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participatory and citizenship behaviors and the moderating role of influencers'
metasocial relationships on Instagram. The research method is applicable,
descriptive-analytical, and with a causal and survey approach. The statistical
population included Instagram social network users, and based on the Krejci and
Morgan table, 384 people were selected through available sampling. The data
collection tool was a standard questionnaire with face validity and confirmatory
factor analysis and appropriate reliability (Cronbach's alpha 0.904). SPSS21
software was used for the descriptive part and LISRELS8.8 software was used for
the inferential part and hypotheses were tested using the structural equation
model. The findings showed that brand congruence through customer
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Extended Abstract

Introduction

In the digital age, the use of social media, especially Instagram, has become an effective
platform for marketing and brand interaction with consumers. With the expansion of the
online space and the formation of new shopping styles, marketers are increasingly paying
attention to influencers as effective marketing tools (Farokhi et al., 2024). The influence of
the Internet along with globalization has also provided new opportunities for businesses to use
to ensure success in the market (Mohcineh et al., 2023; Babashahi et al., 2022). Familiarity
with consumer buying behavior in cyberspace helps managers adjust their sales strategies by
accurately understanding users' needs (Haji Ali Akbari & Rostami, 2021). Research has
shown that influencers' extra-social relationships, especially on platforms such as Instagram,
play an important role in customer decision-making (Castillo & Jaramillo, 2022). These
relationships affect brand equity and purchase intention by strengthening brand congruence
with the audience and creating participatory and civic behaviors among users (Haji Ali Akbari
& Rostamlou, 2023). Influencers who are consistent with their audience in terms of attitudes,
values, background, or appearance can gain more trust (Madureira & Alturas, 2022). On the
other hand, social learning theories (Masuda & Han, 2022) and the cognitive information
processing model (Doroudi & Razavi Satvati, 2020) also explain the impact of influencers on
consumer behavior. Consumer citizenship behaviors, such as voluntarily promoting a brand or
helping other consumers, play an important role in enhancing brand image and can positively
affect purchase intention (Wu et al., 2022). On the other hand, brand personality congruence
with the audience personality is also a factor that affects brand value and purchase intention
(Liu et al., 2023). These types of partnerships can increase purchase satisfaction and loyalty
(Chiou & Hsu, 2019; Shekarchizadeh & Valikhani, 2022). Therefore, in this study, we seek to
answer the following main questions: Do brand congruence components have a significant
impact on brand equity and purchase intention through customer participatory and citizenship
behaviors by moderating the metasocial relationship of marketing influencers on Instagram?

Theoretical Framework

Influencer Personal Characteristics: Followers characterize social media influencers based
on their observation of these personal characteristics. Three characteristics are very important
for describing influencers: homophily attitude, physical attractiveness, and social
attractiveness (Kim S et al., 2023).

Congruence Components Congruence components are related to similarity and are based on
the principle that contact between similar people occurs at a higher rate than between
dissimilar people. People with similar attitudes often connect with each other; social media
influencers who are perceived by their followers to be similar to them may also be more
effective due to having similar attitudes (Haji Ali Akbari, Rostamlou, 2023).

Customer engagement behaviors: Engagement, that is, a customer returns to communicate
with that company or brand again due to satisfaction with the quality of a company's services
or preference for a brand and takes a practical action to establish a connection. Fishbon and
Ajzen consider intention to determine action in a certain direction. They have defined
behavioral intention as the mental probability of forming a specific behavior. (Ladhari et al.,
2020).

Customer citizenship behaviors: The occurrence of behaviors in the customer that help
maintain and expand the social and psychological atmosphere of the workplace. This behavior
includes dimensions such as helping, assistance, feedback, and advocacy (Gong et al., 2022).
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Brand value: Customer citizenship behavior refers to voluntary and constructive customer
behaviors valuable to companies (Choi & Lotz, 2016). It creates a pleasant social environment
that customers enjoy. It also increases the company's reputation and brand strength, and leads
to greater profitability for the company. Companies can reinforce customer citizenship
behaviors by rewarding them (Xie et al., 2017).

Purchase intention: Purchase intention is the intention and motivation to purchase a specific
product by a customer, which includes the customer's mental planning to use the product in
the near future. Customer purchase intention is defined as the consumer's desire and intention
to purchase a specific product or service from a seller. Product purchase intention arises from
customers' perceptions of the service provider's performance. That is, the consumer is
confident in the service provided by the seller or brand (Mohcineh et al., 2022).

Transsocial relationship: Horton and Wool (1956) defined transsocial relationships as stable
relationships that users establish with an intermediary performer. The user perceives the
performer as an intimate conversation partner (Sokolova & Kefi, 2020).

Research methodology

This research is applicable in terms of purpose, and descriptive-analytical in terms of method,
in a survey manner with a causal approach. The statistical population of the present study
includes all Instagram users, with a statistical sample of 384 people selected using the Krejcie
and Morgan table and a simple random method. The primary data collection tool is the
standard questionnaire (Bayou et al, 2023).

Research findings

For data analysis, SPSS21 software was used in the descriptive section and LISRELS8.8
software was used in the inferential section, and hypothesis testing was done using the
structural equation model. The findings showed that brand congruence through customer
participatory and citizenship behaviors has a significant effect on brand value and purchase
intention. Also, influencers' extra-social relationships play a moderating role in the
relationship between brand congruence and customer behaviors. Brand value also has a direct
effect on purchase intention. Finally, it was found that customer participatory and citizenship
behaviors play an important role in strengthening purchase intention. The results of this study
show the importance of brand interaction with customers through Instagram influencers in
forming users' perceived value and purchase decisions.

Conclusion

This study shows that social media has provided a new platform for influential marketing by
providing extensive communication. By producing content, users become social influencers
and influence their audience’s purchasing decisions by sharing their experiences. Consumers
trust these people more than traditional sellers. The results show that marketing through
influencers is an effective strategy for increasing brand awareness and influencing consumers’
purchasing decisions. Social media influencers gain the trust and attention of followers by
sharing their daily lives. Unlike traditional celebrities, they are ordinary people who have
become influential online figures by producing content in specialized areas such as lifestyle,
fashion, and travel. On the other hand, social media has become a powerful tool for
organizations to connect with their target audiences and has expanded the boundaries of
interaction. Users share their experiences through liking, reviewing, and producing content.
Influencers also play an effective role in shaping consumers’ attitudes toward brands by
relying on their expertise and influence. The use of influencers has become a key element in
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social media marketing campaigns, as it can create positive emotional and behavioral
responses such as persuasion, excitement, and desire to experience the brand in followers.
Audience trust in influencers’ messages, which is based on their expertise, credibility, and
goodwill, plays an important role in improving consumer attitudes toward the brand.
Therefore, the following hypotheses are put forward: Brand congruence components through
customer participatory behaviors have a significant effect on expected brand value; Brand
congruence components through customer citizenship behaviors have a significant effect on
expected brand value; Brand congruence components through customer participatory
behaviors have a significant effect on purchase intention; Brand congruence components
through customer citizenship behaviors have a significant effect on purchase intention. The
results of this study are consistent with the study of (Bayou et al., 2023, Khajoui, Vedadi &
Ahmad 2021, Halim & Karsen 2020),

Therefore, it is recommended to marketers active in the field of brand that utilize influencers
to advertise their brand, who are not only popular with the general public and can
communicate with ordinary people in society, but also have sufficient knowledge and
expertise in the field of fashion and in the field of a specific brand, and try to always use these
products in public so that their presence is strongly reminiscent of these products. Also, it is
necessary for managers to hold training courses to familiarize influencers with their brand as
much as possible. It is also recommended that marketing influencers provide quality and long-
term communication for customer participation by considering appropriate discounts and
providing free shopping coupons for some products to people who recommend this page to
others. In addition, creating a customer club in cyberspace and the possibility of exchanging
information between customers and the brand can create a good experience for customers and
increase the feeling of participation.

93 Firouze Hajialiakbari, Mojgan Babaei: The effect of brand congruence components on brand equity and online purchase
intention with the moderation of the meta-social relationship of marketing influencers on Instagram



/ " aolikad
05150 9 S e 3 (g SO S CISSN': 2981-1554

3pen By elilad M 1 1
oy e hitps://www.jnamm.ir TV B8 Sl VP (i OF o)l F 35
() 293 o

L AT W wad g Gylxi pb iyl » Wy Slgen sbalge Wl
15l 38 (530 136 (510 pughiin (gboin! 15 bty 5 Sl
TS O 50 G 1 Je (> 039

Ol ! el ¢ oadnl 13T ol8tils cOlomi 3 oty ¢ o3 ko 038 bkl -

Ol s 3 ¢ aodhnl 33T olils Olons 3 doml g ¢ oyl S ke 0 5 (sl 875 (g gl —Y

oS |
e B b g 250 iy s a2 ey S b ay ol
plonil ol Syl 53 ba i il olazrll b Laslsy (6,5 Jad 5 Ol e (5is 0 5 (55 )lie (sla)l)
amalr el aley 5 Jo 5 S0s Ly i oy (53,0 5 3l G ) el 03
YA O sn 5 e S s ol 5 035 pl Sl ozt S OIS Jols (g0 T
G 29y b 3 Ikl dalitn  Waosls 655758 Jlnl s Ol L gws 53 (5,5 4305 Sy s
les 3l baesls o gl 35 (LAF FLs ST WD e oLL 5 Gl ele oo s

S eslial b bans b 05057 5 blazal Jidw 55 LISRELB.8 ,ij8le 5 5 do s Jidw 5> SPSS21

VEY AT YY iedl 5o &b

\’F~Y'MY'~ .6)5}‘9 a;b’
VR il YY b s gyl

}‘5‘5)\.&.‘ sy, b 5w, Jlen a7 Wsls OLi baasl L ai oslazal (g letle Sl J.\.»

