JSC&

OB RS G o O 35 Suad g Wy il gl pguad YT

e diz g Ghble Wiy wlaol poal Jold a5 wiS (oo oal 2 W sl ible (25 psrde Wy Algr W pga

P o DRI ST) el ], Folas 5 Koo ¢ oS o bl ooy ag5 bl | il Lo YIS | Loy
5B Ol @85 S0 0555 Sy 5o (EALS B ae (Able g (03 g b b e oS lagges] 5 aslllas b
Jgame oy, 51 LB )L i ‘.\an 0525 4y shble § L83 pgual Gliwy ol plas wiyls Slhlasl Gleas oy >
45 SIS o G S 5 (VY e o ¥ D «Sana )i s 18 ol g5 4 Sp05 a5 ol )l il s
P = 9 R ng,._u.uo 69_‘.0)| Slens MSL)JO L J.'Lo..\ ULLJJMM;)LA-C‘ ..)9.> ul.)j.ws ulf.).u.sd)..aﬁ ‘)J"
455 b 07 (o X VT 0) 388 3 i o ogily 5 Jadlly Sty | ol e sl 5 0,5 b i oo
Qlfd.».»:s_‘)fm J.)).> MBBA.:)J QL’PQ\.\J)J}AQJ)MQ»J 6)‘»5 Lzo .IoLu)‘ ..\...u) LSA)JG"A" 0 C)Ja.a JUAAﬁ(V)JS.w

Sl 0als ooy isles ¥ Sy LS|l o lo 0e>

I Alala
2 Aker
3 Dalu



2" international conference on (@)

s, o

Management Laboratory and g s

Lot
TEADOYY J,zn_\s

| nnovatlve approaches in management and economics wg_«y)ﬂﬁ ‘ubﬂ‘j’ LSLM;S-&)
ZZ" September 2022

[

SPoad albg> ON pgad

OB WSS pao w5 wabd g Wi ailgr OA gl (s alaal ) JSCS

S5 g g -F
2 Olrsd Sl aSly a5 aislos (55 S0 1) 018l o Ll (SosSar s Sliads 5 55lme (sl oloiz] slaaSits j5ebs
laaSd yo ook lacudled GBauS S pas 5 350 0590l 4o sk 4 Sl ol 15 Blesd @95 9 Wg5 slaoged
G Ol 5 0y Slerear jo a5 wil)dF o cloim] boaSiy jo 1) gob) iy g wums o plxl clazl
sl WS 1 g layloslos e (sl il 5,0l 51 sl 03l 518 1l oo |y oLyl als pusll i S G5 e
St g Glojle G rgm iz DMl 5 (Ghtwd S (b1l (slap sl Sl o5 axtes (D)L Cjs JSal, S
9 (25 e 9 0230 byl ) o a0l i (gl (eleial glaaSid Vol ailed ool Bom 4y (o 52
G929 g 50 (ool (a5 elaial laasis B )b 5l Sliks &b ool 4 g 09d oo (5ilne (sLAS I o pd
el (55l 5 G yee 557 (il sl 5 sloizl GloaSlds (al po Cugds o)l )l ol 5l (2T 5 Y sas
DY garma g Sleas 5l Al ol pgas BTG pas &5 dad Con )3 e SIS 1 (S W T Slexa b l3L
A5l (i 5l GEAS B pae coimd p wilgi oo 5 Wl e olax 4 Glejle Gl (293 ey iy 5l ESEA gl g
S8 50 45 (astde Joe o zrhae 3)lpe 4z g b e pdy Sl elota ] slaaSid 85k 5 Sk g el (ol 45

el 00l ools ylad F

Al g ON p guai
oy
&y duad Sasd jo wlls
HEFACS S pao L <l
SRR (sogteke Juo i S



A
Qi

. e e gebn sl

2" international conference on (®) \@/ A\ oSl

b £ _— -
Management Laboratory and g R Gt o et 9 Syt OLllo)

nnovative approaches in management and economics 3Laidl g —gpio 3 lgled (SS9,

22" September 2022

D e ————

s o g elairl GBSt ik slo ply 5 45 255 ol pie Sy o 4 Gy b b adllln
ols il 6y b5 1, b yiee cal5T g5 o ik (sloply (slstons 5 Slinks KaS b ol 4igKa HEALS Sy
) 5950l (o) 15k Sl (crlin e (2850 090 oo sl a5 0,5 obml GBS Sras 0 o ) Aol paal S

&S i



| nnovatwe approaches in management and economics slecd 9 2o 35 139l (SL3,S9y

ZZ" September 2022

&b

Ao,y Co e Mol

Cupie dloe L GEAES G ras &3 3, alerd Glahy)l S cwyp ATV o)l s 5 oS ool) 0
N e WY ooles . b5k

