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Abstract

Strengthening the brand in response to globalization and global
competition is one of the effective factors for university centers to
attract students in the international scene. Therefore, the purpose of
this research is to investigate the effect of brand strengthening on
the attraction of international students of Mazandaran University
with the mediating role of brand loyalty, brand reputation and brand
image. In terms of purpose, this research is practical and in terms of
the nature of data collection, it is a descriptive-survey method and
correlation type. The statistical population of the research is the
faculty members of Mazandaran University. The statistical sample
of the research is 167 faculty members based on stratified random
method. The research data collection tool is a standard questionnaire
whose validity has been confirmed by content validity and construct
validity and reliability by Cronbach's alpha method. The method of
data analysis to test the research hypotheses was the method of
structural equations (partial least squares) with the help of Smart
pls3 software. The results of data analysis indicate that
strengthening the brand has a positive and significant effect on
attracting international students of Mazandaran University and on
brand loyalty, brand reputation, and brand image. Also, the
mediating role of brand loyalty and brand reputation and brand
image in the effect of brand image on the attraction of international
students was confirmed.
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