. . . : (ojly wuls”
Flaxllp Llyy (puomen o)l golalan 56 & 5 Al 5 Lp ) Ob e s ed S L
. s L _ L&ﬁg‘ymﬁd\.&w}n

5T 55 i 51 ST e Wl O e slasliy b b Sl e L3 A i s i
Bl lS RS JC P o Wl 0L ke sl b iy Gl pmen BLISI s S L 28 W}L" (S Hlie gla b,
ﬁok;’;&-‘ ‘_QJJ)*&}‘_,’J\’;)LLA L;thté)g-‘.& r.d:w’ & cC,.:LGJ DL .))‘) "iJ”-m}f ,_Q.M»' LQLI’L.L»‘_;U\;}*L
‘_gLe,,”;:,u.u_l&Jb;\oliJ;:ﬂl{LauuﬁJaw;?u\d:j:JJ\@Lﬂ.,\;)bx_ﬁ@;d_,ﬁ);w; (ol pB 5 )
a3 e DL 0Ly 5 e 5 08 5l i1 (6,8 S8 s 1y ol Sl RAIWE

v\_..aj)d‘)l_?ﬁ CLJJ)IijJl}m‘shd}aLJU (\f"‘) Q\f}ncébbj n)‘,}:‘scs;‘é&‘fb :(APA) Mém' 4113.0 &'Qiﬁw

WV VY (bl s S e g ppi (1030 5 anlilias ) Syl 53 gyl (sl e bt ool 5 alaly 5 Khiotas b (3T oy

d https://doi.org/10.22034/jnamm.2025.516198.1083

Authors retain the copyright and full publishing rights.
Published by Research Center of Resource Management Studies and Knowledge-Based
Business. This article is an open access article licensed under the Creative Commons
Attribution 4.0 International (CC BY 4.0)

s GO 5 S s e Ly pite Slalllae a5 e 1 peb

S e 55,8 i S Gl Oy g firouzehajialiakbari@gmail.com :_jues!

I3k Sl e A ezl 15 s (6 Ko b T 5 s 5 (505 1 250 2 0 S sbmen Saadlgn 36 U 0 50 5,5 o 05, 18

oSkl s




aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir Gwﬁ»ﬁ«_»m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

.

dodo
N gams (B me Gl 2LOLL 51wl Ol gt b s ghis] 51 olozart (slaail; 358 L e 5 OLL 1L 05 0!
5 oy e Db 0y 53 0 Jle 5 5l b 5 S les (2024 Farokhi, et al,) 48 e oslizd
L Lso&s 5 (Mohcineh et al, 2023) 4" o sloul LolKs 5 Ll jle gl 1y 63b 5 slgio b 457 ol 50l Ol
(o s 4 Sl b S Obw wiST peds Sl L ) s Cuib g LSl g e s bl Sl eslaa
Babashahi et ) ol 03528 Loy 3 1y s 4 ,e 538355 Slo b 51 015 51 0 0 5 by 32 2alS ¢ oS
S il S5l s byl 4l Dlas 0B WS 4o e 5 VI Olalo &5 ols e el oyl (al, 2022
5SS Dlange 5 LES 2 Olpde 5 mlo Ollo (il (Sl )3 oS o pae oy 5 58, L oLaT
ols &l Sladst/ Y pame 5 Y 5 4, K ol s> 4 B dm3 gn (55L 1y oS iyl Slodst /Y s
Haji Al ) tol &5 (T sl b s J13 253 (hme 0 o 5 o8 53 (03T S, il v s L1 o
SL s (gl dholas 1 Slatiy gl o)l g5 & 5zl O ylw slgnle s (Akbari, Rostami, 2021
L .(Andronie et al, 2021) ditus 555 3B S 5 ume b LU ol 35 5 Joly 5l LS 5 GlIUE s
OB S o me sl il B ol s sldle 4 s o KT 08 AST U5 jeme il Il 4 a5
656 o OB U O ae Lis jshite a4 oy (gla, 875 S das o ol 11 pT (o s S o
w015 &S| 5. (Aazami & Ayeneh, 2021) &,ls 08 w8 (o jume Slyisl gl il las 51l Cu m
Haji ) W53 olile,y ST a0 5 ipd Lado (ipd Cdor 4l 5 ol Ll OS50 S0 5 5l lgmlyls Ol e
3T 6oy HT Sbolb a4 Sleds 3 VI Ol ol Eel &zl glad Aiy L(Ali Akbari, Tagh, 2023
53 Sl s Ll 58 slal slale, 5 Aol (SIS SLds (g dge oL Wb b S,
35 5 e 4y by e Sl &7 dusl s (2022) 4. et al, Wucal Jls) 5 glods el I eloan! slaaSls
sl Ol>Lo .(Masuda,., Han, 2022) 5,05 Cute daly Jgams 4 Cond T 35 L ela| slagila,
) 055 B eV i W g g & cilosily glacad 4 1) 355 plew (ol SUSLL (5151 L olee]
L bl Jlail sl p slabws Olsie 0 1y (olorl slaala) LoL s 03, a 25 35 plew sl 1) o
sl (Madureira., & Alturas, 2022). A4S o Cos 25 Oy b Laslgy sl 5 0dsT 5 55050 01,8
Olad) 3,515 s 5 by e 6 7055 e i S S0 AN Dl S8 el slasils LISL
L5 & iles S Clam 3 5 oy 5 S 50 (65w 11y 905 a5 elemr | slaailn sla e il (3 b 51 (ae
ol S LK BT L Wlg o S slaal Lalgy sl olils Olge a4 a0 sdll SbyL LK Ol se «
2> peshaul eds sy (Castillo, Jaramillo, 2022) 55 595 5 slLyb 5 sne Il Lalgy 4 e Ll g 0
(! Gladle) Oy I Jb Lot Hsgin Gl o (i Gladile) )5 (G Gl G oL
4 oS s an b 5 ki, L oLl (Aggad, & Ahmad. 2021). Ls s 6diS' (o s ki, ool b s shis|

yu@w};.\i;w..uﬂiiawsQQYW'G&;;@,@;&%QMUL{@&JQQ“

Q0 bbb e s shinl gelomnl 15 alaly (5 S b DT oy 5 b 5 () o i3l i (S piean slaadl g 30 UL 08 50 (5,8 e 035 8
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

