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Abstract

Brand image is one of the main factors of differentiation, competitiveness and survival of internet businesses in the competitive
space of cosmetics industry and internet advertising is a powerful tool in this field. This study was conducted with the aim of
designing an internet advertising model to portray the brand of online businesses active in the cosmetics industry. The current
research is an exploratory-applied research in terms of its purpose, and it is considered a cross-sectional survey research from the
point of view of the method of data collection. The community of participants in the qualitative sector includes professors,
researchers, marketing consultants and managers of cosmetics and health internet businesses. Sampling was done with a
purposeful method and theoretical saturation was achieved with 20 interviews. In the quantitative section, the views of 384
customers of these businesses were used. The data collection tool is a semi-structured interview and a researcher-made
questionnaire. Grounded theory and partial least squares were used to analyze the collected data. The research findings showed
that the production of advertising content, the use of advertising technology, the emotions and desire of customers, the
management of communication with customers are effective on internet advertising. Internet advertising, along with identifying
competitors and target customers, and the reliability and credibility of the brand, affect the marketing strategies of the businesses
under review. Finally, by using the identified marketing strategy, it is possible to achieve the image of the internet business
brand, the increase of customers and the profitability of the internet business, and gain a competitive advantage.
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1. Introduction

Marketing and activity on the Internet is one of the most important fields of interest for businesses in the current
era. This process has affected the practices, trends and rules of communication with customers. Promotional tools
and establishing relationships with customers in the current environment are known as Internet advertising. Internet
advertising includes cooperation and interaction between the buyer and the seller in a way in which the seller
actively participates in the buying behavior of customers and tries to use technological capabilities to brand their
products and services (Kike, 2022). The e-commerce ecosystem includes business models that focus on consumer
relations or industrial relations. Businesses try to get more opportunities to communicate with customers using this
marketing method. In general, Internet marketing is a data-driven ecosystem that uses the tools provided by new
technologies to understand customer behavior (Savara et al., 2021).

In the field of e-commerce and digital marketing, the use of internet advertising has changed the way businesses
communicate with customers. The digital format has enabled access to various contents and interactivity to establish
extensive and personalized communication with a large number of customers. Consumers also use digital resources
in their purchasing process, and their large presence in virtual space has provided a suitable field for business
activities (Rivanovich et al., 2023). Correct advertising of goods and management of communication channels with
customers also reflects the implementation of marketing strategies (Zamani et al., 1401). Therefore, in the current
competitive environment, Internet business managers are aware that forming and maintaining relationships in the
digital space is essential, and the development of these relationships is formed and continued by paying attention to
online relationships with customers (Esdenjad et al., 1401).

One of the main axes of internet advertising is the role it plays in branding. Companies that are leaders in the field
of e-commerce can improve their position in the market and with customers by using online branding. Companies
use several strategies for online branding, all of which aim to improve the company's brand position (Dilham et al.,
2018). The revolution in information and communication technology has changed the marketing and branding
methods of businesses. Brand image is the customers' evaluation of the name and logo of a business in the market.
This image can come from personal experience of customers or hearing from others that this brand reputation is
accelerated through social media and digital environments. In the digital age, these promotion and advertising tools
through Internet advertising mechanisms have given a new meaning and concept to the branding of commercial
companies (Howdy et al., 2022). Experience has shown that internet advertising has a significant impact on the
performance of commercial companies by influencing brand awareness. In fact, one of the most important trends in
the last decade is the growth and development of Internet businesses. This development is due to the benefits that
online business brings. On the other hand, this issue has increased the number of competitors and intensified the
competition between Internet businesses (Halik et al., 2022). In the competitive business environment, the
performance of all types of businesses is tied to new ways of branding (Mahmodi Maimand et al., 2018). Customers
have also gained more choice and customer loyalty has decreased in the field of digital commerce. To be successful
in this field, companies must have a written marketing plan to introduce their brand (Halik et al., 2022).

One of the competitive markets in the Internet field is the cosmetics industry. The cosmetics market in Iran is a
very big market that has turned it into an attractive space for business. Per capita consumption of cosmetics in Iran is
2.5 times the world average, and 1.6 billion dollars from the market of these consumer products in Iran are smuggled
and counterfeit. In general, 4.5% of Iranian families spend on cosmetics, while the global average is 2.6% of
household spending on cosmetics (Shaeri, 1400). The total market value of cosmetics is 41 thousand billion tomans,
of which 18 thousand billion tomans is the share of detergents and 23 thousand billion tomans is the share of
cosmetics, and now 35% of this market is owned by domestic products (Sha'bani, 1401). Statistics show that 14
million Iranian women have acquired a figure equivalent to 1.2 billion dollars out of the total 2.7 billion dollars of
the Middle East cosmetics market and 160 billion dollars of cosmetic products in the world (Mirfardi and Safarpour,
1401).

