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Abstract

Purpose: If the Brand Signature is well-defined and designed, it can influence the strength of the brand's presence in consumers' minds.
Additionally, Brand Knowledge is a key issue related to branding, which refers to brand recognition in the consumer's mind. Studies
that have addressed consumer perception of Brand Signature have received less attention because this topic encompasses a complex
research area with various subjects. Therefore, the aim of this study is to develop knowledge and investigate the impact of Brand
Signature and Brand Knowledge on increasing Brand Equity in the home appliance industry. This industry is very attractive for
developing countries with middle incomes. Two theories, Attribution Theory and Expectancy-Value Theory, are used to explain the
hypotheses.

Method: In terms of purpose, it is descriptive; orientation, applied; strategy, survey; research method, quantitative; time frame, cross-
sectional; and data collection method, questionnaire. Given that the population size was unknown, Morgan's table was used to determine
the sample size, which was 389 people. Also, simple random sampling was used. In this study, in order to adjust the final questionnaire,
standardized questionnaires extracted from the literature were used in relation to the variables of the conceptual model. The statistical
population of this research is the consumers of a brand active in the home appliance industry. The reason for choosing the home appliance
industry is that this industry is very attractive for developing countries with middle incomes, and Iran has a long history and significant
accumulated knowledge in this industry. For data analysis and testing of research hypotheses, inferential statistical methods, structural
equation modeling, and model fit were used. Also, to examine the research hypotheses, Smart PLS software was used in two stages of
examining the research model fit and then testing the hypotheses.

Findings: The findings showed that Brand Signature has a direct and significant relationship with Brand Knowledge, Brand Attitude,
Brand Knowledge with Brand Attitude, Brand Attitude with Brand Reputation, and also Brand Reputation with Brand Equity. Our
findings in this study reveal the importance and effectiveness of Brand Signature and Brand Knowledge and emphasize creating a
positive attitude and reputation towards the brand in order to increase Brand Equity.

Conclusion: This research shows that Brand Signature and Brand Knowledge play an important role in creating a positive attitude and
reputation and affect Brand Equity. Managers should use the name, logo, color, and organizational environment to increase brand
recognition by designing a distinctive and strong brand identity. Also, marketing activities, social media engagement, and displaying the
product manufacturing process can increase customers' knowledge and build their trust. Finally, honest behaviors, accepting customer
feedback, and increasing consumer engagement with the brand help improve brand reputation and value
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