gyl https://www.jnamm.ir

<Ulibgzupse e B8 Slois AP Olins oF o5lad O o5

"l s il 51 eslizul ot glaans 43 Sole 4 (Chiou& Hsu, 2019) .ol A3 sl & I Culs,
Shekarchizadeh, Valikhani, ) coul Sladst 5 &Y gams b gl a0, o 5 tdu 5151 SG (01158 ,5T)
ol 03 s e sl 4 O 53 01,8 5 Kledds hus Cblius y glailuy 4 slazr! (caaSii o)l (2022
Khajoui, Vedadi, ) 48" o o 5T 28 Sbli,l 5 obsl5k bdw il 5 ddS el Ol geas s s slan] (Lad
35 5l el o e 55 jewesd 3 bl s S daul S le 4 Ahmad 2021, Halim, Karsen, 2020)
S35 Lol LT pamass gladho b a5 diS o 6 )Kan Sl b T o7 Slej copl sl 5 LS o sl
AU .(Madureira, & Alturas,2022) a8’ slazel 0T Sk 4 oYU Jlasl b 08 aS' o pae 3l
ol o g (6 s Il Je g (olar) (6,80 & a5 93 5y b1 O S 5 e 5185 5 S a et i
Sy OSes 5 edlgls ospte s ol elal Jolse ST s sslien olaml ¢S50 &k
31l S domy 5 ks Sl Gas sls p ¢ ulol | (Masuda, Han,2022.) 5 48 s o3lizwl 3 AS" s pas
S5S o e b 511y SNl 48T (51 31 S s i 5 LD e 95 B b5l ) SVl Sl S
B4 by e OVl S 5 Cumsl> 1y 55 S 3 Doroudi& Razavi Satvati. 2020)) 4uS” e 3505 5
3 05 S e eslatal DL Sledbl G5ls s gl Sl e 14T (63131 ¢ filaie s a0 13 seaes
Llacalls 5 o) woghle Clea Ll oo & a4 bl dias o 513 ply e sliel 5 Comee 5 1 565 ol
il e da Sl O 3E (ol e s (Conti2022 Gathani, 2021, & Tricomi,) Lil | ygie asd
SRIP 4 e a3 5 3,08 e S 018 S sl e (alb 5 ity (B30 0B SS gm) Slsen
33 Ollalgm o ege s tie 0,0l 2 b I .(Haji Ali Akbari, Rostamlou, 2023) 535 o & 5 duad
S 30 0511 Olad 4 (il atdls (6 mi S ygd Ob i Ol ) Lgilajlo 487 o511 ,a 5 il oo Sleds slgle sl
OB 4 g 550 SLoL o & Shole Olgea O e (glig gd Hlé, 3l sladle s (Lee et al,2023). wzua
2 Jelse 653 S Coles paduiie s 53 OUSTHS ol 1) Olojlo 5155 o Lyl ol a7 o (ol a8 S
e Sl (W, et al,2022) .l (55,00 Olojle gli 53 0L zie Sl 28 4 4 5 b Ol e gl sl o
Col 5 (SleMbl 53 &S jliedead) TS Hlie & 1) 355 O jzée il g o 3,2 Slads b OV semmes oS 1)
338 o iy o 5 4 OIS 55 0 g0 5 led el 1 OUT (Bl glajls 5 (Masoom 2022) G, 545 3 55
O Sia s 5 05 ot laans 53 & ol 8 55 90 (Sl (Sladi 4 Ol ains (sla S 55 0313 o
sps Akl 53 Ll &S el Sle b e Sl iy il b (6 e il Slsan )b Sl Ll on g
5 Sl sbasl g jolie 5SS 4 pWT w5 Gl sladle s (Liu et al,2023) dsl axdls el 45 Ly
4 O AS s me 51 (305 sl ¢l gl 55 T (sla s pos 5 ;&K hr iy b ol 0d k5 05055, (S
505 e 0 05 ol 51 OB S o e dan ¢ flad b Co 5 355 s edle ol b bles 55T (5 (5 5] b &

! Influencers
2 taking part

stk sba e shinl oo |5 alaly (6 Shiotad b 3T oy 5 a5 ()15 b 3500 2 b S simmn (slaadl e 36 UL 08 30 06 ST o ol 058 R

pl Sl 5



aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir Gwﬁ»ﬁ«_»m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

4ol Syl ol ok ks Wiy ol 015187 05 28 (6518136 (11 prlin oo &0 ool (sladily S0
5 SUs b 3 pslie Sy g 4 45 Sl ol a3 S0 (la e il 6l (5 s 0 Wiy ) 5SS Ol e
Gl sl b 5l .(Haji Ali Akbari, Tagh, 2023) asb o 550 088 JUs by & dad g 150
2 GME S o il Gla S5 S Sl pasess ool slawlay 53 kil UL 5] !
5SS & .(Doroudi, Mohammadi, 2024) Coul Sl5, 45 5 ol 4 Cuarl 3| 355 o Olbbes L & dab
Joles o se 63,5 Sy pn Ol 55 O 28 5 Slae Jdoa 0 S8 51 515 5 Sl &8T5 sla alls oo 5 5501
Akrout, ) . 1S o Aol (5 2t Colem 5 &Sl 3 1) Ly a5l L5 b 55 Slidios 558 o6 5 4 OB IS s e
Gl G Jsa lagysle ol 51 eslizal Ol 5 2 5 sla! glagila, e ) 25 b (Nagy, 2018
Gz Doy iy |y 5 5 5 gl s g e 5 (6 sl Ll ok 5 o gllae mlas 4 5 5 O )18 slazel s 5 2l
ol Sl Cajfmg O ol ith 51008 b 5 el sl s L glin) 25 Obe cpl 55 s el
Luls) 5 L S5l Ol mie s es 5 (S Hlhe ki, (b b Ly Slgen g Jelss G b Sl eisa
Sloen pde (A les S Jize 018 4 LSS G Ol bl glasle; 4 51l b
S5 2l 03 el o st GONT 5 (i 31 2alS el 01T il S8l b Olbbe L s s sl
Ss 5 (S slie sy Gy b 51y S ees slaadl 3o LT 1487 ot ol (sladi g o gely (3L 3o
B Sl 55 b3l sla i il oozt 15 alasly 6 Sl by 5 deab 5 (55l gl 3551 0L 2

3,108 o (5 ,l5kne

S sk Dlua!

Ao sl 4 5 s (Sl Slealis b il et e St puiialil (pated SS9
b o glis| ¢ oands leS 309 opl odalive Lulul s,y Jl6 .(Haji Ali Akbari, Tagh, 2023) %45 . 43 5
oo (b gon 3 50 1l g Sl U i o 3 (61 (S 05 e S 0 i | elozn sladile
Gl JBE 56 LLolL 1) des I Sy aw ol (Kim S et al,2023) elusl Colds 5 (S5
(Doroudi, Mohammadi, 2024) 5 3 . jedie Chlbes b Jola 51 g YL ax 5 L oloz|

ol 3131 o wles 48 Sl gl ool g ol Lo e a4 Sl s slaail s | Jlgttos (Sl o
S o 13 Bl SaSS L et alie (gla 3 S5 L sl 31l e Bl bt b sl 3 4y o VL 5 L
GBI s 4 Sl S 35 L pd o0 S o 6T s LT 08w JUs Lo 5 o5 elazs] slawiloy s s slis|
(Vnams claysb b Joles 43 5131 &7 (glas 5 . Haji Ali Akbari, Rostamlou, 2023) Lisl 5 5 je alie 3 S5
& e i O B05 4 b 15 355 35 60 2o i n ites il o8 5 35 a2 50 (eler| Conds

Aol 1y 5 Slslizel W15 o 01 05 L OMalas G b 1 jaimd S o 5l 5 BLi,I jasd b (6 2t Olabs sl

I Concordance components

QY bbb sl s il gelemnl 15 alaly (6 S b DT oy 5 b 5 () o i3l i (S piean slaail g 30 UL O 50 (5,8 e 0358
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

gyl https://www.jnamm.ir

<Ulibgzupse e B8 Slois AP Olins oF o5lad O o5

LOT & ible (Sols 4 e (Al 5wty (35,1 5K ) Slnen slaadl e day slezr 3T a8
.(Haji Ali Akbari, Tagh, 2023) 544 .

i b5 OS  Sleds CkS S il Js 4 s e g IS5l 0L e (55l (S8
Ans plonil e (Bl (Bl sl (61 5 03,8 g i b S5 0T L BLSy1 15 sl Todome e
IS 23 Jlaat Ol 1) Sl deas LOT LSl o o s S5 5 o 0liS cpend |y e (0 52T 5 udid
S oS i iy Olge 4 ol e OS5 Sl (Jle Ol e ST ol Sl oS5 s
L k) 1S el e ket OL i L e 6550 Ll odd ols jadeiS Jgeee A 5 s il s,
(Ladhari et al., 2020) 5 sa5 o iy OUT Az lusl 5 0155 oy ol

Sy s el gl 5 xS 5 bis 4 &S ol g zhe 3 ol G, O yuie (SN9 el S LS
Gong ) 35 o Jald 1) 5513050 53,555k (g3b5 2 €038 ESGST wsle (galal HB ) (p) S oo ST T Lo
etal., 2022)

Ol on b iy 5ol S o 5755 (55l pb S 51 o5l O e 5 0L e oS ol (35,1 (S5l pU 03!
350 T ys amlia b L5 o 0S5 & (ol b 25,1 3 s 55 I (ke ol S I (6 rte slazed
alons OT b Uslre (105 pb 05 I gramen S5 oty T Ul 55 90 T3 b (65l U L J guames S5 510ty T sl
Cehd>es «((Haji Ali Akbari, Tagh, 2023) Ll e C}!m: S (Ghig g 4By Ol gie 4 ploal 3 aasly 55l
S S QS| OB e 5 das o B a8 OB S e |y Slojle s ,68 b8,
O e 0,8 o odge 1y BT Sladst LS, s miw ) gbay 45 dias plosil 1y hulbs T 15 6ls oo
b, oSl 4 T oty S8 8 51l b Y pammn b 1) 55 llae (glaay s 3157 o8
Slotst 516 ST oS K05 0b e 4y b 5 S slgtiy 1y (st S gamme (S 4 5 5 (Y e L3157 n
A 551 1) OS50 oS5 se 5 Shas Ll 5 oo (sdip g kb, 45T Sl opl s slizel ol ply ¢S eslinal &S 5
LS b gl 48 ol 0L w553l 5 S gls slayls, glimeds (¢ 2ie X5 4 Ll ,(Wu et al., 2017).
OT 31 0L jzie &8 358 0 o slatnl bases ¢ (¢, 8 IS Esl &5 (Choi & Lotz, 2016). 3,05 i3,
Sy e SosTogm & e 355 OT L Sl (Rl 5 OS50 Ol (5131 Comge pomen o0 D
(Xie etal., uuS" o 525 1, LgT Al g5 so Elsl 0305 b Ob mie (s gl (slaylidy S350 S 5 54l 0 OS5

