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Abstract

Objective: Statistical data indicate an increase in the social harm of violence in the form of conflict, especially among youth. Youth are the
social capital of the country, and one way to reduce social harm is trust and refer to municipal social services. While research has identified
the decline in youth trust as one of the social issues of Iranian youth, the aim of this study is to present a strategy to enhance youth trust in
Tabriz Municipality's social services using a social marketing approach.

Method: The research was conducted as a mixed-method (qualitative-qualitative) research in two stages. In the first stage, the qualitative
systematic review method was used, and in the second stage, the Glaser grounded theory method was used, and the Thematic analysis method
was used to analyze the data in both stages. The statistical population in the first stage includes all articles published on trust in the
municipality in the last 20 years, and in the second stage includes the youth of Tabriz, experts in Tabriz Municipality, and theoretical experts.
In the second stage, the theoretical sampling method was used, and data was collected through Unstructured interview with 17 people, and
the criterion was the achievement of theoretical saturation. The validity and reliability of the research findings were determined through four
Lincoln and Guba criteria.

Findings :In the first stage, seven trust factors were identified as trust factors related to the trustee, such as the level of scientific expertise
and ethical competence of the employees, the institution's public relations performance, the extent to which the platform for citizen
participation is provided, the type of services and how they are provided, the committed and effective performance of the institution, the
programs developed by the institution, and the extent of the institution's transparency and accountability. In the second stage, a promotion
strategy with influencer marketing on Instagram was extracted to strengthen youth trust.

Conclusion: Trust is a type of attitude that is formed based on youth information and beliefs. If an institution employs an appropriate strategy
for each of the trust factors, but the institution's public relations department fails to provide appropriate information and awareness, it cannot
enhance trust among the audience. An organization's public relations can have more effective advertising and broader access to its target
audience when it first segments the audience based on age and then selects the appropriate advertising method by recognizing the
characteristics of each segment. Youth have generational differences and different consumption behavior than previous generations, and this
should be taken into account in the institution’s chosen strategy. Using the cooperation of influencers on youth as an intermediary to convey
the message, choosing an appropriate and popular channel for youth to communicate and convey the message, and focusing on the content
form of the message presentation can be useful in providing better information and changing youth's beliefs in order to change their attitudes
and strengthen their trust in social institutions and services.

Keywords: Glaser Grounded theory, municipal social services, Social harm, social marketing, youth trust


https://asm.pgu.ac.ir/

Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

00958 9 Sldd o oo 4yl S,

https://asm.pgu.ac.ir ‘ \ ’

269-291. o 23 Ly 140450 30 less Bo 9o ‘
3060-8163:LLs
10.22034/asm.2025.2077992.3475:L:S, awlis

St (0130 055995 b 39 98 (5319 yaw (Slia | Olovs & (U9 Slods! o g & pd y (93 g
3 AV NESRPE DS ‘2d)9~’l£)9£. (s & jgenb ol b Loy

Ol el ol s o8zl wig pae HEASLEls IS 5 S g e 0SS ¢l drwgs 5 (obl5k 05,5 woliwl 2
Ol el ol oty Wy o BASals S g canS o e 0aSzils b anwgs 5 Sb,l5k 09,5 ¢ Liils3
1404/09/25:,Lea51 1404/09/01 :cdl o

sima.nazari@ut.ac.ir; fstuwo siiug s oo/

048
otlats] ol S clioly ) Sy 5 Aiteud 158 olatz] dylo s (g bl o Uls oleo )3 o325 4 gl JSb 4 gt elotnl capl il Sk 5,6l (slmesls 1cdih
ol g b len,S ol ol bl Lelais] Blas 5 S0 olsis 41y bl slzel Linls b tmggy & o 5 sl 6y elotl Slats 4 oblss axslyo g oloe]

el loal 2llil 3,50, b juss b sloial load a4y (Ul slazsl cagls (sl (93,8l 1) Sl Jimghy Ban ggge

Llod 1 g ccglinwgs B blod | BLisT comlo Ll Sl g ppnds udd Bl S Jimg3y Cusl 045 plorl al o 93 )3 (&S = (S 4ol (3485 Oyg0 0 Sy 39
O Jelod (g Sl po 93 3 3 ol Jlow (sl (izmed 5 ) 5ulS Sl 031 4l (B9 1 pgd alsye 53 5 (&S diepllas j550 () Sl ol e 3 Bl (2l il 3505,
6275 B3y b bles Jolis pod als yo 13 g sl Jlo Yo s 1y Sl dlese] dige p> odd putiio Yo adS” Jolis Jol s yo 53 (¢ lol dmols ol o o3l
35 o8 s 5 Casl 023 (659135 15 W L3l asliae 13l Loy Waodls 9 0035 oslisial (55 (S aiges g, 3l pgd aloye 53wl ()5 08y 5 5208 (6512068 38
25 plxl LS g (S slere o B2k 1 Gig el (2L 5 jliel g (gl gl

€9 Mg ed CS ke s silopald e lig sages Lally) 5Slas (USHE I copMo g (ol prass i 1090 4 slatel bele cdn gl al> o )3 sl
A5 glolid oxigdslezel b Lo ye dlezel Jolge lgie 4 olis (o5l 5 cudlas ol olis 0nd pgti (sladslp ol Lisu il g aligaio 3,Slas (o @) (KieSs g loss
23,5 gl ()b (elaial Closs 4 (g sleel Cosds (gl epl Stiaisl )3 135,86 ab)BL L gy 2,8)) pgd aloyo )

Lol 2,80 )18 2 1y (opmolio 3 em Slael olse 51y 50 (gl 2e5 487 g0 10 25 o0 SIS lsz syl 5 SN olsl 11 o8 sl (5,55 o9 Sl slatel 35 oS dongid
Ly S ool (ilead g 055 &) Cud le Gl o 1) slazel Wl god dlog sl ailas |y Jale ol a3 aslio Slisls g (SloyeMbloles (ages Laly) Jb o
9035 %y G dile (gl e (bl o 1) (ebbe il )3 457031 adly 395 g Ban Cbbre 4 503,18 (g ptsd 5 550 31 Sl Wl oo (Sloj Sl (sages
2l ol 5 Wlie adIS sla s &) G Sgliste (Bpan )1B) g s laslis s Ul S el il B9y QLS & ph8I iy e gla Shg cELS b e
byl (o)l 0 sl blex oo g cuvlio JUIS™ Ol epley JWaml gly (sldawly olois 4 (Ulgs )18 550 ol 31 (g, 51 odlaiiwl 505 )1)3 as g5 590 dlad bl 5yl 5o
oot et 535 4 S ol el o 5 (355 st sl 53 s lasgh s 3 51t sl 3 Slsicon pla lsiee S 5 55 3 5505 iz 5 oM b
A8l pge

o 3l8 3Lty 0313 g 15 ¢ solain Lot 5 €815 e s boin] Coloud (Ul Sloie! o s loinl rapnsl 1 gulS’ 50315


https://asm.pgu.ac.ir/

-

Aoio
sl (o )lsSU elozal slasoly b RSl (elozal slacasdly ) (S iglansale o 50 (slazal lacenl 5 ) Gl brial
gloodly sy 33,5 (o blod ansle (elatz] cuodls Cundy (iomio ly  col lojlae ) (S (slatal slacan] 5l L]
Ceadlw 5l Lt oS ol al Gl 508 5 elatrl lacanl § ml el bl Gl b 3 &5 sd e (i plpl Ll 5
okign il obgrota s (YFoF) Llul LT 5500 13 50u8 (Simd  elem) cumiy ()15 ol ilbe dasls ol
5 PP AFY Ul 5,5 DOBPYA AFee Jlo 15,6 FINDAP oo 0 58 e clojlo j (elos] (slacu]
WYl Copmar (€65 555 10 b oomd el g sl o oal 33 B9, Ky (gl a5 sl 0393 VPO W b 5 05 PFFYAF AFeY L
gt 4 bgrye ile lisa (sloog)S 53 1y olain] sl gl ol a8l Jialisl /o 0¥ 4 /00 Sl Jloj il ol 3 98
(igdd 09)5 4y by elatal coml 5 malr SIS (S S o (il ((EIS] (i 1500 dlgo & bgyyo Jlgol 4 by yo
Loy PRY b 5 090 OFFFYe L AFRP Lo 5 el (ol 198 5B Sy plasls slaosly bl ol gl
OAPYAY Ll AP Il 50,00 OABYYYF L 1 1PRR o 15 0,50 BYFRPY L 0 \FRA ULs 5 0,50 BAeeY
2 elp 000 OMRFY L o1, 1P Lo 155000 ORRFYY L L0 VFeY Lo 15 )00 ORVASY L L VPN Lo 5 000
PO L 1 APRZ Ul 3090 5908 00 s gl 3l )3 (B lomlydl gl 45 5 e Sl 0] 3 ol 0 € 98
Lol YWRA Jlo ) (F a5, 5wt 2oys PIPY ) 000 FEYYA L L AFRY Ul 15 (F 45, 5 o 200 PIFD ) 50
V0o Jlo 3 (P a5, 5wt 2oy PIPR) 5500 PRI L Ll AWRR Jlo 15 (F ) 5 e 200 PIF ) 5,00 FPTRD
VFoY b 5 (F a5y 5 mrew 200 PIOY ) 3500 YABRe L o1 VP oY Jlo 3 (F a5, 5 o 200 £1PY) 5500 YAV D L
ool 039 (W a5y 5 ot 20> PIPY) 3,00 WAFDe L 1 \FoW o 13 (F 45, 5 ntew 200 PIOY) 5,50 YARRS L 1,
Vot o o5 F e s AFY e IWRE L 05 gl s sins L5 i & 557 gl 5 o o
olfidexa 5 jpdecxa) juys e g (Byolubdl Gl (eloin] Col (magd gl cusl 0392 18 slagliol e 1 ¥ a5, )b
Jo YO LY il 3y e 2 el S5 o oy (VWAY) ol 5 o)) odli s iy oslel 2 9 ol (YWRA
b slaid 1 S gt 4 oSl g cigis (YWAP) ol olie 5 (o3l e vlaw Limgly bl 2 cizpon b so (ob1g2)
5 b)) (elatl ool a5 szran olbdoly Sl oo dmoly 5> (elotn) ol 3Bl Kg) L3l 2y ad Ul ol 2
2 e g sy awsly Juis 4 1y (VWAY lylem 5 g ) olosel arlapus Sl 5 5068 o5 2055 ooy (JFRY o) lSen
053 2Bl (39 L pdp0 b euins alge > 4 )b sl (ploia] ol e dlie; 53 (S iy s> slaoles )

