Quarterly Journal of Advertising and sales management
Vol 2, No 3, SEP-NOV 2022, (196-213)

Chod iy pda g Clinls ale Aalilad
(196-213) 140014 «(82ty) «3eled <2652

o T O3 3 5 (Sl i 350 3 el U yiio (53l 189 g2 39 5 i (o
Obw b SSU saxllan 3590

3¢ . ) -4 .o 1 <
Gagy Lo ke ™2 (o2 3 (i g0 ¢! (GoME L 0
Ol S o3 oDl ST o8l ¢ S Ml y sy ( S 5b o e 0g )5 L1
o (Jgime 0ian 3) 5l ol ¢yl o5 ¢ oMol o5l oKzl 0 5958 dnlge S35l o o 09,5 e Ll 2
ol ¢ s soMusl Bl3T o8l ¢yl yed sy S )3l Capre 09,5 bl .3
1400/09/05 : ,Liss! g ,b 1400/08/01 : 3l s & U
Explaining the role of brand promotion on customer loyalty
with mediating role of level five leadership: A case study in Parsian bank
Parisa Gholami!, Morteza Faraji?, Alireza Rosta®
! Department of Business Management, Kish International Branch, Islamic Azad University, Kish Island,
Iran
2 Associate Professor, Department of Business Management, Kish International Branch, Islamic Azad
University, Kish Island, Iran
3 Assistant Professor, Department of Business Management, Kish International Branch, Islamic Azad

University, Kish Island, Iran
Received: (23/10/2021) Accepted: (26/11/2021)

LSy awbol: https://asm.pgu.ac.ir/article_699749.html

Abstract oS>

In today's competitive market, gaining an appropriate position
in the mind of the consumer, in such a way that the consumer is
loyal to the company, is of great importance, and among the
factors that are effective in reaching such a position in the
minds of the customers, advertising is considered ineffective.
The purpose of this research is to explain the role of brand
promotion on customer loyalty with with mediating role of
level five leadership. This research is an applied research. The
statistical population of this research includes Parsian Bank
customers. The research tool includes a researcher-oriented
questionnaire. To check the instrument's validity, face validity
and content validity (by measuring the ratio of content validity
and content validity index and construct validity by performing
exploratory factor analysis) were used. The non-random and
available sampling method was selected according to the
Morgan table of 384 people due to the uncertainty of the
statistical population. The data were analyzed using SPSS25
software and Smartpls3 software by applying appropriate
statistical tests, according to the research hypotheses. The
results of his research showed that the identified variables were
valid in the form of a paradigmatic model. The value of SRMR
statistic is also equal to 0.05, which is less than 0.08, which
indicates the good fit of the model. The value of NFI is also
equal to 0.81. Although the value of this statistic should be
more than 0.9 to have a satisfactory fit, a value of more than
0.8 also indicates a good fit.

Keywords: brand promotion, marketing, customer loyalty,
Parsian Bank.
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