2017).
G b a8 0BG e Sl Jlas | 6 Ol 4 1y b 5 b Lal et Grewal (V44A) oy & duad

b oSl ol iy oS O3 s Vil & padn a4 Ay A dd S e iy LS Iy s

Sule L 5 Aas . (Martinez-Lopez et al., 2020)s 15 o Lal 5 S dal 5 (gl 5 b & (=L<;a 03 1y s

! Cooperative behaviors of customers
2 Citizenship behaviors of customers
3 Expected brand value

4 Intention to buy

stk sba e shinl oo |5 alaly (6 Shiotad b 3T oy 5 a5 ()15 b 3500 2 b S simmn (slaadl e 36 UL 08 30 06 ST o ol 058 i

pl Sl 5



aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir Gwﬁ»ﬁ«_»m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

gz 3l oalizal (1,1 6 it 583 S50 sl &5 (6 i oy ol Jguamen S oy 5 05800 5 o Sl
035 Gl Sl oS e o 5 fled Olgie 4 O ke b 5 e s Jald ) 65 e T 5o
> Sles & S Ob jiin S50 51 gummmn (65l 5 o3 g or iy 5 0k s B S Sl ks b e
0 Oleebl Wy b oodiig b 4 Sley Cwds bl Sl okiS 5 me ga sh e G50 OB das Cwus
.(Mohcineh, et al., 2022)

S L O & ol Ly, Olge 4 1y eleml 13 Lals, (V409) Uy 5 05,0 2 (Slasr! (9 dlasly
55 g S K0 K Ulge w Ly odiS Izl )8 s S L 5 S e sl danls b (6 e
S (255 OT 53 68 S oo iy 5 1y oS ol 5 SLaLS oy alasly oo (plezrl b fulad (6,55 .S oo
4 o edalin o 53 baib Sl (S olozrl 13 aly ) ax ST o0 a3 8 aBls (535 o Al S s
(Sokolova & b i zu8 Lol wiluy &G 51 515 syl bl oS ol Se SV b Lol &G bl (S axw g5
Kefi, 2020).

<o i Culoy 9 Lguan Ligh 3 Sy 4y Wb Olsie U llie « Mir Fazli et al., 2025)
LA s LS &l Ao Camieo 3O (S g (T Wy B 9 T W B b (S i Slasel (S ghio
5o S5 e ot 5 g gl sl 513 et 5 45 3550 1) 5l de IS0 5 Ol e T
LA 6 phe bzl (S AN L) ol G eiie s gy (8 gheae s 1 (S e 4 2 1 me
e A s 5 b (6l e DYslae b 9 O sy o)ﬁﬂtgr.a.;..ztg S s KT W 5 dad 5 DT
WLts e T 5 4By (8 g 290 3l (5 ke 25 ) 5T

Culdy p Ly pear s Ly AET ( elamal Gluy obyl5L L36( Mohammad Bek Tabrizi and Salar. 2024)
AT 5 elaml wluy bk & das e Ol i g% glaasl cdisls 5l 3wy 5550 1y ot T &L > (6 i
S S lslis 5 Cte 3T (g i Sl Ly g Lol s Jlsline 5 Cote 5T (6t Sl 5 Ly
Cto ,5b Wy sy eleaml wlay SLoIL Jso,ls Hlstas 5 cute 50 Ly BT, eleasl sley SULI5L
obas 5 e by AETT (lalauly 255 L 6 e Suldy pr pleml alay b5k pmen 3510 lakes
I lsbkne 5 ot 3G Ly s gead (lebauly LB L (5 2he ol oleml ailuy bbbl Lol

S b 0ds &S s sl S5 5 b 3l s e il sla S5 56 (Rustamlu and Haji Ali Akbari, 2023)
o3lizl _blial 5 o 5 LT (slgday 1 Waosls Jdows 53 clisls 513 g p 5550 oloiml slatila, 1Ay 5 b
o5 and b 0sa5T 5 (blil gla Jlo 2 55 5 Y abeuispss i3l Sl o 5 Gl il 53 o7 s
Lns (or OLES s oo SSCISG Sl oslital b a5 ol tinslinal VA 5 130 p 5 5 (6ol S¥les 51 o

L a1yl (63,55 slgitn OLL 53 5 il ot ) g0 bias 3 San oS
! Transsocial relationship

Q9 bbb e s shinl gelomnl 15 alaly (6 Shes b DT oy oAb 5 () o i3l i (Sl piean slaail g 30 UL 0 50 (5,81 e 0358
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

e g aolidad

4 https://www . jnamm.ir
clibgZu o

Ve A QW‘\F'VQM}‘FAJM‘VAJ}:

oNT L aas  elal glagle, OIS 56 gl S5, 3, (Shakrchizadeh, Walikhani, 2022)
o 5 (LS k) 53 g S gy Sloios OEUS I taadllan 35 50) L5 5 &« S il S G b
wils g lslme U pWT w5 dad s s i ghiny] (sla S35 &S 45 55 0T I Sl Jhags slaasl cis S
L5 b (sbsline b 4 3 80 il T 5 Al (slatian 3T s 4 50 ST Sl o
NT 5 dad 05y ls g g slezel s T (sla S5 slakine ST Sy s cosdlesy ol @il 5T
il osy jl5 4 35S (ile BB Gy b
boacinls 513 cy 5550 1y by 5 ez 5 (6 e JZ,',\cu.;ijéTv.a,l:é):Jm;sju.p_ldb_)l)'l{(Bayouetal,ZOB)
o2 ) ey b 4 (3T e & das e 0L s elazt bkl 5o S il LOLL 1 4 e 5
Sty 3 Cote Soean by 5 dad 5 sl sy00 L 50N opmen 5 3,18 e 3T 6 rte 50 3T
S 5 ol Szman o sl el 13 Lalsy S o il 68 0 65 milie 2 s e 2501 (2 3T
o3l 53 &S e g 3T a3y 50 53 i Slided adllas (pl ¢ IS 55k 4 LS e bl 1) (s e OS5l
AL s e shinl 5 (ol Olanaieie Sl (a5l pr o il g 0 5 S (8 (32 55T 1) e AL
it la ] glakilu, S8 5T SLLLL s b = das 138 5T gle S5 50 « Masuda, Lee, 2022)
L ad gy b6 e b el s Ly, 8 sls Ol andlle ol (s S 41l WaCaated (glabanly
et Ll b pamd Shsanl ers BB sb 4 bl b Ll 5 3505 Slo gt ple 4 S
Copan Lo g ol &5 s i slin] g1l SE S gy B b 4 el b Ly, o8 IS
ol b elasl glaale, S0 5T SLLLL slag !l 457 sls Olas o i opl 235 15 OB aS
350 15 el opl e s 5 palie dlin pl Nps oS S linl gl 5 Slas sl (atd s S 5
e eyl B Ceu
el P drugi
LB 5o IS0 s s slaand Bty ik 5 s Gle v a5 L

355 (olsban 3T Wl 3, 5m Ly 51 Ob e (S 5lie oty G b 51k Sl geen slaadlpe >

3405 gobstine L3 HUanl 590 L 3550 5 Ob 2t (s e slasly 3o b 5l L Sl gen (glaadl 5
315 sobstme 5By 5 el 0L e Sl a3 b 51 Sl gen (slaadl 3
215 olslinn ST 5 s 0L rie (65 8 SlaslE 5 G b 51 G e slaedl 3o

YV V VYV V V

b 1y R 0L ke gdis s Glajliy p Ly Slsen glaadlie o 108 51 5 elasllp Laly,
S

Syls glsline 3T 5 dead Sl 5y g0 i 35

3,05 g labms 36 0L 2ie sdig 48 5B, Ly Sl dees laail e

5,05 g ylabae S5 0L j2ie oS Hlie 5k, Ly Sl e laail s

3l sl sl ozl 15 ) (6 St L (3T oy 5 add 5 (60l b 51 iy (s (slaad go 30 S 06 30 (ST o (0558 Yoo

pl Sl 5



aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir ljo!fﬁ-“ﬁivm-’
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