Due to the possibilities that technology has provided to business owners, many activists, intermediaries and
business owners have turned to the supply and sale of cosmetics and health products on the Internet. Advertisements
and marketing in social media have an effect on customer experience on the quality of relationship with customers,
loyalty and participation intention of cosmetic and health products customers (Allahvardi and Landran, 1401).
Sellers of cosmetics and health products have well realized that only focusing on price cannot be the factor of their
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superiority and they should also focus on other elements of the marketing mix. Among the elements of the marketing
mix, advertising and promotions are the focus of marketers in this industry (Mafi, 1400). In fact, it can be seen that
Internet advertising is not only an important channel for attracting new customers, but also an important source of
income for site managers and social pages. Internet advertising is an efficient way to sell cosmetics and health
products because it provides the use of multimedia facilities in order to make these products more effective in the
minds of customers. For this reason, perhaps the use of internet advertising in the marketing of cosmetic products
has a special place (Perumal et al., 2021).

The Internet has provided a suitable platform for establishing brand-customer communication in the cosmetics
industry. Companies and businesses in this industry are trying to gain a better position in the competitive arena by
branding on the Internet (Imam Qoli et al., 1400). In general, the use of internet advertising has a significant impact
on the performance of people and businesses in the cosmetics industry. Companies have well understood that the
new tools provided by the Internet can help in creating a unique brand image. Branding and creating a distinctive
brand image is not a new topic in marketing, but based on digital developments, branding also needs to be redefined
based on new principles governing the industry. On the other hand, a review of the research literature shows that
many businesses use the same traditional methods for marketing in the era of technological developments. The lack
of a model for Internet advertising with the purpose of brand and brand image for companies and commercial
businesses, especially on the Internet, has been neglected in various studies. In order to cover the existing research
gap, the present study was conducted with the aim of designing an internet advertising model for brand image in the
cosmetics industry. In order to model internet advertising for brand image, its underlying factors must be identified.
The underlying factors identified for using internet advertising for brand image can be a way forward for the
implementation of a comprehensive program for the businesses of this industry. Therefore, this study seeks to design
an internet advertising model for brand imaging in the internet businesses of the cosmetics industry. The present
study answers the key question, what is the effective internet advertising model for brand image?

2. Theoretical foundations and research literature

Digital marketing emerged as a new marketing concept in the nineties and was primarily used in the field of
commercial advertising, but with the emergence of smartphone-based technologies and the growth of social
networks, it found a new function in marketing. As a result of Internet advertising, there has been a fundamental
transformation from commercial advertising to the concept of customer relationship management (Terhu et al.,
2022). One of the main tools of digital marketing is the use of online commercials on the Internet (Kanan, 2017). In
a comprehensive view, digital marketing can be defined as a technology-enabled process in which organizations
collaborate with their customers and stakeholders to communicate, deliver and sustain value for all of them. Digital
marketing focuses on branding and improving the mental image of the brand among customers, and one of the
powerful tools in this field is the use of Internet advertising and mixed promotion marketing in the online
environment (Porvanto, 2022).

2-1. Internet advertisement

Internet advertising refers to the use of the Internet as a communication channel to send advertisements in the
virtual space. In another sense, Internet advertising is displaying the name, trademarks, slogans and advertising
images on popular sites, in a way that helps to achieve the objectives of the campaign (Khorsandi et al., 2019).
Internet advertising provides managers with new ways to reach, inform and engage customers in order to present and
sell their products and services. This new approach to marketing is highly effective and is expected to be at the top
of technological developments and investment priorities of senior marketing managers (Hagen et al., 2022).

Currently, how digital technology changes are reshaping the marketing process and strategy and the consequences
of this change for research in a wide space that is raised under internet advertising, has defined a new path for the
marketing managers of companies (Hosseinzadeh et al., 1401). . Social media marketing is the use of technologies
related to social media, existing channels and tools to create communication and exchange opinions and suggestions
that are valuable for the company's stakeholders and lead to the achievement of marketing goals. Despite this, one of
the main obstacles to effective digital business is the inexperience of organization managers in doing digital
business, especially not having simultaneous experience in online marketing and domestic and international business



Khorsandi Noshahri et al. / Journal of Advertising and Sales Management, 3(4), 120-138. 123

technology. Proper use of internet advertising to communicate effectively with customers can solve these problems.
Using online marketing systems to communicate and create confidence in online business can influence customer
decision making (Membini et al., 1401).