5 3,50 )8 dmels 1,31 slasel 3)90 45 asb anily g yge 3,Sae Wil o Sloj ¢ eloin] ol Copte die; > e claslys il

Sl 3 assly 31 slazel o yioeias (ygelps o5 Ll (glaimgss 45 Canl b 3 ol S odlil bl Lslazal closs 1 5,3



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

il Sl (VWAY) (b 8 Limgsy 5 (1WAR (olo) sl & s (Ulg Loogin g o8 lasel ,Siby VWA Lo )5 ls
g Jus 53 o sloel g Sl 35 205 e 32 (VWR®) oM 5 soime (s tama tingly el () (il oloz lasel
Vg (S S Cadgiunn yomad (oladely Wle o dmols d1)8l 1> slaie] 30 .l 55 Lolpd 4 oS Liws slazel Jolds opl aS" il 0
SalS 5 all$,5 clacyls ai, (VFo¥ SIS 0ls 5 50,01 wilple) el codle cdl (1Fe) ()San 5 (olss)
hlSen g 25 sal) eloizl Cgllasls (slalisy 5 (Sinjd slacsgS Sap (I FAB Elials 5 sl mid ction ) (nez slaclled
oSl gioy (53; c8lis) (Ulsz 55550 5 ey (VPP (lie 5 Lojlo el (IR015) (BYS1 (clajline Jo35 (VAP
o) g 50)5) Sl Golas] s sloiel dg2g izmen 29 o |y (VWRY (e 5 5555 (6 30) elesnl ol 085 (1FRY
=g ) poyn Sy dnals syl (VoY ) iSn 5 5.5) o, IRV ool 5 ool omiise olidle) eleinl (oo (Y Foe
bl 5 55,55 ol & ol (YWAY 0ol Lolis) ()l oyl b 3% & cate (3,55 olazel 0,5 o (YoVF 070K 5 ginnglly

oS sl 2T 5 SleMb bl s 53,3 slaygb 6,8 JS 0,5 o JSis (VPRY () 5 yon i) o ) s 3,3 sl
b e 9 39 00 5T Cun Cblbo 2T 2ul331 b a8 cal (63,09, (eloin! ob)L 2501 o vty (15,55 3590 0 b abasly )3 (gg
5 oslizl (YoAA) "mosiline 5 Sl S wald (5,55 35 sl |y p5Y dinj b a8 o 36 B cboles j3 iad (65,5 b
oozl blze S ppizman g it 3)Slas 4 olitid g Ban bl Folel 8,80 (1) )by s el b )l5L
‘E‘}j wa; 4 Cogls uwl).‘ﬂ e g O‘)il Ob'l? u_clm>| o S 019;_9 L Oljl? Sloxel u.unlf ‘_,’_;b.;lm; D99 L .J.jloa)f UL;
blos gl ol Caml iol33l @ da g b ol 48,55 &g oloin] Glosd 4 cans ((blgs dleiel cogi jolaie 4  idg} 9SG
Mol Cogti (sliwly ;0 1y (oydly d> 554 (6,0 b dlog &S Cuwl Cpl iegh ol dlue dadlys & cad ((Ulgs oS slaiel yicren g

Do yieS glp IS 4 Cogdd 09,5 0 lles (6)l8y (g)lrial ol pl Glesd g Y guaze 1 eslaiwl b b sady sl Ll Ul

g 3 A

i T
obris (polibansls o8 5l 0l (o0 9B g 02l g 5 5 Byl 5 gy 9 ol Slme & dhasumd acbicad) p3 (g3l Jlas 5 bt ol
)by ol dxel> (slael dam 5 udly oo Jo8 5)50 anel gliasl ST Bk 5l a8 iy o gihul 5 plo L (58, uelsd g LagSl
ol Sy gt iy o)l elazn] (gl by &8 39 oo 4zl elazn] ol oyt 4y )13, Sy Sloj imd ks T L Ty 345
dnala 33l oo )3 £l ol )3 Cigdd 3929 wre Sl paSLE | (S MBlee (g Crogad Sline 4 g5 Yl Sl oS 039 (el
63y (5)brial e 4y (lazl an) " (Bldansle 5 () a) (B LBy (i) 0) B Canj gl Jlate aus Il

.Gueetal

. Peiro-Palomino et al

. Basic & Mihanovic

. Biological Theorys

. psychological theories
. sociological theories

o oA W N



slp soloinl dloyw popio | lulibasly g 18k oo blo)l > (eloial balg) cuas b elate] ol (oloinl dn )3 a5 ol o
357y Canlod S Iy JolS5 Tplgy " alS e ¢ 020y00 (gl o by idos (oolazal ylo pus oy S o o0litl bzl basly) CuST )
o soglis 5 eloinl ol jrolcuollune o 45 395 o o 9335 o0 (elai] bulyy a3l coge o oloin] 4yloyu Cans
oaiiS by o] labaly dwy S o s (slabasly g (g lBlo ¢ BLS S A 1y oloin] alopu D95 ISl Clgruw 4 asis

sl slazel (ygmad _saslio 05,8 1 4 &S Ll e 33l e Ll

Sloist

ol ol gxe i 4 lisebl b j SO b et SO o b cuiS o 4 olinebl b 5T sleel T3 08T andSS) Kiny g
A ol o iy ya5 M oolgs dlasel o ¥ elan ] dlasel & pased o dlezel & palis slasel &g 4 sleiel g5 )l JS )0 Slodl awyp b
5 =15l as pilex 5 pow slagy Lol cusl Bl )3 aitn Wil a8 (g39am0 231 L po> g5 )l (03,8 5 (Bliily) (S ol &9
csldlasly o )lo o g b Wgypas dlaly e300 (6105005 g 50 Wbl o WOl 4 dsels 3l slasel Sl (o0les dlaiel )by ol e
sleziel 1438550 amd g0 JS5 (o3lgs slazel 1y o ol a5 canl pladsgy g baylouia diejls o) (isu il 9 6yl g bas g conl (gladsle
OLIFE 5 G e o aily 5o slazel 5 (AU Jol a5 oS oo ol soles slesel g (cased o sletel aa g9 5l JSae ) (g el
il o a5 el 5,55 o5 610, ol 4y slazel ool T LIS 5 Slons puilsd s slgs ay laig e sbozel 5 5L sags 5 ol
SA53305081 (631 9,65 (oo )18 (lagome) dipo 5 (239 0e) 048" Slotel (gl S o[olag) odigs olazel sla Sy 1,90 42 Jalse 5l auws 4
b wlos S bl slazel sbul 5,503 Jole 53 4 Cond 3 i gy |y oigud slosel sla Siug 55 Limsis , (YWRA) &5 5
S 13 3l 4 s 5 e ool G 355y 3 enlizal b 5 cosigd Slotel la S ool 8 iy 5 Sl
s g Ban Cbba p 5olal )35 sl 1y o)l e dlag 53 (elaial (bl 3l eolizal (YoIA) ¥ goilan 5 Sl &5 g5k
Ailoa S ol sloirl Sblje S pizmen g g 3 Slas 4

sl Sb,150
o & oo 35k 1y 5l ol g S VAT Jlo 3 gm0 Bgpme Jlgw 05 o b eloizl blik (59 9
PIRVY Jlo o 1y elosnl Ll3k 31 oy gl Vol Al 5 51855 1y olaiz) dmungs (55501 2By Jlgms o] 93,5 s Sl

ssleint elmonsl (il (635150 Holate 4 oads Slus (slaasliy JyiS o 1yl o SLb" & jgo 4 ob)lib sanss 4 iy slallie
S Kdgr oade ol g 20,8 @ bk Cladss 5 Sl (IS Ced Jpaze shzib 4 bape Sllas Mo opols JE aise |

. Pierre Bourdieu

. James Coloman

Putnam

. Oxford English Dictionary
. Fundamental Trust

. Interpersonal Trust

. Social Trust

. Institutional Trust

. Purdue

10, Basic & Mihanovic

11, Philip Kotler and Gerald Zaltman

© 0 N o g s w N e



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

) 5255 oy 55 §) 2905 o3lital (65 ol penlie 5 Shdgie 51 lasl (slal) 5 oS5 daysl hed sl oo
elonl byl 5l Blad w5 5)ST 3 ey b1 90 o (oloinl ob,l5b (ABlg porde l olisl S5 g (050w covge iy
S )

Sy sy (b ) (o) bl lacs)skd S el oas iy 655l (YARF) Yyl lawgs slenl i3k
(YoVY T e g 5logS) disan ol 51 it &S (lanols g o] oased ol donn jobate 4 B Lblbes &llbgly ;1) 5 (138,36
b aillbgls )18) s 69y 32 9 2dbioo Nt Sla)ld) 5 B0 dsg g gy (3 il o elenl blL (IS 5k 4
5 auip duslio ) able e (YoVY) an 5 jlosS 98 o dilio 9B (655,50 b 1y yuis ol B ol (335 55 9 315 38 55
sloan Hlouin b, (65,5 (BB eloan! Lb,l5b iso 5l gglaw S o o Lds b3, (cblie g abja lie o Jsb 4L, cblje
» wollas )by cblse g Lgllaal [bdy Coles a4y s 2T (i8I b elasl ob,l5b 1ol )5 a8 Lao opl 40 il (0 0ld) g o 300
368,y s 50 Joli ¢ 15,55 pessd (sl piY din B g o (o an cbolbo jd D (15,0 3l b e g 395 00 58T Chun Cbolbke
CuodsS ogas (nl ) sloial laylonin (655 S5 g el )3 gllas U8, (b aidled 93,3 )8y S b (g dl o )3 358 o3
D) (g 1y Aol g e 9 08y Wl culed p> g 4Bl dey (sleinl g (63,8 SW;

o] porain 5 42,LS0 Copte b 45 J5S LB Golayl) l slasgeone lgie 4 (elosnl abyljb sl (Yoo A) T 5 4kt
&S Gl Bun Lo 4y o) by cuodd YK dsye) Jguams 1 Jolds a8 WS o (8320 903 gl 1) Bua lblbe (0,55 ¢ y5b lgi o0
&S wlae 503)S calyy Wb Gua lblw a5 cul plaasia b g ye) cud il o (sloin! Cgllas )l 5l oass” Sluidy g8lg 5o
Gan Cblbre wyiwd 3 Joame ol 13 a8 siwn oo 5e) Ko ((15)] cand 4 1) Cgllas Hlidy aslgn b aus ade byl b Lo
95 3)90) Caoges ollas )13, ploxl &) o 5 g9 4 ply (o) 9 B Gl L b3l ()l 8 (55) e (305 0 )18
by clo B g alde Blal b ol ylejle (o)SKen) eS8 Slosouas p Jl88 150 2> o (sloog,S 5 B bl b )3

