Quarterly Journal of Advertising and sales management

Vol 5, No 2, JUN-SEP, 2024, (239-265)

gy8 9 Clinbd Co pse cols dolibual

(239-265).1403. ks (18 k) 2 o lesic 5oyp

S oo (B (5 305 33 (ilao i b W g3 (DD 9l ) (Sl @il jluakd (sl L3 WL b
(Obw g (Lt 5995 oy 91 &8 v S Fislod axdllne 8 590)
3 g allf x> i gaum LDy gl (5 340 wid )

el T o3 s ) oKLl g ppto 1) usli IS a5 ol 2l 1

(J9Lw..a o,\wy)c)l){l ‘.)l.gi £ eoliwy o Kiisly (Bl e 0g)5 slewl.2
-olpl ol e ol oKl ¢ S5k o e 05,5 Hlishs.3
1403/06/06 251 go s 1403/05/23:c3b s g

Scaning the impact of human resource Brand-Building Behaviors (BBB) on brand mental image with
mediator role of customer mental involvement (acase study of lorestan province irankhodro company
Agencies)

Zeinab Safari Ahmadvand !, Reza sepahvand?*, Hojatullah Vahdati®
1. MSc. Graduate in management, Lorestan University, Khorramabad, Iran
2. Lorestan university professor, Management faculty, Khorramabad, Iran (corresponding author).
3.Lorestan university Associate Professor, Management faculty, Khorramabad, Iran

Received: (13/08/2024)

Accepted: (27/08/2024)

sy 4wl 1 10.22034/asm.2024.715740

Abstract

In today's business environment, according to the competitive conditions and
increasing changes in customers' demands, companies need to put their brand on
the right path and in the desired direction in order to survive and achieve a better
position. In such a situation, creating a positive image of the brand in the minds
of customers is a necessity. Brand image represents the public image of the
company and can be seen through consumers' evaluation and awareness of the
company or brand in the market, so it is important for companies to attach
relevant features to the brand image in order to shape it. Therefore, the current
research was conducted with the aim of investigating the effect of human
resource Brand-Building Behaviors (BBB) on brand mental image with mediator
role of customer mental involvement. This research is applied in terms of purpose
and descriptive-correlative in terms of method and nature with a quantitative
research approach. The statistical population of the research consists of
employees and customers of Iran Khodro dealerships located in Lorestan
province. Therefore, due to the limited number of employees (300 people) and
access to its members, 169 mployees were selected by using available sampling
method and applying Cochran's formula, due to the unlimited number of
customers, 384 customers were selected from the available sampling method and
using Cochran's formula, which in total 553 people were selected as the statistical
sample of the research. The tool for collecting information in this research is a
questionnaire to measure the Brand-Building Behaviors, the questionnaire of
Morehart et al, (2009) was used and it was completed by the employees, The
questionnaire of Hosseini et al, (1389) and Stylos et al, (2017) was used to
measure the brand mental image variable, and the questionnaire of Beiton et al,
(2011) and Inou et al, (2017) was used to measure the customer mental
involvement, and it was completed by the customers. Demographic data analysis
as well as data normal distribution test was done with the help of SPSS 24
software and data analysis was done in order to test hypotheses by partial least
square method using Smart PLS 3 software. The results of this research showed
that the components of human resource Brand-Building Behaviors(BBB) and
customer's mental involvement each have a positive and significant effect on
brand mental image. Also, in the current research, the mediating role of
customer's mental involvement was confirmed. Therefore, in addition to the
direct effect, human resource Brand-Building Behaviors(BBB) also have a
positive and significant effect on the brand mental image indirectly and with the
mediating role of customer mental involvement.As a general result, it can be said
that in Iran Khodro dealerships in Lorestan province, the creation and use of on
human resource Brand-Building Behaviors(BBB) can lead to the customers
mental involvement, and in this way, it will be of great help to improve and
promote the brand mental image.

Keywords: brand mental image, customer mental involvement, human
resource Brand-Building Behaviors (BBB), lorestan province

irankhodro company Agencies.
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