The experience of world-renowned brands in implementing digital content marketing plans on their social media
pages as well as their websites shows an important and growing approach to strengthen consumer awareness, more
interaction, more trust and create more value for customers in the field of content marketing as a It is after internet
advertising. Researchers believe that creating common value for customers and businesses and creating trust due to
the partnership between customers and businesses in the electronic space can be one of the consequences of internet
advertising style (Rostami et al., 1401). Research about online branding is one of the most important topics in the
field of modern marketing. With the ubiquitousness of the Internet, we see the emergence of a large number of
online companies, each offering different goods and services to customers. In the meantime, there are successful
companies that take measures to improve their brand value (Fadaei and Mahdavi, 2017). In fact, the Internet has
provided a platform for digital branding that covers larger parts of the market than traditional methods. Digital
branding has revolutionized the way of managing and communicating with customers and is one of the key and
essential tools to create a long-term and deep relationship with customers in current markets (Fadli and Siotama,
2020).

2-2. Brand image

Companies active in the field of e-commerce can improve their position with customers with the help of online
branding. Companies use several strategies for online branding, and the goal of all of them is to improve the
company's brand position (Shafeian et al., 1401). One of the most important processes in the last decade is the
growth and development of Internet businesses. This development is due to the benefits that online business brings.
On the other hand, this issue has increased the number of competitors and intensified the competition between
internet businesses. Customers have also gained more choice and customer loyalty seems to have decreased in the
field of digital commerce. Companies must have a written marketing plan to introduce their brand to be successful in
the field of digital commerce (Olson et al., 2021).

Rapid changes and the speed of technological growth have faced businesses with various challenges, and among
them, successful businesses are those that use the opportunities created for the benefit of their business with the help
of marketing tools and new technologies. The use of Internet advertising can support the business brand through the
creation and continuation of the relationship with customers in the online business environment (Safavi et al., 1400).
Branding is the ultimate goal of digital marketing. From this point of view, many researchers have defined internet
advertising as advertising and promoting the brand among consumers through digital media. Therefore, Internet
advertising seeks to put together digital tools to advertise and promote the brand to customers in order to create a
long-term mental image in them (Khosravi et al., 1401). In fact, digital branding helps internet businesses to provide
their products and themselves to customers with more speed and less cost in the current digital world. With the help
of digital branding, products or services can be introduced even in the most distant places and attract more customers
(Moradi, 1401). Companies can increase the reputation and image of their brand through digital technologies and
embrace digital developments, use digital technologies for branding (Motaji and Haji, 1400).

On the other hand, the existence of internet advertising components alone is not enough for the success of this
form of marketing, and it is necessary for businesses to have a broad and multi-dimensional model for implementing
internet advertising. The cornerstone of digital branding is the existence of an internet advertising strategy in the
organization (Tine et al., 2020). This strategy affects content marketing (Larimo et al., 2021), marketing mix
(Krichlov et al., 2019) and digital interaction with customers (Achter and Soltana, 2020). Finally, Internet
advertising is effective on the brand image of Internet businesses by influencing the personalization of products and
services (Jin et al., 2021). Therefore, in this research, internet advertising strategies are placed in the upper part of
the pyramid. Accordingly, the research model is drawn in Figure 1.

2-3 An overview of the studies done

In the field of marketing in the cosmetics industry, studies have been conducted in the country, and some of the
most recent and relevant ones have been discussed. Allahwardi and Landran (1401) conducted a study titled
investigating social media marketing activity. The results showed that customer experience has an impact on
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customer loyalty and participation considering the mediating role of relationship quality. Shabani (1401) identified
and prioritized the elements of the marketing mix in the cosmetics industry from the point of view of the final
consumer. Among the product factors, it was identified as the most influential factor on the marketing mix in the
cosmetic industry. The factor of quality, price, balance, sales promotion and multiple sales channels had the greatest
impact. Mirfardi and Safarpour (1401) did a thematic analysis of female students' use of new makeup accessories
and patterns. The results of the research showed that the most important reasons for students' tendency towards
makeup accessories and patterns, in the form of categories obtained including "gender attitude and identity",
"fashionable function of mass communication tools", "reference and social influence of peer group”, "internal
concern” and "dual appearance and moral orientation of men".