R gl
ol el ol Blaws b il 03 51 jlaly I o)l o9 9 45T e 1y 2,8 )8y Wl o &S 009 losmy (LS Sl p 0SS
plsl 3,3 (sl 1y (60,5)08 48" ol nl 3,55 93929 e (ol bl 1 g 05 Elul T il Ly 22,85 (90,508 45 sy
(o] gy o0 3ol 3,5 b i wll p &Y guase 4 Cas 3,8 (15,55) Ab153gm 3,518 g0 0 (5,55 e 3,55 duw Amd o
Bt P9 Slolusl b () nags jlogs jl el gl yamed) (s 3,58 9 (3,8 sygree slastyl yka) 255 e 25,8
S b (o Cad] & Gl VBl o )18, Fadble g0 4y dilge dw gy (3,55 IS5 w2 sl S B 2 Bl oo (1000

. Andreasen

. Andreasen

. Kumar et al

. Kotler & Lee

. Functional Theory of Attitudes
. Daniel Katz

. ABC Model of Attitude

. Affect

. Behavior

10, Cognition

© ® N o U A W NP



g 030 LS Sy (o 550 S e a3 5 305 (Siy ()5 3)90 0y 4 Capmd 3,8 (0D (55 )0 o 4 gl )
Gl (5,55 (55 S5 o> s sliygl 5 blize] Jol (3b 8 5 e 3590 ailyn s el p3Y (55 s | ol o
2yl o] do 5,55 b (S oylyd et 4 sl oyl (sline 4 cible 15l _o 5,5 okl oty Sl g 8T e olal s
2 d9b (o e (Bly o & ddped S g Mlige 5N (68 & Cod (a5l D es plsl 4 Loled g daB o (sline & )3,
@ygl osd b Jpame 4 bgrpe sl Shy g Slio o)l CleMbl (gyglaen L lunl ) 25 5kl (5550 ol alude b
Pl (adbole) 3,5 (oo JS5 59 9 o] S s b Jpuammo 3 Conmad dygl ol () b oo (£315) 457 o 0ol ol 00
> 555 1> 3,3 )il (65l iy dlubs b 33 . (15y) 3,05 oo i 3 |y Laye 58 s S ooy il olesl o o
2 48 alSin ibia b5 (6550 b onsty G olezel abl oo 35 03l (gl ledbl (3il5 g (pslaes sl g 0392 0 L oL
WSleMbl opl ol wlel p s dlspo ;3 5350 0 o] gelpm SleMb] (g)glaes Jd 4 a8 slasel 4 Sloss g 2l 4 wnlgs o
L sletel @ygo 4 1) 095 rmnai 28 clubunl g byl ool 4 2o b Cold 3 205 (0 JS5 0,8 )3 (Lo b e S5 ) bl
235 oo dlazel pac

Sye oy Sy & S 3,8 i Sl ili (i T slotal skl )58 o S e ol (VWAY) oo 5 s i
D)l oy e SleMbl 5 A8 (o0 Joo @0 0l Olie 4 gl (55 a3 o0 muds ) 59 (L elaal b (b L (2S5
e g Oy ael S bl slite b e Jod BB e b Jod JB ) gl & SleMol Ll 5l o381 095 00 gainail 35250
Ngdi oo by gllas yslar g MolS' S o )13 (Bpdy disls ) &5 SleMbl g lao) imd o JSB 395 (b (3,55 (ygel s 3y atald
Ao g Casbly Sl il S (0 sla Gipdy dteld (19)3 )3 &5 plaply b Walgss wdpdy (Bpdy ey pl Sl 2yl ) slaon] aSl
aald 13 a5 el 0 Gow 53 DS odeli Tode STl (3 3l Sl auld cul ity 5 4 S5l 038 S5 p9dse b (a8l
Sl S oS gty el T BB 1L Sl 1 e i o L5 4 5590 38 (39S wdge Sl sl Sl i S oo )18,
S o0 JB 395 w90 |yt |y (Sl glaonl 08 S5 Sile 4 D900 S S ol Gipd jye WS e I U (5550 U9
S o e Azl 4zl M) Sl b &S mdlge b i

4 dwd 93 50 Al (SS90 sl S aunl ((elaial (2b)l3k 5 6150 s 4 Slessl) 059> 93 0255 )3 pSl Siagh ALl 4 rgi L
JoB oy 2855 )18 (59819 2590 (Sloia] (L)l Cupoe b alaimgg 5 (ol e Slad 4 dletel Cypoe b (ol gy 1090
Jol > slaimghy Cunl 48,5 )90 (Wopllas j950) ol igdy syl Jgl al o 55 (651008 Slag 4 slesel o jgome b) Jol e
o gy Sl 035 (6500 o dlassl IS 30 elge lolid b 5 (65l e e 4 s sl s o 2 5 oo (San
S plsS g (pimen i 8l S QUolid 1) (o)l g 4 sletel IS0 elge dan aiopllas j9pe B9y b g el Cjgo
Sy @l g ol eloinl lods 5 (5l o5 4y s bl dlael s (SigSe oy & 0jp> (nl 2 ABS s (slaing,
Sl 258, jledlatul 2 38 sete (Son (elaizl (2b)lil Cuygome L) pod dtwd (glayimgly wlaslyys (blg slazel Cosi gl o pal,
il 2,509, 3l edlisel yr oje wl )3 4SS sla gy Sl P g il o cisds elan] ol dlas > 4y eloze]

! Hierachy of Effects

2 Social Judgment Theory
3 Assimilation Effect

4 Contrast Effect



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

2 Ll Ob"% Co gl u_cl.o.o] u...wl Ao > jslaie @ O] u_c.Lo.o‘ lods 4 o D & OU]? slozel Co gl sly u.c—LoJ.}l
1wl 0 03)91 £90 dlwd JLQU@?)J )

Slajkdy oy 5l oSy p elanl Dblil wwel Sl b gybsle SYsls igy b g 3 (VFee) olhlSen 5 e
595t 3 xSt 1 eslain] byl Al Slad &S Caslosls L5 LAl le3,S Ly |y JWisd L55ns okaliles ,> aill, Sl
)13 6)lae 3B JLigd 559 Glalales ) abl Sl sl

ly celod byl s Sl @ (5o 5 ()l (siludie g ol 03l 4k oy b iy 53 (VFRA) pliSen 5 by
cssloan] obylib aseel ¢ lg s (5,55 g 59l dxwgi 45 sl ooy ylis laasl il widly yy lied (o)l 0ed ) elein] coodw loss
@S2l 2bylil coluy; (elol Lb)lik acdol 4 (RIS (e by S Mg Sy (o o Shy Sy
WSlod,S" bl gyl s (sloin] Codlw Gloss 0je> > (slain! oblL ol Jole & lois 4y 1)« o] )3 clgiue

25529y 2 e Gl (Slalid, 31 (6 Sty (slmdpaly Jao oyl 4 sty o0l 45ki5 29, b imgy > (VWAY) iSen 5 4yl
g b ol iy gl J) oSt sl elain] il oSS o sl ol s sl lazslyy Lelazal b3t
Gl @595 3 pnly g zugyy 3 paly (gl 38Cuoud 3 yunly (gl o] D yaaly Jold oS Cunl wloladl )

5 o 4 bl > (Wlgr CSgs 5l 5ol Ban b g Jlo dw Jobo 13 (6390 dallhn oy & oty 3 (Y0AR) Y05 5152,
355 Sl (6)Sa5 Slaog)S > g o Lo 51 o Wby, (shlady Jao Sy (s5ne e lei] il Je Sy sl
adllas & faye iz 5 3l (S (S S ) Ban Ly uilly il b, b otmg 5 (Yo VA isen 5 oS
ol 48l S 5yt loj Jsb g Byl o b 5,55 a5 ol only lis baazaly ol sl Jlo @ Jsb o bakd, o baygl o 5,55
@y ooy e 2 ) gicute (slatal o)) g amd Sl ) suelcigds cla)ld) gsdy oliee dlge (B 50 Cosl ALl (e
S

Ol olga by 5l 6 Sty sl olon] b)ljk oS dmms Ban b g o5 o b L siingy 5 (Vo) T, Kam 5 031,00
L,’_;LM;LM |) oS ‘_sl“‘" Cygouiae )Le? ulf.&»fuf).w aS ol oald ULM.» >azsl ..»']c\;;&lb)g: u»\f PLQ(O OU? O ) Coguid g Lpmi>
sl She Sl o lles oly slpiiy 1y wladl, Couwd 295 CBlaal 4 b 5w 3935 b aS" jgy%0 5 polde (Ulex | (g gl g 0 S
Olads (gl Glald 3k 5l as 10,5 dbgl dale VY (eSO o 230,87 sloialy ply (laizee alas 51 e Joled (gla g3l il 5 cpaneS
Dy Gl e Gluyply 9 S slaciuy (Ul bwg oad Wy gty il ( clat] sladib,

o3lil | gty 48 (gskay oo olotzl (L)L 0j g slatel 0g 93 Wigy dine) )3 (508 Mo Sy 2929 Sl ()5 iy (0
gty M S 2959 by b (0)50 Ay oy 903 odlawl Aol j3 dlazel ialS Al > o slas! LU 1 o955 ol )
Al ee (6l e g (eleinl losd 4 s (g slosel Cogi sl (eloial (2b)l3L 309, 651 diej 53 Ul (g 09)5 )
Pl b 3ges eoltwl blgs 55 gl JSKb 4 cogis clain! cuwl il g 6puSin sy Liagh cpl claasl jl olgn &S claigS @