J)‘.)sz‘JLMJ:SE)LbleJ}AJ.:J;J))‘jQQJZAA@';)L&AL;LA)L’SA) >

313 glsbiae 3T 5 dad 0L i (slig eh slasls, >

ORIF (bl m9)
sl el (e 3 8055 b shalen 0 5ok 4 el o 5 a5 Bl 15 (63,8 Soda Bl 51 Jha sy ol
Jsde Sl eslazal b &S Cnl a5 YAF L;,uTargsmbdtbew\ﬂ\fngﬂu g T} solel
s 3kl asliin 5 adsl (slaesls ‘_;)ﬂsjf Spl Gl ods Ol ool Bslai 2y, 4 5 Krejcie, Morgan
Cbl S S1,ms (0T 5 Goes dadigw (Sl o g 5 il 4 L Js il ( Bayou et al 2023)
i dn3 a5l 3 s 350 5 g B8 Lol s sl IS 53 el 03 S sl OB ias jealy 2 5o
JS s Sld b bse SV 5 s Comen SV 3 55 5l el e Ailes alidi o]
Ol e 6oy ¢ Cpmier ol g gy g5 (bl Camar Slajiie 4 b gy o DY 5 ol i 53 a8 Sl ol
il on Ep s Glslas Ogel i (i 5 Jald (el JI50 ¥ oS g tde SVIGe 5 Sl odeTi s SBLass
b el 5 Sl ol (b dis Sy ladl e Sl STL 5V Ll s SIS 5 Cead RS 1S
Sl 2155 e Sl el o oty elie (57 A B0l s S G (sl e sl S sl S
6}YJL§.¢‘MWJ.;‘_'J)“‘451.:4Wﬁ“obmﬂ‘(KMo)Puj‘cjl.w&‘j)d‘j})é)%&‘})}‘ﬂj}:
)l.k.é.aéva\.isjf oslatal Cb,; W o Ol A allia p oLL e 5 AL e Is Ty Ragn ol

A5 5 dgder s O ol dlons

Aol (21959 2LL 4 by w1 Jou

495 Slow wr KMO B
A /AT < /VOF Sl - claad 5
q «/AQ¥ /A G i &S s oy
q LINEY VNYF S e s,
) VMY CVED il 13,
¥ Y% CYAA Sl 5y g0 I 35
¥ /XNy VMY NURERN:

YAY QL:A )l ‘LB’.'.‘E',J U'L‘ BL -X.AT g:,.w.\.v J‘.'.) @b AA JJJ,;J ER AN LSL“)U" rj )l oalaul \J aoals J:L’J 9 Af.J:’J BE
¢S e lyls u\f.uucw\.l s L3 g 3,0 (Lo ys YAB) L& VFA 5 0 (o) #V/0) L& YYP coJ.JAJ'cwlg:
Yo o 0_9)? cQT 3] o ...U‘obﬁ (M)J FAY) JLa YO LB YO - o)'\;' BE) TSJ.«..F 9 (M): a/v) wu)\f GL?“’J

Sledzals s e FO (YU o ys 87 5 Il YO 51 208 o3 VE/Y (a3l 15 o3 FWA L JLL FO L

Yo bl sl i) ol t 3 alaly (6 Shided b p T s 5 a5 (55l U 55,0 2 i (Sl seen (slaadl go 30 1 SUL 08 50 (ST o ol 05 10
oSkl )



aollad

"
/ ) 05150 9 S 2 1 (g SO S

PugishaySpcilad https: J i
bty a0 PS://www jnamm.ir Ve B8 Solodes VFoY Ol oF 0l o 093

Y/%) 35 S ST o e 2087 5 (Ao y3 ¥F/Y) daw gio LT o 51 31 0 2y o252l b 1T Ol e i
3 (Aoy3 YA) 5L mlaw OB nsgeuly o 2oy ¢ olozrl (saald b GLBT 3550 53 Lilesls oIS 1y (o)
5 0 r\Jfl:.ﬂ.;i\ 03 0as S Sl iy 8 Gl Olpe o et 53 Llaabls (Ao y3 OV) 5L sl prdam o a8
oo o lad aey Bl L les ST 0L UVS)L_.W,CEJMﬁ\/f'l.@;:,;lijcb.u.\.@;ﬁ/v L5 S o0
(A3 VF/V) e o(daoy3 V8) 55 Slo) g Ly ¢T3 0 Jlad (Ao ys FV/Y) (0 0550 o o\fx.uéwg
S VL b e des Slped S0l (o s o 53 dgls 3 (Aoys VEI9) sl s (doys VV/Y) (osline
o5 3 55 o5 8 gl 687 09057 S oalizal b e bzl JUT 2w 55 ol o 5,158 (F sie) (6 i ke
3 8 oslial s b 05n5T (ol okl SVslan ko 5 s oo 51 s 5 A8 Aol Laesls 55 03
a s 48,5 o 0 S sla pine Sl eslizal U (SEM) (65l S¥sles Juka 51 s jiiie Oln e Loy ooy 2 81
Sty s ) GFI o5 ls (ol o olinul S35l sumte gla e la 3l cadde 31, 055G byl sbie
ol 2 GFT 0 |05 4eus AGFI 5 cdns o OLsi 1y Jibo Lo g5 0l pecs wilisla oS 5 uilyls Ol e (JS
NFT (o _osle 5 (o i sl g 0o 4ty ) RMSEA o5 (Cpimen ool (63137 Sl ys
sl Jde 551 Sk i (1 o laslns Olsieas (551 il et la) CFT 5 (51 ek 5 et L)
e (gl o Twna Sldie a5 Sl (UZAf) 5157 dmp5 a0 5 Sl GlS T 551 ol Hlas s L il
oo Caslie 55050 5 bosle 035 (eSS odiasOlis oS (il oo ¥ Oogllas d> I 2S5 035 15206 L il
o stan sl B3l 5 ol 1)t slae 5le 51 a8 Sl S 0ds 35S vye e bl (SRMSEA laie ool
Jsd b6 o3L s e ls ol Los (0 Jsds) S, sla el Jod 2 ool 1S e b1 Jue
Dol 3 s este Jde &S 3,8 Ol Vb Olabsl L 015 o ol ol o yln 5 5 ool ColiS™ 1 5 azils 4l 3

.@‘wﬁ%&GGde‘Q)EJQ}JJ)O}})‘J)?JJGM-MLA

o JMo g 31 S as Ll Slody Y Jgue

Sl o 80l iy | Bl ot | 255 el o | S e ol
357 5 sl Sl ki ol B3l | i eSS | s
RMSEA<\ CFI >/4+ AGFI >/4+ GFI>/a+ | 5l 55,5 Jsd b6 luie
Aoy 0
VARR YAY4 /¥ AN AR J‘Prﬁéhd}ﬁ
ARR AN AR /AN \TALx G i &S s by
e /A% /A0 +/A4 V¥ g s
e +/A4 /A0 +/A4 \/o & ezl 15 s,
e Voo /AD +/A4 \/FY Sl 540 5 55!
e Voo /A0 /AD \/OY & 5 b
e Voo /AN ‘/AY VAVNS | e Je 51 el

3l sl sl ozl 15 ) (6 St L (3T oy 5 add 5 (60l b 51 iy (s (slaad go 30 S 06 30 (ST o (0558 Vo ¥
pl Sl 5



aolidkad A
ELTULET TRtV JC LY T3] ‘/

https://www.jnamm.ir ngﬁ»ﬁf}m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

chw\cu\.&d’_gﬂéjbdbM‘ML)@WJJAQbjbddﬁa“@\&h)ﬁ@‘.@;dh\'j\ J.i.i
Sy ISKE s Jele @byl 4 by e polie iseen 3,05 13 T-Valuse s Standard Solution <l 55 Jute

RGO PR

s g T et
!3.-5,3/
0. &3 w7 -0 41
Q.73
0. &% wlg -0 33
0.62 = x1
-0 .3z
S -l
el =2 - 45 w20 o.20
.73
\_‘{ 77 w2l —-0_34
0 .45 - 23 O.31 _ &8
= S Jeone
o0.z3 &
54
oo — - - e e
&7
0.a7 = s /0.5
0.5
.5
040w =h s
72
TE
O .42 = =7 77
0.55 s =8

Chi-Square=0180.63, df=&087, P-value=0.00000, BMSER=0.1T8H

Standard Solution cJl> 38 Gudsxi (LSl DYoo Jow-Y S

0] n
w in
i =
I I
(X =
v
" /

SNUNNno MW M

5]

5

i
I

w

L]

W

]
I

iy

w i}
b 5
o 3
II
=21 w
:\

M uw

[ W

i L]
I I

=3 =1

Chi-Square=0180.63, df=&087, P-value=0.00000, BMSER=0.1T8H

T-Valus Sl 58 Guidd (S bl DYoo Jow-Y <o

Yo¥ bl sl i) ol t 3 dlaly 6 Shided b p T s 5 a5 (55l U 55,0 2 5 Sl seen (slaadd go 30 1 SUL 08 50 (ST o ol 035 10
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

gyl https://www.jnamm.ir

<Ulibgzupse e B8 Slois AP Olins oF o5lad O o5

03 de 95 o slie Jgde ol s cdas o Bl ) G ol okl OVsles e ol b 40T g

) ol aJ)}T J)\..Ull.’.w‘ 9 T &I

GSHlls DYoo S o il yo 4M>-T oo

T ol 3,k B s o (Formative- Reflective) ,...