Maffei (1400) in his study investigated marketing performance and effective marketing strategies in the cosmetics
industry. The results of this research showed that in the sales market of cosmetic products, marketing strategies have
an impact on the marketing mix in the maturity stage of the products, and marketing strategies do not have a positive
effect on the marketing mix while maintaining the market share. Imam Qoli et al. (1400) have presented a model for
brand-customer communication in the cosmetics industry. The findings of the research showed that the social media
marketing strategy affects the quality of services and increases brand awareness and improves brand personality
among consumers.

Amine and Kamel (2022), conducted a research titled the effect of brand image on behavioral loyalty. This work
is placed in the field of consumer behavior and starts from the assumption that consumers tend to focus on product-
related attributes that relate to their needs and preferences in repurchasing the same brand. A questionnaire tool was
used to collect data, and the model emphasizes the strength of the relationship between two variables.

Ansar Abbas et al. (2021), conducted a study titled The Effect of Advertising on Brand Image: Evidence from
South Punjab, Pakistan. This study has investigated the factors affecting advertising towards the brand image of each
product. The purpose of this study is to find the factors affecting the brand image of people by studying other
reviewers. Most product users read reviews before purchasing a product, so both the quality and quantity of reviews
are important for that particular product. In this study, two factors as independent variables (advertisements)
individually affect the brand image. One hundred product users were used as a sample for this study. Available
sampling method was used, because data was collected only from university students. The results of this study show
that advertising has a significant relationship with brand image. This work shows that brand image positively affects
advertising and that a large number of reviews has a positive effect on product purchase intention. This study
provides managers with a comprehensive picture of the factors that are important from the consumer's point of view
to create brand image. Therefore, this study helps managers in designing marketing strategies.

Zari (2021), conducted a research titled Internet advertising and its impact on consumer behavior. This research
describes different forms of digital advertising and its effectiveness and impact on consumer behavior. The studied
sample includes one hundred customers who were randomly selected to study the impact of digital advertising. The
results of this research show that the use of digital advertising is a widely accepted phenomenon in today's marketing
concept. The scope of the research is limited to the effect of digital advertising on consumer behavior through
mobile marketing, email marketing, internet marketing and marketing through social networking sites. The
researcher used the frequency, percentage, mean, standard deviation and correlation to analyze the scores of digital
advertisements and measured variables for the samples. The researcher presented the conclusions and suggestions
fairly and based on the constructive findings from the data collected through the respondents.

Islam and Mahmoud (2018), conducted a research titled the results of internet advertising in social media. In this
modern digital world, almost everyone is connected to the internet. So there is an opportunity for advertisers to use
social/internet programs for advertising purposes. This study was conducted in order to investigate the effect of
social media advertising on customers' purchase intention while investigating customers' motivation and customers'
understanding as mediating variables. This is a qualitative study based on interpretivist philosophy that was
conducted on university students in China. The population of this research was all university students and data was
collected through interviews from 10 respondents. The respondents were students of different departments of the
university who own smart phones and use Facebook and Instagram. A frame analysis approach was used to observe
the usual responses of students regarding the results of social media advertising. The results indicated that
advertising in social networks increases customers. It improves the motivation and perception of the company for the
viewers. Finally, it increases the purchase intention of customers.
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Satyabuedi et al. (2018), conducted a research titled internet marketing strategy for success in the survival stage
of small companies. Many small businesses failed to become large ventures because they could not survive the early
stages of business development. The online platform is a reliable choice in spreading advertising for companies that
have limited resources. In doing effective online marketing in the initial stage, four key points of online media
advertising should be well maintained. The conceptual model presented from this research is SEO (Search Engine
Optimization) and advertising timing increases brand awareness, visual images and copywriting increase trust, and
brand awareness subsequently increases customer trust. Increases online sales.

The review of studies and researches shows that marketing, advertising and branding of cosmetics and health
products are on the agenda of researchers, but these categories have been the focus of researchers' attention
separately from each other. A single study that seeks to understand the relationship between internet advertising and
brand image in internet businesses of this industry has not been done. In view of this research gap, an attempt has
been made to provide an exploratory approach to provide an internet advertising model for branding online
cosmetics and health businesses.

3. research methodology

The current research is an exploratory-applied research in terms of its purpose, and in terms of the method of data
collection, it is a non-experimental (descriptive) research that was conducted with a cross-sectional survey method.
From the point of view of the type of data, it is a mixed research with a combination of qualitative and quantitative
methods.