1 Rivera & R Rivera
2 Annelise Mennicke
3 Andrade et al



b omimed 93905 0 1y eloinl (ob)lik 09> g slesiel 0jg> 93 10 (0)55 g (6ylad Ay )3 0ad ololid DByl g o ol imgh
.3)5 oslawl Qljl? slozel u...mlf Ao J> Lﬁ‘ﬁ u_clmo] u.»b)\)b )'I L‘,b.'; P U9y Oﬂl slazsl )‘1 o3lasul

B3 wliig )

) eigdalatel b Lasyo dlazel Jolge ¢ &S Jg) aloyo 5 Cunl 00 plosl Ao o 93 15 g (S —(S) diel (B9 S50 41 Loy
oy oM Lol el (5,55 ol 4 gl alo o 5 00 ol slael Lolge 4y da g5 b pgd al po 50 0 Lulis (510,05
g S (Y oAP) liSon g )0l imgsy sl Jhe & g b ad aisla (ol dlasel i (ol 3 pmmly 6l g e Jolge (sl g
T ) e P

3 ke 4l g b ol sl 4y il ol S50 b 48 2,5 0 58 T gy byl 09)5 )0 (auld Slo e | gl
ARk 2509y Abloe ol (elel (sla LS lil ) Glusl a2y g wlie Jld (RIS @ Aites ey sl 4 Gluil )l Lol
gzl |y IS oS> ol o b3 651,80 9 (S Sloglaa 5l oalisl b S8 5,S59, ol 53l S s 2 5l sy (st el T i
Al o lnags Ban 5 ] 5 ST Crle Bl ] gy e

So depllas y9pe b9y b oMl Wapllas j9y0 () I sl (a8 slaiel dine) )3 Ghaghy Glasl aSil cle 4y Jgl s po 53 Sl dl> e
Sedo lojodag 4 gy (nl 5 (o0 5118 o3kl )90 imgdy Cladl bl adlghe (oLulid g Loty gy sl & Conl (A4S ()
TS5 Al glalsyo cdn g, ) gl ol 53 (a5 Mol yoye plomil (gl Bl (8 adllas 590 diiej 3 gl Sliol oS
CoutS i) dbadlas Ll F daadlas LY )5 slalns ¥ (Simgi i pebas) i eld 45 03 oslizl (Yool

@losl IS Jolis als po ol 53 (6ylol dmols sl Jobo dlsyo ol 53 Sloj 33l sl oo guls 0l,) g Julos ¥ daosls g5l P daadlas
Wosls (5y503,5 ol 5l Glluls ldllae wiopllss jgye (sBay 5 il (o () yed o 4 sasisl dinj 5 42358 Jlo Yo Jobo
5 Sl glaie 4y (ygede Sl gy 0 0dlail (pgade il (&S (g Sl eal>ye il 3 0nd (55l08 slrodly o gl
o Cound 53 3945 o0 03liiw] (&S (gloodld > dgnge (sla oSl 5155 g ool > sy peebide i  (2ilojlo ozl il ¢ oLl
omabiae Soul ¥ (SN daosls b sl wypo 4 (Yo¥Y S M 5 gl) Cpgoute Julos plodl sl aloye s daodls

RUNCRSEM S TSRS SPPSICTPRUIEY . PRSI ¢
O ey )l Slgshe ghl> 3)S5) ol b edliial (onigd palls cdlm)) )5lS Sty ooy a)las Sl Simgly po> alsye 5 ipgd alye
5,509y B oo (& iy Carwg 3 4 g LS o (OlSSS aodly ey 1) ke daedly & oy )l fuood (gl 4 g G (glods
ol (ks )i W sal 6 )liS3SY 5l (6)355Y) (35S Lol 15 a1 538 L ol ool &y plas il g, 3 okigd pals
yords Ol 31 a5 WS o Ly dels] oy b bnodls ol (388 4y plaBl U U (6,808 ial o > ()38 1) po3 plS 5 ol o5 395 40

1, Saunders et al

2 interprotive

3Inductive Approach

4 .Cochrane handbook

5. Braun & Clarke

6 Emergent grounded theory



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

lasbas Lgd o (53535 ((ygme puiio Caa  daanlas g ois 5Ll Ll (1808 ad Jlages (gygm0 dgio a5 Sloj aiiS o
o bloyl Koo a8 b s ey VgLl 4 Kaimgs 45 54 oo hbgio raslas By aiied ol ool 4 )as )3 esly o 5 Ggllas
ady 6o B3 5 s S0 28 O S e b Ul Jeld abose al 3 (g)lol dmsly LSS yeb dye il g ualio
(M G255 C818) 355 e Mg L 1] el ol 4 o5l el o 53 0 ol Jolye 4 ey b 8l o (L oo
il 2,Sus) b oog Wil ede ) (o)l o855 5 (30085 )b e L laipe Pluws b 090 Wil e )y )b 28 o555
5 Hgbise (53125 ool oo Sy 53 laeals Al o oyl )3 sl ()l Do & Al ye nl )3 (5 S Wigad g, b By (elozz]

el (aile g5 | Limghy Sloj 81
5 colabol ColB ccgpdy JWE] g gyl ol o8 s 5 (S Jlire oz 2)b 3l gy ol sl abl 5 2oy bl 5 s
Zo 5 a8 S e bawgs il g ¢ lallas Lawgs Waodls &l)) davesly gLl b yimgss JolS plosl b jolate rps i plool ol (6 pdsinb
Jol b (pgd Al yo) calisee BuiSes lie 65655 oyl 5 ol jl eolaiwl 5 (ol dl> yo) yuime (> ) 9 BB mlie 5l odlatul

b plosl g omsd (2o P05l gnit) 5op> AN Limgsy (sl JS bl galil b Sl oolisal b g s (58T

Ty TE ]
o293 Jgl 4> 50
Al o cal po ab wSls (6510 0ed Sl b Lad pe Slezel Lelse (plulbid ay (85 wiapllss 950 (bg) 5l esliinl b al> e ) 5o
bS8 Jelod g 432 0550 Ggeude Jelod (b, L o] sladidl 5 w008 Gl (&S aiepllas 550 by, b i Y7
Gl 5 Q2 5 QL as, b o Jb,s3 51 oSl SVl soled 5 gy sole arles sl o Jb 5 51 omsylb Yo ol

IRVATUNRIC <V F-3%5 | (SR ES 388 | JURCEANRNR Y/ PN FCK SOV IS

al> o 55 Grmgh ol Bas 4 azgi b 00,8 walais (magh Jlgw b Il o canepllas j5 50 By, 50 185 e p pdai
Jolge il p5 Do 4 (S siepllss 950 (sl (ol G el (5 )lo gt Sl b has e slesel ulge (olulids 57 sl

(i 2l (oo (6l Sl b ape a5 (5l e Sleg (g e sleiel
5 Woaalllae Ul 1y jlae Wiz Giagh oal 0 Wigd et Wb B RRgR 99)9 Sl )lre (mms 1399 S)lan (ras ¥
sloaslllae Ladd oS Conl iy slaadlllas (g5l 055 4 by e o lne (nl 51 (S sl oal i85 L5 )0 iy sla gl
el 8,b 5laiil eod piiie yiie slaalze jo Slalllas pgo Jlas .ol "olaiel" b Lo o a5 09 oo oy 2 9 g7
Loy T (sloalne 45 395 ool (slallie Lais > 15 sloallin 5 aiil atils > 15 5 L5l uine slodylas 45 Wigd ol

g sode les a5 laaloe b o w)lb slaallie gl g axil axsls ¢/ YL b cuypo b s Q2 5 QL sunas,

1 Saturation
2 Lincoln & Guba



APAYAFT) Sl ol 1o ooyl slaadllae ol cecdSl g cyls L 90 51 (o 4 boaalllas 55 onliul il axsls
sl (YooP-YorP) Ll oil o e onadSl ol 4 sloadllas 5 aily

slazel" " gl e a4y slozel” 150 & g slaodlnls | L5l ooyl 4o aslas 28k (gl o asllas il ¥

nn

slezel" Mg o " + "qu.;”@ slozel" Mg lo " + " ool slezel" Mg lo ot au slezel Jolge" M lo 0t 4 sols
¢ ““trust in municipality”:;;)s,a & G sla ojlgads LS?)B L;Lasol.i{l.& 9 "6)“))-@(:’ a C)“‘\';S)'Q"i"
“Institutional trust” + ¢ factors of trust in municipality”¢< “institutional trust in municipality”

99 ¢¢

bl yo g oads S5 guldS slaosly (s9zins I L .30,5 solaul Vcitizens trust” + “municipality”«“municipality”
sl 03,91 gt 390 SleMbl sla oKL (1) Jgaz ;oo <l allie P S j0 abgy o Sledlbl slaolol 5l aallis JS

G U’il.c)ﬂol LSL“’ ali)b 1 JB’\?

b dlisolis | oY Sledbl gl olKl | b dlio shaw | guoyls Sled] (glo ol
121 Emerald 44 JLOSY
106 Taylor and Francis 88 oKl dlps
50 Springer 23 Sl pole gals JBy9
41 Science Direct 15 Ol pSe
36 Wiley
87 Sage
441 Js 170 Js
611 Yl ggaze S

b i Y ol 5o 00,8 ool (1) USs b sllae (6,300, a3 G ) boasdllas bl sl ila aslllae bl ¥

il
lio ;2 sln (Sl (2bs)l slodlos aslp ulul p Sladllas (SS9, CudsS (o) 2 jslaie 4 0ledbl cuteS L5515
loalimdlo g iy olSiail doosls (g y5lmaz (g o paiged (b9, (iR9% Tk (0082 Sy 4 ohedy Blaal) s 03 el
@ allie po g Sl oad a8 S 5l 5o oiletel (g (5] 9 b 48l by, g aly lo daesls Jlod g s cds o IS

b ol oy a5 sl Wo oYU jliel onds oy alie Y aen o0t ools (slalotal bl oo o) oS Ll



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

allas (5,800, w3 Y S

Fewls &dly 10 5 Waosls gl 5] 4 g allie ¥ a5 oty Clcl sloallin groe anlllas b al> 1o o, 1 o il ool 2l el
Al e cpl sl ol mlis 0sd o zlydewl ools Hlas 090 slaasdllas den 3109l o ails  dtopllas jg,0 Lol s 4

25,8 ololes (Julse) saims ool ygeiae ¥l genao Y 5L oS PV el oot 1) (F) Jou

EVlio 5l ond gl el Jolos ¥ Jsis
Qo adgl oS Qb molae Comolbae
LXVEL NS WY

s el (WA Slshelly) | ATl AR T el )

) d)ia?d-\gk)‘(‘fiA‘g)l)' 9 olpaleblieny)
YA e p)

(VPR 5 5 ol5slall c) | OB s cheg = | o Gzl P

&

(VPAR. e M9 | 15y sl e %

s ool o)V Fe i s ) | S i e cule) - £

(A ok, %

(PR 55 5 o) (NPRE gy foSigat) | A 02 308 Sl = t.

ol | 8 e e &

(VWRY s 5 sreons) LA 2929 S E:

5 waeeule)(\FRAL 5 gl ) 8> = uﬂj:u‘;: «?”