—oole anlidad ol S5 Gl e g0 Catte Sliaksy 55 2 Sae Jelse (ow)n ATAT S w0alilB g ) 2 s
AVYYLY oie Noslad oV oy50 cing (bl Slidos simghy
oylad b yie b 5l Y gz LI L sl (o)l @bk sles aluly Yo VA (o golye e o dnslonl Sexbs
AR TITER
OBAS B pan ()i, wad  elota] laaile; Sl Glyime ;50 (o) ATAY T gy SIS (B i o welid
iy Glee Slalllas )3 Copoe (g SO0, (o Saled (i Wip paal 5 ol B L
ool Giagh - (oele aslidad 93 (Glox (LS Bras Slls 4 (950 (cwy p ATAT 0B (o o i QLBLD
N-YY oo A Vo lad bV 080 . S 5L o e
Berthon, P. R., Pitt, L. F., McCarthy, 1. and Kates, S. M. (2007). When customers get clever:
managerial approaches to dealing with creative consumers. Business Horizons, 50(1): 39-47.
Muntinga, D. G., Moorman, M. and Smit, E. G. (2011). Introducing COBRAs: Exploring
motivations for brand-related social media use. International Journal of Advertising, 30 (1): 13—
46.
Baalbaki, S., & Guzman, F. (2016). A consumer-perceived consumer-based brand equity
scale. Journal of Brand Management, 23(3), 229-251.
Homer, P. M. (2008). Perceived quality and image: When all is not “rosy”. Journal of business
research, 61(7), 715-723.
Campbell, M.C. (2002), Building brand equity, International Journal of Medical Marketing,
Vol. 3 No.2, pp-208-218,
Yasin, N. M., Noor, M. N., & Mohamad, O. (2007). Does image of country-of-origin matter to
brand equity? Journal of Product & brand management.
Keller, K. L. (2009). Building strong brands in a modern marketing communication
environment. Journal of Marketing Communication, 15(2/3): 139-55.
Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived social media
marketing elements on consumer—brand engagement and brand knowledge. Asia Pacific
Journal of Marketing and Logistics
Bruhn, M., V. Schoenmueller, and D. Schafer. (2012), Are Social Media Replacing Traditional
Media in Terms of Brand Equity Creation? Management Research Review, Vol. 35, No. 9, pp.
770-790.



2" international conference on (@) \@/ Mu:*’w";‘-*’gr‘)’

g

A Management Laboratory and wkliphens iy 1k SACakIA

EABOYY 1j3a0 35

nnovative approaches in management and economics 3Laidl g —gpio 3 lgled (SS9,
A

& ” ZZ" September 2022
o gy b

Aaker, D.A. (1996) Measuring brand equity across products and mar- kets. California
Management Review 38 (3): 102—-120.

Schivinski, B. (2019). Eliciting brand-related social media engagement: A conditional inference
tree framework. Journal of Business Research.

Mizik, N. and Jacobson, R. (2003), “The financial implications of shifts inand value
appropriation”, Journal of Marketing,Vol.67No.1,pp.63-76.

Okazaki, S. and Taylor, C.R. (2013), “Social media and international advertising: theoretical
challenges and future directions”,International Marketing Review ,Vol .30No.1,pp.56-71
Fishbein, M. and Ajzen, 1. (1975). Beliefs, attitudes, intention, and behavior: An introduction
of theory and research. Reading, MA: Addison-Wesley.

Straker, K., Wrigley, C. and Rosemann, M. (2015a), “Typologies and touchpoints: designing
multichannel digital strategies”, Journal of Research in Interactive Marketing, Vol. 9 No. 2,
pp-110-128,

Raji, R. A., Rashid, S., & Ishak, S. (2019). The mediating effect of brand image on the
relationships between social media advertising content, sales promotion content and
behaviuoral intention. Journal of Research in Interactive Marketing.

Zembik, M. (2015). Brand image in social media: An outline of the research related
issues. Polish Journal of Management Studies, 11.

Park, C. W., Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic brand concept-image
management. Journal of marketing, 50(4), 135-145.

Lee, S., & Kim, D. Y. (2018). The effect of hedonic and utilitarian values on satisfaction and
loyalty of Airbnb users. International Journal of Contemporary Hospitality Management.
Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media in
marketing: A review and analysis of the existing literature. Telematics and Informatics, 34(7),
1177-1190.

Xiao, L., & Mou, J. (2019). Social media fatigue -Technological antecedents and the
moderating roles of personality traits: The case of WeChat. Computers in Human Behavior,
101, 297-310

Diallo, M. F. (2012). Effects of store image and store brand price-image on store brand purchase
intention: Application to an emerging market. Journal of Retailing and Consumer
Services, 19(3), 360-367.

RENC!

EE



P v,

Management Laboratory and ST, ki oo g Wadegpes I S olitalo)f
nnovatlve approaches in management and economics sLaidl § zapmio 5 <l39fg3 (S,

M 22™ September 2022

Investigating the effect of advertising content on social networks

2" international conference on (®) \@/ @ o il sang

on purchase intention with the mediating role of hedonistic brand
image

IMohammad Hassan Qasemi, 2Fariborz Rahimnia *, 3Ghasem Eslami

! MSc student in business management, Faculty of Economics and Administrative Sciences, Ferdowsi University
of Mashhad, Iran
gmohammadhassan@gmail.com
2 Professor of Department of Management, Faculty of Economics and Administrative Sciences, Ferdowsi
University of Mashhad, Iran
r-nia@um.ac.ir
3 Assistant Professor of Department of Management, Faculty of Economics and Administrative Sciences,
Ferdowsi University of Mashhad, Iran
Gh.eslami@um.ac.ir

Abstract

In the last decades, the use of social networks is on the rise, and development and survival of
businesses in the competitive environment depends on how it is used by organizations to attract
cunsumers. Advertising content on social networks has become an important and effective
marketing activity. Accordingly, Marketers use social networks for increasing brand
recognition and awareness. Social networks can help connect people and promote brand image
for businesses. Advertising content on social networks boost the brand awareness among
potential cusumers, letting the businesses reach a wide audience so it is important to identify
the effects of advertisement contents in social neworks. In addition hedonistic brand image is
one of the most important concepts in the field of consumer behaviors studies such as purchase
intention, and is considered as a sustainable competitive advantage, So it is necessary for the
organizations to pay more attention to this variable. It is considered that hedonic image of the
brand has an effect on purchase intention, and according to the conceptual model, this study
investigates the effect of advertising content on social networks on the purchase intention
through the mediating role of hedonic brand image.
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