The community of participants of the qualitative section includes theoretical and experimental experts, including
marketing professors and researchers, consultants and managers of Internet businesses in the cosmetics industry. The
number of experts for specialized interviews suggested by grounded theory method is between 15 and 30 people. In
general, in the qualitative analysis that uses the interview tool, the sample size is the function of reaching theoretical
saturation (Danaeifard et al., 2015). The criteria for selecting experts in this research is at least ten years of relevant
work experience and at least a master's degree. Sampling was done with a purposeful method and continued until
theoretical saturation was reached. Based on this, 20 people participated in the qualitative part of the research. The
statistical population of the quantitative part is the customers who have purchased online from online cosmetics and
health businesses in Tehran. The sample size was estimated to be 384 people using Cochran's formula.

In order to collect the data of this research in the qualitative phase, a semi-structured interview was used and in
the quantitative phase, a researcher-made questionnaire was used. For qualitative studies that are conducted with the
purpose of designing a model, semi-structured interviews are a better choice (Habibi and Kolahi , 1401)

Holsti's proposed method was used to validate the conducted interviews. Coding was done twice and the
"observed agreement percentage™ was 0.77, which is more than 0.6 and is an acceptable value. Convergent and
divergent validity were used to measure the validity of the questionnaire. AVE value for all variables should be
greater than 0.5. Composite reliability (CR) and Cronbach's alpha coefficient were also calculated to calculate
reliability. The combined reliability and Cronbach's alpha of all dimensions should be greater than 0.7 (Davari and
Rezazadeh, 2012). The results related to each of these indicators are presented in the external fitting of the model.

Finally, two methods were used to analyze the data. In the qualitative part, with the grounded theory method, the
underlying factors of the internet advertising model with the purpose of brand image in the cosmetics industry were
identified and the causal relationships of these factors were explained. In the quantitative part, the validity of the
research model was evaluated using the partial least squares method. Data analysis was done in qualitative part with
MaxQDA software and in quantitative part with Smart PLS software.

4. Research findings

The community of participants of the qualitative part included 20 professors and marketing researchers, as well as
consultants and managers of Internet businesses in the cosmetics industry. In terms of gender, 14 people were men
and 6 people were women, in terms of age, 2 people were less than 35 years old, 5 people were between 35 and 45
years old, and 13 people were more than 45 years old. In terms of education, 3 people had a master's degree and 17
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people had a doctorate. From the perspective of work experience, 4 people had between 10 and 20 years of
experience and 16 people had more than 20 years of experience.

Table 1. Demographic characteristics of experts

Demographic characteristics Abundance Percent
Man 14 70%
gender Female 6 30%
Less than 35 years 2 10%
Age 35 to 45 years 5 25%
45 years and more 13 65%
education Masters 3 15%
P.H.D 17 85%
Work Experience 10 to 20 years 4 20%
Over 20 years old 16 80%
Total 20 100%

In the quantitative part, the point of view of 384 customers of cosmetics and health online businesses was used.
The relevant demographic characteristics are presented in the following table:

Table 2. Demographic characteristics of customers

Demographic characteristics Abundance Percent
Man 251 65%
gender Female 133 35%
Less than 30 years 137 36%
Age 35 to 45 years 104 27%
30 to 40 years 251 65%
Demographic characteristics Abundance Percent
40 to 50 years 89 23%
education More than 50 years 54 14%
Diploma and less 129 34%
Associate degree 106 27%
Internet shopping history Masters 49 5/12%
Masters 52 14%
P.H.D 48 12/5%
Less than 6 months 101 26%
6 months to 1 year 83 22%
1 to 2 years 115 30%
More than 2 years 85 22%
Total 384 100%

In order to design an internet advertising model for brand image, semi-structured specialized interviews were
conducted with professors and marketing researchers and consultants and managers of online cosmetics industry
businesses. At this stage, 10 semi-structured and open questions were considered, and during the interview process,
as expected, supplementary questions were asked in order to better understand the interview questions. In order to
get to know the depth and scope of the content of the data, repeated reading of the data and active reading of the data
(searching for meanings and patterns) were done.

The results of the interviews were analyzed using the grounded theory method. For this purpose, the text of the
interviews was read and reviewed several times. Then the data was broken into semantic units in the form of
sentences and paragraphs related to the main meaning. Semantic units were also reviewed several times and then
appropriate codes were written for each semantic unit and the codes were classified based on semantic similarity.
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Grounded theory was based on the method proposed by Strauss and Corbin (1997), including open, axial and
selective coding. The text of the interviews, which was previously entered into the software as a text file, was
studied many times and their key points were entered into the MaxQDA software in the form of code. In the open
coding phase, 627 codes were identified. Finally, 6 main categories, 11 sub-categories and 70 basic categories were
obtained through axial coding. The indicators of the internet advertising model for the image of the brand of online
cosmetics and health businesses extracted from the interviews are presented in Table 3.