AYAR. e Nots)lgl_;m| g

s e )(IPE; s Sl el | slealstel jl cuns - %
53]

VAR e < 7_:_\\

Cdlio — .

1




5 el )(IWAE; 5 Sllelias,) | by pbel LUy -
(APAR. e oras 5 il 0
T Y
(Yool lilo s ol VWA s olialyoll (gn,) | P3Y L1 5 (Suls = piY el
S8 bl gl
(Yo¥oulilo g ole) (VFo ) imo 5 i csin) | 2 M8 Sl = 1o g g
szl bl
(VTN I5ks oS Y oV F 355035, 5 sl | Sl Soslid =)y ey
N ]
(Yo¥¥7 ) e oM ela JUls
(VFo) o) San g al islo) | b B copte =
Ol e
N JALU T r Ja-.’l}) 3, Sles *
sasSlongh(Fo 192 Lal ) o) | s Bl ff')s)f; o ,;ﬁ@ sl oges
99 e L Bl 2 L)
5 blmal(Yo¥ Vol s )lo)(Vo¥F5,005 AN ©
(Y*Hf ool
(VPR 5 5 olslelieny) | 292 2 Sl =1 L el F
ey Sl Boo g culio
Ol e
(VPR 5 5 o155slall e3) | eolr Glosedel
B g (35
(YoAPlals 5 pogl) 1PV phlsan 5 lagbalidte) | 2P <Ske = e g
(YN JSD 5 Jon oSagSal) (Yo TV 09 y5) R e e
: o3 | g e oS Le
(W‘lﬁ S g ganle) Sl J) edlial - SHIR | OS2
Moo
\Fer. FPIW wegee Slatd = 1l less )
( S 9 S5 (s )
5 sole> sallpaiings) (Vo) olKen 5 2l Bolo) o R A PR
o @) Sisss

5 T3Sl slisT) (VoML sslom 5 ) (1 RB e

5 e o SsSal) (YIS S pelogisy
(YeV\ s>
(WWRA i 5 55Ysa)(1PeY o San 5 jlaslalidle) | 029 o <ald) =
(VoY o) et

Sledd  dsuculs,

1
2
3
4
5
6
7
8

.Lovari & Materassi
.Torres, Augusto & Rodrigues
.Marques da Silva

Abdi

.Barros & Sampaio

.Estrada & Bastida

.Askvik, Jamil & Dhakal

Lanin & Hermanto

9 Akinboade, Putuma Mokwen & Kinfack




Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

5 oobS) (Wsrs 5 ol ollmia) ey es = s 315 Shas
s erecSesSo) (IRY ey 5 igigh(VPRP e sshe O
(Y1908l Wi g dligese
e R B
s e (WAl 5 slpslebioy) e 4 by - clr s51ee ¥
YA e
s bl )(1PeY ik 5 sbidl) | Lok Sl eseen = |y e gl s
ot 9 sloyleb)(1 FRAL; s slails » oMo glajls | sloady P
APAR e 5 s i sl FRY o Shaaly laaslyy | sl 008 (g
PRV 5 caamna(IFRP g 5 S cpunt) | 4 st &l =
OMg el
s dphablop(IFeliimn 5 L) oy 55l
5 loxsleb)(\WRY Ll 5 35s)(\ WA Sl olzge )
WA See 5 i enle)(1FR Vel 23 ISR
(Yoo¥ ot yisylsil 5 3,520)
(FAY. oo 5 b Fo¥ el ian 5 Jaglalidle) ol Cadlass — 3 i olie ¥
s Ahebloph(VFeliime 5 L wn) el codlis - e
O 1 7 WSSy LV 2 i ol ¥
(Yo sl o Joos S
(Yo¥¥ sy 5 0l9) e cdlid -
OoR93 P93 Al 5o

Ml caby iy wed (Ul b aslas pbxl & Siagh oloel Jolse 4 cond gl (Jeb ()55 lolis e bl
g )3 275 By b e o 2 53 (3 penly M ol glain @ g el 025 03,91 (F) i 1 bl (3 lbumer
Sl ot 4y (5 5, b wedd plelis (o5 pmly M gl uslio 3y, ololid ey cules p3 5 aslas o)l yed

S 5 5 Oy 4 (55 Wiges gy 235 alan (55 0y B g 020 005 Bl A) IV L IS 5k 4 i ol

ool 005 83551 (F) Joas 15 o)l 5 o8 o0 it liicumes leMbl .l 039y (65l gl Sy & (e,

089 dnlan Ulys LS Cumes Sl W Jous

. wled ) ¥ e | Cundg ¥ S0 Comiss
\ ol N L o
\ T T N R TV

1 Krah & Mertens



i S Candg dils | [ Fe¥F | o
Y 33 it e | p | s | EF Ly | rar.
. $S

G 5 2 Oy Blidcyer oMbl F g

Jxud alw | o | Comen S s i Dy,
)5
Obojlw (0330 S lie 5 (sloin] oleo v fe 3y (sl )ls Nidyd Cy e |
205 iy Fletl (Sind
o Vil ) anl liagly, | Ve | FY 9 )l (ol )l Swp ldgly |y
Y dilaie o) eloinl g Simjh ool | YY | e | 2 5> olbls)l pole
R
Sl olpl lmSimp Wliolyy |y | P O3 W)l lid)S | g oy | P
sy ¥ ailase
; adlaio d)lb).g(\ﬁ L5| Sy )9 wudl” ‘r f‘ 53] 'u’)‘ Ls“’u)lg °)9L':"" f“?lc o
R
ORI (pole cim gae g okl | \F | PY | O $FS Sk cepse | g
il
oKl (pole cim gde g Lokl | \P | Y 0j S5 Gk copse | Y
bl
oKl ele cid guac g Hbolil 114 f. 30 &5 —SBh Ccupte A
bl
oKy ale ciin guae 5 Hbolkl \Y f. 30 S5 GGk copse %
b

b (513858 ad 03l ool acumge b oyl 51 Sy o &y g plosl (e bad dy b oy cdnbian gl Jb ()150S (ly ol B 5
G)BAS bl (SUS dls o dm csdm Als o 50 Cudp pu B 0ad jIdged (5)9ome Ao jerls il aS WS el deldl Sloj U
5355 b 138538 (B) g 55 39 oo bl adlsio leo 30l (s las (6,13508 a5 13 S o o bilos oo ylae Giee 45 bluso L

35,5 ololis dlgio Vo 5 pogae YO 5L 05 AP ol ons

ladlgio g lapggin il slass & Joo

3 s oy i
siobie Slids 4 Jli— elenloloss wip ol (BT pae = | L s (i sy 500 | ) oslizl\
s O o)l g (Sp S ol dgg = (slanl cled (IS Slyedll - Sodin Sl 390 9 | Medin iy
whr ol bl sl

JL.ou) slad 5 OI? J.w Fd jga> — L;Bb R L;Lmu’l...u) )'l Sgdxe odlaiw! — u_;lm}] R wﬁm‘
OBl sl plStus) o Sl g (233l - S elon] a8 5l eolisl pae -

Oy ol o pl Sy




Advertising and Sales Management Journal

igyd 9 Ol Cu e &y i

sl Olds 4 llgs 48Me pae -

Gy Colwesg 3l eolawl pas —
Sl eloant aSlds I iy oliul —

el Caloog Gk 5l (Sl =

o9es solSiioled (6135 -

SIS glgil 5l oslazal ¥

JUs  5,¥

sl S
slr el

osb L
9 2B clus cébyy 4 bl -
295

boohen oKL (298
Sy

g b 6 ol cdbyy 4 bl -

Sygar Gloss cdlyo 4 bles -
B slad g gl 5l 50k 236 -

Olods 651)‘ Jm

closs el 4 by
ulio sLad 5 (e )