¥/ /0N LSP‘J)W)@) D —— @t}sﬁsuwy
(CE) (MC)

¥/Y V/¥% St B, e Sl e bl
(CB) (MC)

\ V¥ bl o e s sl
(AB) (MC)

f£/av VA¥ B B P R - R G - VR -
(EV) (CE)

YV YA L Ll (G CS L s,
(IB) (CE)

vV ) Sl o500 L S50 i e )
(EV) (CB)

Y/Y0 SN L Lad (Sl b,
(IB) (CB)

/59 i O ' 1>~ [P PUIN S
(IB) (EV)

Y/VF YV SR, Sl 13 Ly,
(CB) (AB)

o/ F C/OY CriacS ey, 000 elamllp by,
(CE) (AB)

sl
Sty 5 by Slstmas il g dny s 5kl b B sl olie 5 s o S 4 a5 L
Sys0 L sl 5 0L ie S Hlie (slaslsd ) des s 35l (o b 5 (T=F/0Y) 5 0/0) Hldis O j2in Sl
3y50 g B30l g Slsen Gadl je s b 3 Ikl o ol sl el (T=F/AY) 5 +/4F Sl (L]
(T = [F/AV[>1/88) s I T @ a5 L s /Y (/FV = +/0) 5 +/8F) 0L i S 5Lk slajli,y 5 b 51!
318kl o b 358 o ol Ul b b 5 0is LB HO 5 5 doys 40 Jleas| b b § ami Ol oo AL o0
das s 3,1kl o o 9 (T=Y/YY) 9+ /FF Sldde OL mie (sl g 68 oty 9 Ly Slsseed aad 3o dny s
8 a0kl ol cpl by LSl (T2XY9) o 2 /FY Hlaie HUaml 5,00 L 550 9 O ie (g lg g (sla,ldy

3l sl sl ozl 15 ) (6 St L (3T oy 5 add 5 (60l b 51 iy (s (slaad go 30 S 06 30 (ST o (0558 Yot
pl Sl 5



aolidkad
ELTULET TRtV JC LY T3] ‘/

https://www.jnamm.ir Gwﬁ»ﬁ«_»m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

LUEHO 55 (1o y3 840 Jlas b &b 8 aons 015 oo kil oo (T = [¥/¥9]>1/89) s oI T w a5 L 5+ /NF
O e S 5lie glajldy 5 b, Slgbeen aailge da e 3,1kl o b 555 o Aol £33 45 5 ol
5 VA Gldie L Aad 5 0L rhe (S lie gyl da e 3lbkel Cu s s (T=F/0Y) 5 +/0) e
Sl Gk Sl b A Ly Glsees slaallie piiee b 35kl g b ol el (T=YVO)
am Ol 5 o Ll o (T = |F/0V[>1/49) s I T & a5 b 5 +/04 (/N4 = /DY 3 +/Y¥A) 0L jzhe S )Lie
L;ma;“\,.{wwmw%y.;j;@,gucyw;,om,\ﬁ‘t:ﬂo Do 3 40 Jla| L 2 8
S, o,y day e syllnl Cy o 5 (T=Y/YY) 5+ /FF e OL 2ie gy 48 o)k, 5 L Sl gean
2 Sl slaadl ge v b )kl b ol 2l Sl (T=F/Y0) 5 /PA Jlaie by 5 b 5 OL e
[¥/Y0][>1/49) jons oI T aam 5 b 5 0 /¥Y (/¥Y = /88 5 0 /PA) OL zée GUs 65 Slayliy 5o b 51 b 5 dad
et 2she b el 4 s et WEHO 55 do )3 A0 Jleiml b 3 8w Ol oo il o (T =
dny s 31kl o s 5 (T=Y/0Y) 5 o /VF ldie elaasll b Ll 5 iy Slsdnan (sload 3o s o 3l till
s b 35kl oy pb ol (T=0/+F) 5 +/0F ,laae O i S Hlie sbayliy 5 elall b Ly,
S MU= 5 V) el b Ll 6 8 b b OL mie S 5lie layly by Sl seen (glaad s
5otz LB HO 5 5 doys 40 Jlaast b 25 8 aomss Ol oo il oo (T = |8/ F[>1/49) s I T @ 4> 5 L
5 VE e elall s Lulyy 5 Ly Slses gbaailie dn s 30kl Co b 5d e ol (i 4
(T=Y/VF) 5 +/¥V ldde O e X548 slayliy 5 eloxxllp Lalsy da s 3,0kl oy s 5 (T=Y/0Y)
A Jan b Ob st (s SLaskd) r p Slsen slaadl e uies 2 3,0kl oy ol ol
s Ol g oo AL o (T = |YIVE[>V/88) s I T a5 b5 /Y (/YV = /Y 5 VF) olazll b Lol
XRS5 NSRS RH NG PPPSNPAN ) JRCSHPW FOPRNES N ) | (U= J RRWIRLT. BY FCH Gy g
05,5 a0l o (T >V/49) oo oI T st 55 b by ool (T=Y/99) 5+ /VF Slie dy 5 L 5 sl 5 4
S e ol fo s s 35l 358 e Ao om0 5 s LB Hy 55 o s 40 Jlen T L

a5 Ol g5 oo (T >V/89) jos I T 4 g b cpl sl .l (T=Y/YY) 5+ /FF Hlade OL j2ie gy 48 5By 9 L
L;w_ay.xgws,muw\_ﬁr;.;};@.\ﬁuW@;,;maﬁUHoy;cwﬁ% Jlel b os 8
(T >V/49) jowr I T & am g b cpl by (ol (T=F/0Y) 5 +/0Y Hldae O j2ie oS 5lin 5L, 3 L, Sl gseen
das o 3,1kl o s o g a5 o B Ho (55 0o s 40 Jleal b 3 5 s Ol 5 o0
o 2l T ot a5 b ol ol ol (T=F/AY) 5 +/AF Sl Sl 3500 Ly 3550 5 0L 2ie S )lke la s,
o shie Al ems i 5 odis Wb Ho (53 cdoys 40 Jlisl L 3 8w Ol (T >1/49)
I T a5 bl plo (Sl (T=¥/YD) 5 /A ldie L 5 desd 5 O j2is (U5 48 (Sl by s s 5kl
ﬁ.g,a@,\ﬁtrﬁggw;)om.\ﬁ‘umu,z,;‘w,ﬁaJu}\paf@u}:@q»m?)w

G5, Glasly 53 Lk Al SO L gobe 4l (gylslias 3T W 5 el 0L tie s 4 sl

Va0 bl sl i) olanrt 13 dlaily (6 Shided b oy T s 5 a5 (5l U 55,0 2 5 (Sl seen (slaadd go 30 1 SUL 08 50 (ST o ol 035 10
oSkl )



/h aolilad
/ U130 9 o e 4 (g B SV

GT@-»MMM https://www.jnamm.ir
cLilibgzu

Ve A QW‘\F'VQM}‘FAJM‘VAJ}:

Aas s Ol e (Glig ,gd Loyl ) 45T Cawline Ol oy et P daad 3 (gl /A Gl dals L Ol i

313 s ST

S 9 (S5 dom
M ST bl sy 25 6 103 208 DL (lupal p L olazrl (slakiley das ga Ol 2as3 ol
Olewanad Dl 2 6)\455\ AL g odd fus elaml gla pu shanl 4 | gmee I 5 L Ol )8 J;\o;;(,.a\fe
MJ@QU.J@&.@‘L;;»:C)\fu\.;ijjsj\ﬁiﬁu\fld\QQL(JJJSJJW slazel .uujlu\f@f;\.? Olblies &5 >
ol O LS o e s 5 Slaenad 5T 5 Ly BT 51550 6l 550 (63l b i ghinl G b 51 SLLI5L
Oty S o o Ty a5 0 a5 5 slazel ¢ S35 055, S ST 281 L olarr] gladSs (gla s shis|
& i 5 do o S ) S A3l et Slae) g 53 |gme A5 L oS Aen (g3le 3131 LaOT ¢ T sgie 131
L bobjle bl @l gtias b Hipl 4 sl balls bbb 5l bleds fuas T 108 56 glae g
Sl 2l gims W g5 5 A8 SN 3 b 5101, Llesls 28 1) Julws (glaj e 5 Lol s e oLl
u;Ji GAJJ.iJZ 03 SS5 S O 34 g jeesi @bﬂ la s gl ..U)\J\fu.o SShpal 4 ly 3o
S5l Sl omeS 53 Gl ol 51 (S ba i (6,8 S0 S o bl Loy 4 s OB S 5 jun
Bl 5 Ot cead 5 il e (6585 5 clin] (Sla S TTs Wil g5 o oS | el ol oS olans | laeSls
o 3 ) panass oS e shit) (glaply 4 Olblins slazel S sl OB SIS 53 1) Ly 4 25
T 25 a3 I AS o bl iy 0 S 038 5 e 350 5 5 3 (oor A 03,8 o0 JST La0T
313 golsline 3T HUanl 3y 00 L 3500 » Ob rie S olie (slasly 3 b 51, Slgbeen laddl jo (L gd oo
Lguwyu)bd)bl.&aﬁb Dl sy 00 L 551 5 0L i iy g syl 5 b I Gl teen slaad 5o
Gk 3Ly Glsmen gl 3o 03l (g lalime STy 5 s 0L e (S5l (slal Gy b S Sl snes
(Doroudi, Mohammadi, 2024) albe L 45" 5,05 (g lsbme 56 W 5 as ) 0L i (g ed (sla b,
5 Satal et sl Gy b Sl el GaSs 55 LI gla e shinl 35 8 e slgiiy 1 eayls bl
o s 3 Sl 4 (6 in wj_i;)h)lw.b\ ) LT 39 g OV guames 4 S slezel O 5,8 5 Olieds
s ol )3 b 5 Bl et (3,8 o0 DS oS 5 mn ol 5 e Lok 5 W 62y
Jdalde s = (ol 5 5 dules Jlayl ol S Ol Sde Hs 1y Slaslaw (O j2ie )o\jjgwﬁwjdcwl
Slsme M5 b olanrl e (sla s shitg) sl ladle 5328 O 15 (OB dlayl) (Sl slaas 3
OE S S e b 5 Sl SOLL LI 0258 o0 in 5 n7 A0 5l s 05l GBS LT @ o e
2585 Sy p8 L L i a5k ey Jgamee 48,0 Olej 53 iy i Ol ey 3131l 5 ST 5 ileds Jous
05551 3ol 5 Jgames O gd il ki (OS5 seie 5131 1 (6,50 g (moman LS e 03lizul OT
Sols b bl (sl cl Gis sl s g s34 S s b palle Sl
Chliue 25 53 Ly 5l slezel b 5 ot (6 gead ASlsn U Bl S e 5 Jlasl (oads O o S

stk sba e shinl oo |5 alaly (6 Shiotad b 3T oy 5 a5 ()15 b 3500 2 b S simmn (slaadl e 36 UL 08 30 06 ST o ol 058 LAK

pl Sl 5



aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir Gwﬁ»ﬁ«_»m
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

Sty 5 Ly Slsmen glaadlje ()18 1 5o elallp Lalsy s s A ) el LS sl
B, 2 Ly Glpmen sl i B 5o (ool 3 baly) 5 AS o oS 1y A5 Ob e (S5l
4 I (bl on 5 5sllas «(Mohcineh et al, 2023) axllas b 7ol opl 457 LS 0 Jodal ) (2B OL mie (605 45
S0 e 55 (B8 b oshpr slgtin ol St ons 4 (plerl (GaSd 53 b1k (sl s i
S 35Tl 315 ol s 5 LS @l 05 8 oo sl omlin 534 i Sl 1y (SR Comd g (i (o i
$5 el by oo s 535 s g0 93 0T ok 355 plasil 087 Olej o b 5 OLT 018 (6l 0387 &
5ol pl B30 (o3l Sl s ity 457 0l )3 tmmen el $SGST JSUe w53 T 4 5 ABL 2L ke
b 5, sl else 53 Sl 5 dias oo Sl 31 1y Jgeame Sl eslinal Slads 5 S e Co i ) Ly 4 5SS
Slbgls (65l o6 mie g g b, M8 o ST T 2 sl 5 Sl 5SS sl iy
2238 0l & 51l S Ulsie 4 015 oo |y e 3o S pa 10 5 00,1 Olajls (gl (65l Blin 457
O P P P | Ve o ST R SS PR PN Mg S PO R RPN
315 Sslakan 3T W oAb s O rie Sis ,eh ol 5 5,05 6olabime LT 5t 550 Ly 3550 1 O ke
I cClinl o 5 ollas «( Khajoui, Vedadi, Ahmad 2021, Halim, Karsen, 2020 ) asJlss L @Lﬁ oyl &S
5 oy 5m L 5okss 1) (glalgoee ba s il G b5 B ST 20 b i o) 53 e OLLLL 5 Ol e
B 1 5 S 1l e 5503 St 5 ks o 6151 0L e 0 iy 45T (S3lgtiay 3551 555 oS S
db 558 35 (S5 bl Sl & by oy sl (aB1IE S | bl bl o s i) i o> 31
Gaas 53 byl sl il a4 1. aiS Ul 555 4 1) Olblies slozel cdizen O guame ol 5 o3lizal
0355 0355T L b duled s Vb (5w 31y LIS b odd esld 5 pime SV e 335 0 sl (ol
oDl 4.l 1l ok 1) DY geames & o slazel LT aile 55 4 a5 b 5 O 2ie slgzal )03 5 o]
O Lo Jlay 5 olomrl Glab b 28 5 Lais 4 oS Sl (6200 53 slaslh) Sap 5 AR S e0 L)
baly ool 53 35d o Joli 1) (gylalen 5 35555k «@obsp 03 ¢SS Wile olal L, cpl S e oSS
B O ke (S5l ) 5 Ob e S8 S, p Lp Slses Glaalie (b m ke 5 laas
Sl o) 53 OVl 4 1 (Cnlinl jon 5 3l o Castillo, Jaramillo, 2022 axlas L B ol 2)ls ylslae
65,8 plowl pges J3d 350 (matnd S8 505 b sla i) Lo 5 (65l L (Sa b 3 93 o Slgidy simn
560y 5 Gl slml el 5 ST AT i s sy L L1y addllaes s ge gamal sbael Ol 32 b nl
e Sy 5 ble dga sl it 4 bl pl 53 Wigd O e Ole 3 iy Sl sl el 0T ()
Sl i sn s 5 pslar 5 eSSy 03K Sl eslizal b 0,18 Sl s Jlas! 4 o Slks €150 3 018
o @Bl ys (S e diled ar g DY puame 6 2L ols s (b 5o 6T Sk Sl eslizal 5 01 ol S
53 LOT vl Slods 5 Y guams d b gl byl o 5 i 1 51 (S (O 51 s et kil 51 o3lizu
Ly b Jgame 316 A o b5 1) OGS 355 5488 Sy Sl oslimal by S o Codlad ole] (slaesls

Yo bl sl il olant 13 alaily (6 Shided b p T s 5 a5 (550 U 55,0 2 5 (Sl seen (slaadd go 30 2 SLL 08 30 0,871 o ol 05 10
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

gyl https://www.jnamm.ir

<Ulibgzupse e B8 Slois AP Olins oF o5lad O o5

O gomn S Myl 3,108 3T (6,805 358 51, 5 el S35 Wl oS 2 s Sl 4 kS S ol
S e hols g sleel B (aaiis s Sl ate] 5o elel glakle; 53 Gae udshin] & 3 5d
&5 1y odiie Oy b age 33 ST a8 ol LoI5L sty o b tislin G b 1 gboliL e
Haji Ali Akbari, Firoozeh alos b mls ) A8 (oo (oo T b 5 Slosensd 5 i 51 0S5 e T
il go ol it b 0B A s eme S5 S o sty 1 (bl jan 5 3las o and Tageh, Ali(2023),
05,5 Ol (gl ais 1y 5 sgien 331 Aol cdisl SIS 595 Mo 3590 Ly 5 Ao dinjys IS Laads & Lish

e 3550 L el b (ol siome Lo o Sl ] 3 55 g0 Sl o slin | SIS 1 28 e 51 s o Dl
Sl @ g basS ks b F o LT iy @ sl B 5 ST e 5 S 4y 01
ah SL psla IS eS| zila 3 bl oS dnes sdde Ol Sl g elel Gladle, (gla s iy
e 555 S 0 A Olg w1 6L sl x5 L gl el Glakilay 5 4lay Oy ok 34
I 351> Cayllas( Bayou et al, 2023)andllas b a3 0pl IS sk (s po ek 1 bl 4 S oS
Jgd 3550 54 & ST o3linl 550 i DS )2 (2o ol shis] 5155 o0 o 5 i g 0552 53 U OLLLL
z'w');,.u:;._A,',ggtsuﬁ.&'a)c,.;t..:&.us,\,sﬁLu,twbgwa\;w.\slﬁ,mﬁv(.w
,ﬂ;gc)m‘gt@ﬂ,pt:.\;Suu;,x\rtg,b;ﬁﬁW\,Q‘ymw\mw,mpmbguﬂuxﬁ
23T Slreysd 555 Lp b ls i slin] i ax a GLAET (6l Ol e ol 05Y mman il Y games
L oS A s celie Sl 8 8 55 L33 e sl bl e e Sl 4 men ST IS
w5 CokS L Ol aY S e a5 0L 4 s g nl 7 63131 4 DY e 1 S sl 0K,
Iols Ol 5 (Gl sl 55 O i oS5k sl 0T 5 osdhe kT 23 0L e CS )l g e