Table 3. Indexes of the internet advertising model to portray the brand of cosmetics and health online businesses

Dimension Main article Subcategory
1. The customer's feeling of satisfaction with the brand
2. Logo
3. Brand name
4. Brand history
Underlying Conditions Reliability and credibility of the brand

5. Brand reputation

6. Creating confidence in brand customers

7. Brand efficiency

8. Appropriate performance of the brand

9. Producing interesting and valuable content

10. Providing content tailored to users' needs
Producing advertising content

11. Increasing the number of site visitors

12. Compliance with content production standards

13. Internet presentation technology

14. Client technology
Using advertising technology

15. Intermediary technology
Causal conditions

16. Communication protocols

17. Brand preference

18. Having motivation
Emotions and desires of customers

19. Individual perceptions

20. Brand credibility

21. Customization
Customer relationship management

22. Using various communication channels
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23. Quick and clear response

24. Knowledge management

A central phenomenon

25. Banner ads

26. Social media advertising

27. Matching ads

28. Click ads

29. Email advertising

Internet advertisement

30. Video ads

31. Instagram ads

32. Using influencers

33. Search engine optimization ads

34. Remarketing ads

35. SMS text ads

Strategies and actions

Marketing Strategies

36. Development of purchase incentive policies

37. Providing products according to customers' requests

38. Abandoning traditional advertising methods

39. Connect with famous people on social media

40. Using several approaches in advertising

41. Continuity in providing services and customer
support

42. Providing smart and wide advertisements in the
country

43. Employing marketing specialist in selecting and
presenting advertisements

44. Identification of customer needs

Intervening conditions

Identify competitors and target customers

45. Paying attention to the demographic characteristics of
customers

46. Gaining knowledge of the competitive target market

47. Identification of the largest number of searches and
analysis of competitors

48. Determining the performance of competitors
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49. Brand awareness

50. Brand loyalty

51. Promotion and improvement of brand performance

52. Determining the position and position of the brand

Brand imaging of internet businesses 53. Brand identification

54. Branding process (knowing the market, audience,
product, environment)

55. Brand personality (visual identities such as logo,
color, etc.)

56. Brand appeal

57. Increase sales

58. Internet business income

59. Reducing and managing internet advertising costs

Consequences -
g 60. Attract potential customers

Increasing customers and profitability of

internet businesses 61. Keeping existing customers

62. Brand preference

63. Recommending the brand to others (word of mouth
advertising)

64. Brand value creation for customers

65. Designing and offering diverse and innovative
products

66. Improving the quality of cosmetic products in the
market

Gaining a competitive advantage 67. ldentifying competitors' weaknesses

68. ldentifying competitors' strengths

69. Competitive pricing

70. Differentiation from competitors

Finally, according to the opinion of the professors and experts, 70 indicators were used from all the components
obtained from the qualitative data analysis of the foundation to design and explain the internet advertising model for
the image of the brand of cosmetics and health online businesses. The figure below shows the model of internet
advertising to portray the brand of online cosmetics and health businesses.
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Figure 1. Internet advertising model for brand image of online cosmetics and health businesses

After the initial model of Internet advertising was designed to depict the brand of online cosmetics and health

businesses, Partial Least Squares (PLS) method was used to validate and present the final model. The final structural
model of the research is shown in Figure 2.



0729

Gain cg

lllustration

Increase customergs 983

Khorsandi Noshahri et al. / Journal of Advertising and Sales Management, 3(4), 120-138.

0§31

Q723 8701 07/8 0698”734
. Reliability
a
lllustration B g 7 n7eBT38.888.708 745 70 e
028
1 . 0234
strategies g.360

Internet adverfisemen

L 0255

Content production

0846 BT R 7/ 0 TAbE B 1S
. petitive Iderfiify competitors
advantage
0.000
0785 0756 otis  byes Q740

Communication
management

131

0.788

0000 f762
0773

Q.7

0.765

0.000 0739
0757

Employment

feelings

0.778
0783
0756

0.7

Figure 2. Partial least squares results of the final research model in the standard estimation mode

5336 10807 18924 (570670,

Reliability
g ot 71855548 #33

B0 strategies

Internet advertisemen

3736

K
Content production

Identify competitors

Gain competitive

22588
8.612
19.601

23340
5.040
21.694

Employment

feelings

2258
2337
20635

Communicatio
management

Figure 3. The partial least squares results of the final research model in the significance mode



Khorsandi Noshahri et al. / Journal of Advertising and Sales Management, 3(4), 120-138. 132

Based on the results shown in Figure 2, the factor loadings of the relationships between the measures (observable
variables) and related factors (hidden variables) are greater than the minimum acceptable value of 0.5. The results of
the significance mode in Figure 3 also show that in all cases, the test statistic is greater than the value of 1.96, so the
outer part (measurement) of the model is suitable. In other words, the questions intended to measure each factor are
valid.