Gosio 1 oalaul —

Olods oo Qlig'l) -

S22 9 (295 Closs &l -

goie s &l LY
2 Ggde b oer (K,

SPed

ol juSlin 8 ol e o wloas &)l -

e bl plad )d lodd 040 (o yiuwd jd =
sbul Cp cwlio 31 (lad denq -
Coial o>

oSe p cleas 1L
SRl WLA 9 ua}w
SoPed

oeleirl slaaSid o blil y Slujedlbl = (el sl b fSen ko Slds— | 0 s, ol b b))
bbb sl b gles Bkl @l - ol
sl Sl - 350!
e Slids -
S5 Slpudiglitl b )ea =y e G311 Gl 6phmt - 1 et S Gl | sl L o Sen Y
Sl puoliin] S0 g b pupliis] b (5Son = SiaE g cosbio gl g | olss NS00
Ol ogie B L (loyed (5,800 pas - o
Sl sl
S8 g (S | patane Sl 108 MIS,SE — | g L o G, oY
sl wlals
Jlxiab g bxis L8y cELS pas — ot 4 il 2 b= | il calis pas) Sy P
gl et (b0l
closs & 5l plasl bnl - o123 ol L3151 600 580 — | s s s sl Y
ol 43l ol &g 0 Slod floslisel = bl )3 elatal Culgtue o Sy 65—
o disej Jolse alS ) o) St~ Ol b byl 0095 ealf | oy bl Lite 5,550
b cigds Ul gly 8 )lhe st (398 @88~ sl olazal 5,Skes | Glupedl B
g cudlads pas — sl y jd bl 4 2ol pas — 3,Skae §) cuslio
S ped il g LS (eleial 3 Shos - bl el Obgl (il (A8 = | L el 5 Skes Y sl sloss!
oasuie eyl ) elerl LS Mel = ass g balaxil I (g )lo e coles - sl
bl i oos et = elan] oS lis wilels g5, acliyy -
sl Jelse 2ol ey cipaeliy -
cigis
S elorl 3Slos jl canlio cEUS pae = | S oyl gy g Y
uslie
culio Bguio cBb @ blos = Cwed Jils b oloss cdbp & bl - | o célb L}Jlo;‘ 5l cawlio u_‘))xn;

ol (S

9 o :\il)]

Ol & (g o

P)\j ‘5401-: ua.a.‘)u9 L)“bb QM»LD—

o ol e 5550
SRS olidiy)




olBley 92 ) 5l g dgaie -
wldplyy Culgime us il -

sl plo globigly) b )len -
NS

acle b e bli)l o)l Bp Ul -
oaiS

9 ua.a.’xm .)l)ﬁ‘ )9@*
sl yd e Mo gy

piY ole a5 Ul sl el -
S Mo g (Sl ils Cuenl -
ey

olidcly) J pisliebl 4 s -
basb 2lsS 5 (S Blow &l -
olslsy

b iseliebl 4 LY

Clitne 1)

O&ly Gledd & cuslio (23 45l pas —
Sloss o3l 5800l oy (6))38,56 —
o o)

Sl (1S (o 5 g2l )L -

4 Cad e 5,50
oKy wlesd cuas

Slesd (39 ) e plo -

Sloss bawgs oad sloml (b))l 5 Llse ol =
sj5> 9 Ol sanSanli ol a5l ealizl -
ol

ol 23l 428 (e (Slgiome 1)) =
Sless

Sloss CuisS § cals sbol 4 5l -
Sy pd CatS b wlods &)l -

P9 pRFuCeld) g (it Cueal -
Sless

45 p e slyoea¥
Olosd cuas I bly

Slilune 5 bl )15 -
by 533 25y 5 b Szia s -

ol

2 o 4 Gled Glds jl g pdy b -
bl ol

0l e (gloime g 45 & dloxel —
Ol plo bawy

5 bl s ¥
ol eS)lie 4 woed
lgixe pi3 g 35 5>

C)U‘P P i dhl.c.)‘ d)\;\f)ﬁjb' pie —

aog g Uil plp o bl (6055, —
Jy lols ¢ GBS iy (6,18 b —

5 oot Sl f
s il

AR PRy
Al 1l el o
clodd CuinS

simwlio (b paS” 3l ookl —

Slein! Sl ooliinl —
el (gl yseS 1 ool —

PR |

L
alisee dl.mm.os

Ol (sl Slils coglin pas -

lis il 395

oligS” slaguls 0y~

oy Cudgizne yisly —
pl Sl )

oS grisg (slyina.¥

Olgr Slag) Sy sl -

olsx ol 4 lse &) -
caslio ply g oy SlalS Gl -

s s clie slnSinl 5l oolizl -
ulie (SGB1S ol -

Ollgr Mo 3y90 Slegdge & drg5 —

5 e b SheY
Gl Syo

LY AR
L WS obigS
Srar g Shy

e (Jgo

S e ETO L

Shls ol (sogee balgy 3 )Slos Jole sj2 4y clngly Sl al> o 53 0ad (ol slotel ol don (sl 2y (6515008 Slg p2b> b
caolin 3 Slae o Gin o (gl conlin i BT 5 luoye M dine) > sl diadlgis ols agos Lly, 1l o colio 3yl
bobes ) e 555 4 )3 g ke sla gl (65 UKD cage olpd olein] Bloss g3l Sl oo calb o (T 205 L il
Gy 2l gl slainl SbyL 0,Se, b eloin] closd & dleiel cusds (gl (g pnly &Iy Jlos & idgh (ol cCawl odds lgs
elerl &l ) 8556 bk b gy syl coapmly BBl 4 ol ol ey sy oo elul oS cul 03
03,5 Slegty " pl Sy



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

P! (Sloi>t A 38 105 3l (5150 L g 5

o iod 9 Olals sl pShis (3] Cunts (gl Gl ages lallg) Bl pe ilise (slajls g Sglite sla Sy (sl assly 313
4 phlBun bl (sla Shy calil b upw 9 35 (gl pin G puiite ol 2 1) dnle S81 1L (ol Ban Cbbre 4 od s
25 0 (2Ll (5 (Bly il b powline 5 535 Sl (it (gaupit ) A8 debia g culie &l By, O]
i sl Shs Jl S Olpis 4 b ool & Wl oo 4dIS glaJus 4 G Sgliste (S pan 18, 5 s G slacglis sl (Ul
235 )18 a2 g8 390 dlad (ogee Lallyy B3k ) gyt gy Ll ) s bl

ol & A 4255 o1 9 dlodtsl 0 5 (S 3l poaibiane gl W95 ) &) Connd 1613068 S5 4y S (ke (9,55 (il s> 4 (ls>
olsie & Jloggpman (Uls> plo 1 Uls> ol (Uls> Gl 13 p3Y ()RS0 Gl 5 Joi8 3)90 (slalanly & il eply JUil e e
8 )l 3l oolizsl bl g0 Slacks )3 (S35 Cgie g psrebe Bl 55U Cow LT pppian W)l Ty (530580 st g2 pe 09)
Sl Mol 3 UL L) el bl oo 1 Cgme g cuslio JUIS QLl g ply Jl sl slalawly plsis 4 53000 Olsn 35,50
055 S g ply Jisl (ol (sl caslio ()31 5,80 bl ol Giaghy (sl bl sl Sge ying s 25T
2okl g Cute ()55 bl ) (oeqe Jolo 180 231 (sl Shg g jlisl adlioe ol Baa Cble ) slaiel Cosi pslaie 4
Sy ply JES] g ol bl b ol g bLil (650,80 L I35 536 o8l pnizmen ul o] (elainl Sloss g lgs 4y s sz bl
Ol @l b guan 4Bl ] IS 86 ey bl o 4 Cund (giluslezel g 15 5 (2T (131 il e el Sloss
TS Sl @lle oIS (YOXB) cangoyad 5 byae (Yo¥B) T ulsiis o (Yo¥B) ' lguige 5 (alpls VLT (Lo

(ble (S5 5 (3 s sl ,S5 I b byl & 38 m ol 35 (VoW 03l I8 Ling il o (Y0¥ W) o (VX' F)
llgie 4 Wog)S plo jl iw 38506 381 b asus bs)l (6))8, 9 able  Swly JJs 4 lles 9 5)l38 o 13U ol Juus
ol gy sl elal p ol Soo gl 4 ply iay 9 Bua bl 4 jid (cwyied )3 dcalio 5 Sy JUI S bl
A Ao 53 Wit byl g oMbl S (oly ol Sti] sloin] a3l i oolatwl g (gilme (slad > jeds 4y LeBMe llgs
b e Ules a8 ,56 o8l gk 5l elain] Gload Wy ply sl ¢ blsyl (g))8 0 cas JU op pcwbo ¢l Slus! sl

WS o el ]y (Ul e o plS i) JUK oy 515138550 oLyl yide (15,80 50 (Y’Yf) S 5 loyg gl slaasily
S ol ppbleo b SIS 30 o8 ol (SisSe ppizmen 5 ol ) US55 (sadg elgies £ ol Llmgly (sloatly ol
2 B eio Bl 35 lgme (Ul olis g alST pac & oy b tibe guen (Vo)) 755 (g 5l (slaaiily b ol o8 505
Iy 2y8 &S Cuwl 0l S Caogyzme SO il il bles (sl elan! Gload 5 0l yloxia b l cawlio Sl yeMbl g bl sbxl
o sy gybual S lge w &l)’;' I & coguis blgs o ST .08 dxnl e ol b Jguaze 4 OT &) Slp b aS o S0
Slosd @ axnlye 5l Lolus! aoui )3 S o Gl v oS Lo )3 B> (58,5 awgd Sl Coles (gl b syol 1y )] g A

. Safari, Enamala, Kuppuswamy & Mounewari
. Srinivas

. Kalkumbe, Marathe & Dang Longani

. Xu

. Verma & Sainy

. Tafesse & P. Wood

o oA W N P



S o ol o Ay g2y 4 2l o (VPO F) (oud imgss a8l U guas (ol o 55, )13, Mol b (5 oty sl oo
Sl e Sl ol Shjeel sty )3 Wl sl elgme gl S oo ol |y 5205 3 028 €l By L s J> slacSin
2 bl g Blsice s> aml D31 51 lgr (6005586 4 g b Bl s 5 dnsle Codlo 4y Cuns oloir] Clgtus o
gad olitsl Cigds (g )lual slaoly (oBjgel (lgime o blblowe 5 jasuie gl K

bl ly 5L opl @d) ly leas oaimd &Bl)) dled aie ) calie (GlunyeMbl b olgime 1L ledd 4 5l e Sl 5l aw
2ol 3950 sloinl 5, Slas 5 oblgr 5 s palyd GUol dindoliy o Ules Coodls 4 sleg (2O 405 diwej o SleMbl 23,3 &)
O ) SisSs 5 Slass g5 ) oy 50 JS5 Cblbe o2 3 3l 1 ite g b 395 Jitte e 4 bl Bl o
Gulio By b olalgime 598 &l al 5 g gy (Se ) &S W)l RG]y (g5 less 8Ly & Jles (Ulgr s eMbl
ole paasS (i 9 Ll g s Gl Cbbre lp Wb (JBI (GLad dagde (e wued lord i) JSS I (gjlocdlis
Ol 5 () Balgw ol Rl5S (ygoman (gymine Cliiiune (ialed b b oled b wled alads g codd Lol oims &l lgis 4 Lol
D9 &l 5 ard 6)jl) gzmen (SUB! b b))l cals) 5l bbre iy pogad ST b (g)lSan able