The summary of the results of the structural part of the model based on path coefficients and t-statistics can be
seen in Table No. 4. The structural part of the model also shows the relationships between the main structures. The
path coefficients in this section are more than 0.6 in all cases, and the value of the t statistic is greater than 1.96,
which shows that the structural model is approved.

Table 4. Analysis of the path resulting from the structural model

Relation Impact factor t statistic Result
Producing advertising content — Internet advertising 0.282 227/4 confirmation
Using advertising technology — Internet advertising 0.234 895/2 confirmation
Emotions and desires of customers — Internet advertising 0.255 736/3 confirmation
Customer relationship management — Internet advertising 0.219 808/2 confirmation
Internet advertising — Marketing strategies 0.360 839/3 confirmation
Reliability and credibility of the brand — Marketing strategies 0.369 959/3 confirmation
Identification of competitors and target customers — Marketing 0.222 600/2 confirmation

strategies
Marketing strategies — brand image of internet businesses 0.854 616/29 confirmation
Marketing strategies — increasing customers and profitability of 0.891 077/39 confirmation
Internet businesses

Marketing strategies — gaining a competitive advantage 0.846 053/28 confirmation

The external model (measurement) was evaluated based on three indices of convergent validity, composite
reliability and Cronbach's alpha. The average variance extracted (AVE) should be greater than 0.5 and Cronbach's
alpha and composite reliability should be greater than 0.7 (Azer and Gholamzadeh, 2018). The summary of the
measurement model fit evaluation results is presented in Table 5.

Table 5. Summary of measurement model fit assessment results

Main structures AVE Combined (CR)  Cronbach's alpha
Emotions and desires of customers 0.504 0.918 0.901
Marketing strategies 0.517 0.895 0.866
Increasing customers and profitability of internet businesses 0.595 0.855 0.774
Using advertising technology 0.569 0.868 0.811
Internet advertising 0.523 0.898 0.870
Internet business branding 0.599 0.857 0.777
Producing advertising content 0.547 0.878 0.833
Identification of competitors and target customers 0.504 0.918 0.901
Reliability and credibility of the brand 0.517 0.895 0.866
Customer relationship management 0.595 0.855 0.774
Gaining a competitive advantage 0.569 0.868 0.811

The value of average variance extracted (AVE) is greater than 0.5, so convergent validity is confirmed.
Cronbach's alpha and combined reliability of all variables are greater than 0.7, so all variables are confirmed in terms
of reliability.

Several indices are used to fit the internal (structural) model. In this study, coefficient of determination index
(R"2) and predictive correlation index (Q~2) were used to measure the predictive power of the model. The effect
size index (F~2) was also used to evaluate the role of independent variables in explaining the amount of changes in
dependent variables. Finally, goodness of fit index (GOF) was used to evaluate the overall research model. The
summary of structural model fit evaluation results is presented in Table 6.
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Table 6. Summary of measurement model fit evaluation results

The coefficient of

Main structures determination Q2 GOF

Marketing strategies 0.829 0.426

Increasing customers and profitability of internet businesses 0.793 0.396
Internet advertising 0.818 0.407 0.654

Internet business branding 0.729 0.366

Gaining a competitive advantage 0.715 0.397

The coefficient of determination (R2) is a value that expresses the degree of explanation of the dependent
components of the model, so the higher it is, the better the model. Three values of 0.18, 0.32, and 0.66 indicate weak
fit, medium fit, and strong fit, respectively (Chin, 1998). The coefficient of determination of the structure of Internet
advertising shows that the independent variables have explained 82% of the changes in the mentioned component,
and this is a significant amount.

Predictive correlation index was introduced by Stone and Geyser, so it is sometimes called Stone-Geyser index. If
the value of (Q”2) is positive, it shows that the model has a good predictive power. Based on the results in all cases,
the value of this positive index has been obtained.

The effect size (F~2) is the amount of changes that the independent variables have on the dependent variables. In
fact, this index shows how much changes are made in the dependent variable if an independent variable is removed.
This index was presented by Cohen. The value of 0.02 (weak), 0.15 (medium) and 0.35 (large) is considered.
According to the results, the effect size of the independent variables in all cases is above the average limit, i.e. 0.15,
and in some cases even more than 0.35, i.e. strong (Hensler et al., 2015).