obe 0 oled 4 Hlad Glds ohg 4 load I 1500 Cluyd g dwogs ) (6l op i «leds 5 0,8 eolatwl j lles
o 5l i g patie Olads Blas jd Ules kil o load oaimd &)l sles paiane (slaled] 13U Cod a8 9 5yl 263 Y log e
oo lad lals bl o dn g BB L cloinl cglad (o955 bl p plaS aimd o lis o 1)) ply 4 Cund 1) (65508 oy aleld
e 0 NS in g 50 IS 5 51 S 5 0l b 5 et S S s &y ol il S8 2y Sl (51 55
2 Sl olas & ooy Sl 31 bl 6036 35 (Yo F) Tolison 5 I ing 50 Cgmone olaza] il ()
g sl Gloss I lex ol 3l #8lg >0 e g Hlgcilioly plalgie Wb HAS L6 o1,8) Ly ped 4y S o a0l 1) slasel Sl
03,5 553 Jlub g0 4y |y obes plSlisl )3 olss (glgimo 05 (g 1S )] g s GUT Plawo o 50 ot oyl i
5 Loty Sl odlital b ol e a3l Al <8l ol (55 USs )3 > b amay Jlai S 185 L)l o b ams e oSl gl 4y
3 S S (Y 5o e lo S5 &y 5 e ol &1y gl ol sl (glacSin s ol Sl ol
LeBMe Ul 03,5 &)l ail o Bun Cblbws dngi g 8Me Dyg0 a5 JB 10 WL lalgioee Dged Guguld S pld )0 ply g (5|38 STzl
9 Srar oo oS5 U 4 Sy lalgioe s Gad Sl obsS Glej b g Clla g SBMS Gjgo 4 &5 agmhy 2l 4
2 5 86 Gl Cblbe p Slgi e e il Calle g CBM (it (Ul wbsS loj 5> CleMbl S JUS bl olgid
Sl S sl l Coled 3005 s g ccwlio i 5 SlalS ol icuwlio Bwge bl icuwlio (SIS codl & Wb gy opl Sk
LS5 S92l o) clg oy aiile) (oeusl (ol (slacumlio g plor Jus b canlite (wlio (slaeS 1alo ol Shiust] 5> cilis
Al fge Ul sl sloal Sloss (65l g ot 21T 5 (il yedl 1 Bl o canlio olozzl (sloggeS b (2ol

3 Cogid elainl Cuml yiao Copde g eloin] Slosd 4 s (blgs dleiel oo D 55 gyl pd dlog A g ol (slaaiil
9 el blil oje g dlesel 0jo 93 (o Sludl 13 39290 MS by 4 gy (bl (imen S (o0 SoS (Ul (s 09,5
A o S8 laisl 0 55 (slaial 2blil S (SsSe

1. e-WOM
2 Le



Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

boodguxe

48,5 plool o5 e 3 9 (Bpdolmbyl pliel ) Jimgh cpl sl Gimgh ool @l (s plieses 4 bgrpe Gimgh () Codgaza
5 o) il g o0 Cot S o Cusl dBS pgo Jloj ol 53 Simgg ol dled K03 o 4 e LB o @l g o
il 33,5 s Kis Sl g w0 lab bl )9S 4 s & paass BB o] gl 5 ibge il b i il eimon

Ololgiinm
Qg LY 03,5 e sl 15 )lse o 5T Sl iBsk sl (il cbCudgie mizred 5 Lineh (il | ol mls 4 dag b
295wl jed g bl o )3 (igls (! 33,5 (oo ity Sl 043 Pl o355 s 5> (B lmliydl ol )3 (ieghy cul oSl
3 Gl s 03l 3 gy cnl 45 39 cn oy el 00 ploxl Ul o 09,5 s Sl (VA-FO) s o3l (ol gy ol Y
e Soisl sl digej Slozgi o 3 Sl cuslio yias (gilopald b plg oo Sl 4 4258 b 0 So9o 38 (Slers) Sl 4 3909
Sl imgs 33,5 oo dladiiun (U5 ) Coguid 4 dogi b el o ploul Wi g Bl i 93yl imgh o) Yo Slo 0y9d )

gy ol 035 plol 8 )3 Stz g 2,26 Ll 3 igy ol B 2 g0 55 Wl 090 4 iz ooy S ) S m
235 el gl cpl S SISl g 025l gg)s Lulyd )3 235 o

&bo

Akinboade, O; Putuma Mokwen, M & C. Kinfack, E. (2012). An analysis of citizen satisfaction with public service
delivery in the Sedibeng district municipality of South Africa. International Journal of Social Economics,39(3):182-
199. https://doi.org/10.1108/03068291211199350.

Abbaszadeh, M. (2004). Factors affecting the formation of students' social trust. Social Welfare, 4(15):267-292. (in
Persian)

Abedi Jafari, H; Taleghani, G; Tanami, M; Abedi Jafari, A. (2010). Measuring the factors affecting citizens' trust
in urban management (a case study of Tehran). Modiriat-e-farda journal, 8(24):52-43. (in Persian)

Abdi, A. (2023). The mediating role of perceptions of municipal government performance on the relationship
between good governance and citizens trust in municipal government. Global Public Policy and Governance,3:
309-333. https://orcid.org/0000-0002-8942-5122.

Ahmadi, S; Khojasteh, A; Inanloo, S; Mortezaei, R. (2012). The effect of social marketing mix dimensions on
preventing aggressive behaviors in football spectators. Sports Psychology Studies,10(35):81-98. (in Persian)
Alizadeh, M; Kalhornia Golkar, M; Kalhornia Golkar, M. (1402). Path analysis of the explanatory model of social
health through the sense of perceived equality and the mediating role of distrust in citizens. Bioethics, 13(38):14-
.1. (in Persian)

Anousheh, M; Agha Mohseni Fashmi, A; Mousavi Nagabi, S. (2018). Developing a model of strategies for
preventing vandalistic behaviors based on a social marketing approach. Urban Sociological Studies, 9(29):159-177.
(in Persian)

Andrade, E.L; Evans, W.D; Barrett, N.D; Cleary, S.D; Edberg, M.C; Alvayero, R.D; Kierstead, E.C; Beltran, A.
(2018). Development of the place-based Adelante social marketing campaign for prevention of substance use,
sexual risk and violence among Latino immigrant youth. Health education research, 33(2):125-144.
doi:10.1093/her/cyx076.

Askvik, S; Jamil, | & Dhakal, T. (2011). Citizens’ trust in public and political institutions in Nepal. International
Political Science Review,32(4):417-437. https://doi.org/10.1177/0192512110377437.


https://doi.org/10.1108/03068291211199350
https://orcid.org/0000-0002-8942-5122
https://doi.org/10.1177/0192512110377437

Asadifard, M; Gheitasi, H; Ali Mohseni, R. (2017). Investigating the relationship between social trust and the level
of cultural deviance. Entezam - e - Ejtemaei, 9(2): 224-257. (in Persian)

Basic, J & Mihanovic, Z. (2018). Social Marketing in the Public Sector-The Case of a Municipality in Croatia.
Springer Proceedings in Business and Economics, Economy <Finance and Business in Southeastern and Central
Europe, Conference paper,723-739.

Barros, S& C. Sampaio, R. (2016). Do Citizens Trust Electronic Participatory Budgeting? Public Expression in
Online Forums as an Evaluation Method in Belo Horizonte. Policy & Internet,8(3):292-312.
https://doi.org/10.1002/p0i3.125.

Bardi Anamardanjad, R. and Zare, A. (2019). Evaluation of the level and factors affecting citizens' trust in urban
management (Case study: District 1 of Shiraz city). Urban Structure and Function Studies, 6(20): 25-7. (in Persian)
Bagheri Zenouz, B. and Elmi, M. (2012). Social capital, social trust, pathological signs of social relations in Iran.
Sociological Review, 2(5):125-138.

Bjornskov, Ch. (2022). Social trust and patterns of growth. Southern economic journal,89(1):216-237. (in Persian)
Braun, V. & Clarke, V. (2022). Thematic analysis: A practical guide. Sage.

Danaee Fard, H & Anvary Rostamy, A. (2007). Promoting Public Trust in Public Organizations: Explaining the
Role of Public Accountability. Public Organiz Rev,7:331-344 . DOI 10.1007/s11115-007-0041-4. (in Persian)
Estrada, L & Bastida, F. (2019). Effective Transparency and Institutional Trust in Honduran Municipal
Governments. Administration & Society,52(6):1-37. https://doi.org/10.1177/0095399719874346.

Eslamian, A; Tafkoli, M;Mousavi, M.; Arshi, M. (2018). Systematic review of articles from the Second National
Conference on Social Harms in Iran. Social Welfare, 18(68):135-87. (in Persian)

Fathi, A. (2024). Investigating the psychological factors effective in the conflict and conflict of Tabriz city. Order
& Security Research Journal, 17(2): 60-106.

Farahmand, M., Shafieinejad, M., Damanbagh, M. (2016). Cultural duality and social distrust (a study of citizens
of Yazd and Ahvaz). Social Problems of Iran, 7(2):73-96. (in Persian)

Ghanbari Barzian, A. (2014). A study on the problem of Iranian youth. Social Studies and Research in Iran,
3(4):667-696. (in Persian)

Gholizadeh, M. (1403). The role of influencer marketing in shaping the cognitive and emotional attitudes of
Generation Z towards brands. Journal of Management and Accounting in the Third Millennium, (31): 112-95. (in
Persian)

Guo, Q; Zheng, W; Shen, J; Huang, T; Ma, K. (2022). Social trust more strongly associated with well-being in
individualistic societies. Personality and Individual Differences,188:1-22.

Hajiani, A; Rezaei, A; Fallahzadeh, M. (2012). Social trust in urban management and its influencing factors. Social
Studies and Research in lran, 1(2):55-90. (in Persian)

Hassangholipour, T; Anousheh, M; Mousavi-Nagabi, M; Hosseini, A. (2014). Social Marketing, an Approach to
Changing Attitudes Towards the Civil Service Period.Socio-Cultural Strategy, 3(12): 96 — 69. (in Persian)

Jalaian Bakhshandeh, V; Ghasemi, V; Iman, M. (2018). Sociological explanation of the relationship between social
trust and social tolerance based on Giddens' structuration theory. Social Development, 12(4):32-7. (in Persian)
Javadi, M; Shiani, M; Mohseni Tabriz, A; Wadia, S. (1401). Question of the relationship between social distrust
and urban responsibility. Iranian Society, 23(1):170-1. (in Persian)

Karami, M. and Idrisi, A. (2011). Investigating the effect of moral values and social trust on the feeling of security
- a study on Abhari citizens. Sociological researches, 15(3): 68 — 51. (in Persian)

Kamasi, H. and Hosseini, A. (2014). Explaining the relationship between urban management performance and
citizens' social capital (Case study: North Valiasr neighborhood). Spatial Planning, 4(3):135-156. (in Persian)
Kalkumbe, K., Marathe, A & Dang Longani, K. (2024). Role of influencer marketing in building brand awareness,
Procedia of Social Sciences and Humanities, 7(1): 624-648. https://doi.org/10.21070/pssh.v7i.630.


https://doi.org/10.1002/poi3.125
https://doi.org/10.1177/0095399719874346.

Advertising and Sales Management Journal 0999 9 Olald Sy o dy gl

Krah, R & Mertens, G. (2023). Financial transparency, trust and willingness to pay in local governments of sub-
Saharan Africa. Journal of Public Budgeting, Accounting & Financial Management,35(6):100-120. DOI
10.1108/JPBAFM-06-2022-0110.

Kouhi Nasrabadi, M., Hamami, A., Obidi, N. (2016). Investigating social factors affecting citizens' trust in urban
organizations. Case study: Kashan Municipality. Social Capital Management, 3(3): 369-389. (in Persian)

Kumar, M; Kumar Pathak, V & Tripathi, S. (2021). Social marketing: a commercial marketing strategy for
understanding and improving health. International Journal of Research in Medical Sciences,9(7):2153-2159. DOI:
https://dx.doi.org/10.18203/2320-6012.ijrms20212541.

Lanin, D & Hermanto, N. (2018). The effect of service quality toward public satisfaction and public trust on local
government in Indonesia. International Journal of Social Economics,64(3):377-392. https://doi.org/10.1108/1JSE-
04-2017-0151.

Le, M., Thao, V., Huu, A., Thanch, N & Hong, V. (2024). Establish Trust With Electronic Word-of-Mouth to
Improve Brand Equity. Sage journals, 14(4): 1-17. https://doi.org/10.1177/21582440241292815.

Lovari, A & Materassi, L. (2020). Trust me, | am the social media manager! Public sector communication's trust
work in municipality social media channels. Corporate Communications: An International Journal,26(1):55-69.
https://doi.org/10.1108/CCIJ-01-2020-0027.

Mennicke, A; C. Kennedy, S; Gromer, J; Klem-O’Connor, M. (2018). Evaluation of a social nhorms sexual violence
prevention marketing campaign targeted toward college men: attitudes, beliefs, and behaviors over 5 years, Journal
of interpersonal violence, (00)0:1-23. https://doi.org/10.1177/0886260518780411.

Marques da Silva, S. (2021). Building trust, resilient regions, and educational narratives: Municipalities dealing
with COVID-19 in border regions of Portuga. European Educational Research Journal,20(5):636-666.
https://doi.org/10.1177/14749041211029733.

Majedi, H & Dashtaki, N. (2014). Investigating the effects of neighborhood-based management on citizens' trust in
urban management, Hoviat Shahr,11(32): 93-104.

Mesrian, A & Ghamardoust, M. (2025). The role of influencer marketing on social media in shaping purchase
intention. Journal of industrial and systems engineering, 7(1):193-203.

Mohseni Tabrizi, A., Moeedfar, S., Golabi, F. (2011). Investigating social trust with a generational perspective on
society. Applied Sociology, 22(1): 70 — 41. (in Persian)

Mohammadi, J. and Zanganeh, M. (2013). Measuring the factors affecting the level of citizens' trust in the
municipality; a case study of citizens of Neyshabur city. Geography and Environmental Planning, 24(1):155-170.
(in Persian)

Mohammadpour, A. and Mohammadnejad, Sh. (2019). Investigation and description of types of social harms in
acute and critical areas of East Azerbaijan province (Case study: East Azerbaijan province counties (Tabriz,
Maragheh, Marand, Bonab, Mianeh)). Journal of East Azerbaijan Police science, (35): 146-176. (in Persian)
Molania Jellodar, Sh., Malmir, M., Rasouli, H., Tabali, Z. (1402). ldentifying factors affecting the level of citizens'
trust in the performance of Sari Municipality. JARGS, 23(70): 323-342. (in Persian)

Parvin, S; Mostafapour, K; Fallahi-Gilan, R; Ahmadzadeh, M. (2013). Investigating the performance of Tehran
Municipality and the role of social participation in the management of urban social harms. Tehran City Studies and
Planning Center, Report (198): 48-.1. (in Persian)

Peiro-Palomino, J; J.Picazo-Tadeo, A; Rios, V. (2024). Social trust and the advanced aspects of social progress.
Evidence for the European regions. European journal of political economy,83:1-20.

Pirhayati, A; Vazgazi Doost, H; Jafari, P; Seif, A. (2019). Presenting a social marketing model for social health
services. Health and Treatment Management, 10(4) 77-67. (in Persian)

Rashidi, S; Jazni, N; Mobini, M. (1401). Determining policies to promote public trust in urban management
organizations using the fuzzy Delphi method. Territorial Geographical, 19(74): 46-17. (in Persian)

Report of the Statistical Center of Iran on the social and cultural situation of the country, 1404. (in Persian)
Report on the conflict between the country's forensic medicine organization, 1404. (in Persian)


https://doi.org/10.1108/IJSE-04-2017-0151
https://doi.org/10.1108/IJSE-04-2017-0151
https://doi.org/10.1108/CCIJ-01-2020-0027
https://doi.org/10.1177/14749041211029733

Rivera, E & Rivera, R. (2019). Preventing youth violence in El Salvador: A relational social marketing model In:
Case studies on social marketing. Case studies on social marketing a global perspective,195-204. Doi: 10.1007/978-
3-0301-04843-3-17.

Saei, A. (2010). Fuzzy Analysis of Social Trust (Case Study of Citizens' Trust in Tehran Municipality). Society and
Culture Publications: Tehran. (in Persian)

Saadati, M; Niazi, M; Abbaszadeh, M. (2018). Construct and Validation of Risky Behavior Scale Using Smart PLS
Software (Case Study: Youth 15-34 Years Old in Tabriz). Scientific Quarterly of Research on Addiction, 11(43):31-
50. (in Persian)

Sadeghi Afjeh, S; Boudaghi Khajeh Nobar, H; Khoshtainat, B; Ali, P. (1401). Presenting a model of citizen
participation with a social trust marketing approach (case study: municipalities in the northeast of Tehran).
Geography and Regional Planning, 12(49):603-617. (in Persian)

Safari, R., Enamala, J., Kuppuswamy, D & Mounewari, V. (2025). Shaping brand perception: the role of influencer
marketing in consumer attitudes and engagement. Academy of marketing studies Journal, 29(4): 1-9.

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students Seventh edition. Pearson
Education Limited, Edinburgh Gate, Harlow, Essex CM20 2JE, England.

Safare, R., Enamala, J., Kuppuswamy, D., Mouneswari V., & Baliji, L. (2025). Shaping brand perception: the role
of influencer marketing in consumer attitudes and engagement. Academy of Marketing Studies Journal, 29(4): 1-9.
Sedaghatzadegan, Sh., Panjstouni, B., Malekshahi, M. (2018). Investigating the relationship between social trust
and individual conflict among the youth of llam city. llam Culture, 19(60-61):101-70. (in Persian)

Shaygan, F; Amin Saremi, N; Abbasi, Z. (2015). Social capital and sense of security. Case study: High school
students in Tehran's 4th district. Welfare and Social Development Planning, (23): 122-92. (in Persian)

Shams, M; Gamar, M; Rasouli, A. (2017). Evaluating the level of citizens' trust in urban management (case study
of Malayer city). New Perspectives in Human Geography, 9(2):191-204. (in Persian)

Srinivas, N. (2025). The role of influencer marketing in shaping brand image. International journal of latest
technology in engineering management & applied science, 14(5): 915-927.

Tafesse, W & P.wood, B. (2021). Followers' engagement with instagram influencers: The role of influencers’
content and engagement strategy. Journal of Retailing and Consumer Services, 58:1-9.
https://doi.org/10.1016/j.jretconser.2020.102303.

Torres, P; Augusto, M & Rodrigues, T. (2023). The mechanisms that make social media effective in building
citizens” trust on local government. Digital Policy, Regulation and Governance,25(2):138-152.
https://doi.org/10.1108/DPRG-06-2022-0069.

Verma, P & Sainy, M. (2024). Impact of Influencer Marketing Through Instagram Among Youth: A Study.
Advances in Data Analytics for Influencer Marketing: An Interdisciplinary Approach: 215-228. DOI:10.1007/978-
3-031-65727-6_13.

Vosoughi, M. and Rahmani, M. (2013). Investigating strategies for increasing social trust between urban
management and Tehran citizens (Case study: Regions 3, 7 and 19 of Tehran metropolis). Regional Planning, 3(11):
42-31. (in Persian)

Xu, Ximan. (2023). Influencer marketing with social platforms: increasing brand awareness and user engagement.
Journal of education humanities and social science, 19: 228-234. D0i:10.54097/ehss.v19i.11039.

Zarezadeh Ardeshir, L. and Aghaeri Hir, T. (2018). Investigating socio-cultural factors related to individual conflict
(case study: citizens over 15 years of age in Tabriz). Quarterly Journal of East Azerbaijan Police Science, 8(2): 142-
99. (in Persian)


https://doi.org/10.1108/DPRG-06-2022-0069

Adpvertising and Sales Management o9y g Olild Co prte dy pulid
Journal