The GOF index is an index that was invented by Tenenhaus et al. (2005) to check the fit of the overall model
(measurement part and structural part). Three values of 0.01, 0.25 and 0.36 have been introduced as weak, medium
and strong values for GOF (Wetzles et al., 2009). The GOF index is equal to 0.654, so the model has a strong and
favorable fit.

5. Discussion

The current research was conducted with the aim of designing an internet advertising model for the brand image
of online cosmetics and health businesses. In this research, it was tried to identify the components and design of the
model according to the problem and objectives of the research, and finally, the designed model was tested and
validated and the final model was obtained. The obtained results indicate that in addition to confirming the validity
of the model, the questions raised were answered and the objectives of the research were also achieved. The design
of the model has been investigated in the qualitative part using the grounded theory method and its validation and
confirmation in the quantitative part using the partial least squares technique. In this model, through the identified
components of internet advertising and by means of a systematic approach through marketing strategies, the image
of the brand of online cosmetic and health businesses has been addressed. Based on the model obtained from the
current research, the causal conditions include the production of advertising content, the use of advertising
technology, the emotions and desire of customers, and the management of relationships with customers. In the
results of Hosseinzadeh et al.'s study (1401), customer relationship management is mentioned and it is consistent
with the results of the current research.

It was also found that the interfering conditions include the identification of competitors and target customers. In
the study of Terho et al. (2022), the importance of identifying competitors is also emphasized, and from this point of
view, it is consistent with the results of the present study. The results of the research showed that the background
conditions include trustworthiness and credibility of the brand, which was mentioned in the research of Hagen et al.
The central phenomenon also includes internet advertising. In the results of Khorsandi et al.'s studies (2019), some
internet advertising methods were examined and confirmed, which is consistent with the results of this research.
Finally, it was determined that the strategies include marketing strategies and the consequences include brand image
of internet businesses, increasing customers and profitability of internet businesses and gaining a competitive
advantage. This importance has been confirmed in the results of Rostami et al.'s study (1401).



Khorsandi Noshahri et al. / Journal of Advertising and Sales Management, 3(4), 120-138. 134

The results of this study show that one of the basic steps for brand development and branding of online cosmetics
and health businesses is to pay attention to internet advertising tools that suit the needs of customers, and the items
identified in this research include banner ads, social media ads, Match ads, click ads, email ads, video ads, Instagram
ads, influencer ads, search engine optimization ads, remarketing ads, and SMS-text ads. In branding and brand
imaging in this type of internet business, the other side of the business is the customer and attracting his opinion.
Therefore, a brand should act in such a way that people think they are dealing with a human being who has a series
of special traits. In this way, they establish a better relationship with that brand. Digital branding and brand imaging
in this sector help a brand look like a human being and raise its emotional and emotional status among people in the
community. The main purpose of a digital branding and brand image in this sector is to constantly expose a brand to
its customers by sending digital messages or designing a website or creating a blog and other identified tools of
internet advertising in this research. Create a suitable and distinctive brand image. In order for a reputable brand to
win the field among its competitors, it must advertise its business and products in a way that is distinct and different
from other competitors. The components of various elements in the brand image of cosmetics and health online
businesses obtained in this research, including the effective components such as: brand awareness, brand loyalty,
brand performance, determining the position and position of the brand, brand identification, process Branding, brand
personality and brand attractiveness.

Also, in response to the question of how the components of different elements in the Internet advertising model
affect the brand image of Internet businesses, the findings indicate that through a systematic approach and through
marketing strategies that include identification components. Formulation of purchase incentive policies, offering the
product according to the customer's demand, abandoning traditional advertising methods, communicating with
famous people in social media, using several approaches in advertising, continuing to provide services and customer
support, providing Smart advertising is widespread in the country and employs marketing specialists, and it is
expressed as strategies and measures for the impact of internet advertising on brand image. Finally, the final result of
the research model shows that in addition to the brand image, as the expected main result, other effective results such
as gaining a competitive advantage and increasing customers and profitability of cosmetics and health online
businesses have been achieved. Other dimensions of the final model can help to achieve research goals and problem
solving.

Obtaining 6 dimensions through foundational data theory, identifying 11 main components and 70 sub-categories,
indicates a comprehensive examination of research variables, which can be more complete than similar researches in
this respect. Also, the investigation of internet businesses has added to the innovation of this research. Using internet
advertising and examining all its tools and identifying the most effective internet advertising tools that are specific to
online cosmetics businesses is another innovation of the research.
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