Ay il STl lasl g il slawl O i (6l 055 4 20 Ll 5 g0 (i s 9 O 2ie o Sl

References

Akrout, H., & Nagy, G. (2018). Trust and commitment within a virtual brand community: The
mediating role of brand relationship quality. Information & Management, 55(8), 939-955.
https://doi.org/10.1016/j.im.2018.04.009

Aggad, K. K., & Ahmad, F. S. (2021). Investigates the Impact of Social Media Influencers’
Personality, Content, and Trustworthiness on Consumers’ Purchase Intention and eWOM. Journal
of Academic Research in Business and Social Sciences, 11(12), 2368-2384.
DOI:10.6007/IJARBSS/v11-i12/11782

Aazami, M., & Ayeneh, M. (2021). Impact of social media marketing activities on brand value with
respect to the mediating role played by consumer perception (Case Study: Auto Parts Supply
Companies of Kermanshah Province). Rasaneh, 31(4), 71-88. Doi:
10.30495/JSM.2022.1966066.1680. Doi: 10.30495/JSM.2022.1966066.1680

Andronie, M., & Laziroiu, G., & Stefanescu, R., & Ionescu, L., & Cocosatu, M. (2021).
Neuromanagement decision-making and cognitive algorithmic processes in the technological
adoption of mobile commerce apps. Oeconomia Copernicana, 12(4), 1033-1062.
doi:10.24136/0c.2021.034.

3l sl sl ozl 15 ) (6 St L (3T oy 5 add 5 (60l b 51 iy (s (slaad go 30 S 06 30 (ST o (0558 o

pl Sl 5



aollad /h
U130 9 o P 43 (gi B Sy ‘/ )

https://www.jnamm.ir ljo!fﬁ-“ﬁivm
V1o B8 Slomias VP ¥ lin) oF ojled oF 000 <Llibgzu o

Babashahi, J., & Arabi, M., & Shafiee, M. (2021). Designing a Competency Model for Digital
Marketing Managers with Thematic Analysis Method. New Marketing Research Journal, 10(4),
127-150. doi: 10.22108/nmrj.2020.120964.1992. (In Persian).

Kim, J., & Kim, M. (2022). Rise of Social Media Influencers as a New Marketing Channel: Focusing
on the Roles of Psychological WellBeing and Perceived Social Responsibility among Consumers.
International Journal of Environmental Research and Public Health, 19(4), 2362
https://doi.org/10.3390/ijerph19042362

Castillo, R. A., Jaramillo, C. Z., & Sy, L. (2022). The Effectiveness of Social Media Influencers in the
Cosmetic and Skincare Industry to the Purchase Intention of the Generation Z Filipinos. Journal of
Business and Management Studies, 4(2), 180-191 DOI: 10.32996/jbms.2022.4.2.14

Doroudi, H., & Razavi Satvati, S. (2020). Moderating role of customer's desire to the effectiveness of
online social media with the ACCA model(Case Study: Instagram users). New Media Studies,
6(22),297- 326. DOI: 10.22034/jnamm.2020.425243.1004

Halim, E. & Karsen, M. (2020). The impact of trust to online purchase intention of business investors.
International Conference on Information Management and Technology, Bandung: Indonesia .DOI:
10.1109/ICIMTech48805.2020.9210977

Lee, J. J., & Ahmed, M., & Ng, A., & Mulligan, C., & Flexner, N., & L’Abbé, M. R. (2023). Nutrient
intakes and top food categories contributing to intakes of energy and nutrients-of-concern
consumed by Canadian adults that would require a ‘high-in’front-of-pack symbol according to
Canadian labelling regulations. Plos one, 18(5), €0285095. DOI: 10.1371/journal.pone.0285095

Liu, G., & Li, X., & Meng, Q. (2023). How to shop online: The construct and measurement of
consumer competency in online shopping. Cyberpsychology: Journal of Psychosocial Research on
Cyberspace, DOI: 10.5817/CP2023-2-2

Mirfazli, S., Taghizadeh,F., Hanieh, M, Gharibi, H. (2025). The impact of customer experience of
artificial intelligence on customer electronic satisfaction, customer trust in online shopping and
customer online purchase intention in the insurance industry. Quarterly Journal of New Approaches
in Management and Marketing, 3(4), -. doi: 10.22034/jnamm.2025.490323.1062

Madureira, L., & Alturas, B. (2022). Impact of social media influencers on the Portuguese tourism and
travel industry in a Covid-19 era. In Marketing and Smart Technologies (pp. 391-403). Springer,
Singapore. DOI: 10.1007/978-981-16-8503-4 31

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of influencer attributes on purchase intentions in
social media influencer marketing: Mediating roles of characterizations. Technological Forecasting
and Social Change, 174, 121246. DOI: 10.1016/j.techfore.2021.121246

Masoom, K. (2022). A Study of Influencers’ Marketing and its Impact on Brand Engagement.
International Journal of Research in Engineering, Science and Management, 5(2), 49-51. DOI:
10.5281/zenodo.6374260

Hosseini, Seyed Rasoul, Abubakari, Gholam Mola, Hekmati-Nik, Fatemeh and Taghavi, Hadi. (2024),
Explaining the model of consumer key competencies in online shopping with a content analysis
approach. Quarterly Journal of New Approaches in Management and Marketing, 3(1), 1-20. doi:
10.22034/jnamm.2024.423364.1027

Hosseini Pakdehi, A., & baharyan, M. (2022). Goals and motives for republishing social violence in
cyberspace. New Media Studies, 8(29), 237-199. DOI: 10.22034/jnamm.2022.423365.1028

Haji Ali Akbari, F. Tageh, A(2023), Investigating the effect of brand congruence components
(attitude, background, value, appearance) through customer participatory and citizenship behaviors
on expected brand value and purchase intention with the intervention of the metasocial relationship
of marketing influencers on Instagram, Sixth International Conference on Management,
Humanities and Behavioral Sciences in Iran and the Islamic World, Tehran,
https://civilica.com/doc/1696245

Haji Ali Akbari, F. Rostamlou, N(2023),, The role of influencers in purchasing intention from social
media, 12th International Conference on Accounting, Management and Innovation in Business,
Tehran, https://civilica.com/doc/1720189

Khajoui, M, Khairy, B, Vedadi, A (2021), Presenting a model of semantic consumer behavior with an
emphasis on social integration and homophilic attitude (Case study: Consumers of fast-moving

Yo d bl sl il olanrt 1 alaily 6 Shided b p T s 5 a5 (55l U 55,0 2 5 (Sl seen (slaadl go 30 1 SUL 08 50 (ST o ol 05 10
oSkl )



/h aolilad
‘/ ) U130 9 o e 4 (g B SV

oSyl https://www.jnamm.ir
b2y pso

e B Q Slonds VFrY Ole ) oF o5l ¥ 653
consumer goods in Tehran) Quarterly Journal of Health-Centered Lifestyle)
http://islamiclifej.com/article-1-829-fa.html

Mohammad Beik Tabrizi, H, Salar, J. (2023),The effect of social media marketing, brand awareness
and brand image on customer satisfaction (case study: Ayandeh Bank). Journal of New Approaches
in Management and Marketing, 2(2), 74-86. doi: 10.22034/jnamm.2024.379431.1000

Mohcineh, Y., Bakach, H., & Ouiddad, S. (2022). Influencer Marketing and Behavioral Outcomes in
Social Media: Systematic Literature Review. International Journal of Accounting, Finance,
Auditing, Management and Economics, 3(3-1), 15-32. DOI: 10.5281/zenodo.6582592

Rostami, S, Haji Ali Akbari, F, (2021), The effect of brand familiarity and social media content
information quality through participation in social media marketing activities on brand attitude in
social media and purchase intention, 7th International Conference on Management and Accounting
Sciences, Tehran, https://civilica.com/doc/1257782

Rahman, K. T. (2022). Influencer Marketing and Behavioral Outcomes: How Types of Influencers
Affect Consumer Mimicry?. SEISENSE Business Review, 2(1), 43-54. DOL
10.33215/sbr.v2i1.792Seisense Journals+4

Shekarchizadeh, Z., & Valikhani, Z. (2022). The Effects of Social Media Influencers on Online
Purchase Intention through the Mediating Role of Attitude towards Advertising and Brand (Case of
Study: Followers of Leather Clothing Pages on Instagram). New Marketing Research Journal,
11(4), 157-176. DOI: 10.22108/nmrj.2022.129037.2464

Shemshadi, A. H., Mozaffari, A., soltanifar, M., & Farhangi, A. A. (2020). Identifying Dominant
Network Culture in  Instagram. New  Media Studies, 6(24), 344-311.
https://doi.org/10.5281/zenodo.6582592

Sokolova, K., Kefi, H., (2020). Instagram and YouTube bloggers promote it, why should I buy? How
credibility and parasocial interaction influence purchase intentions. J. Retail. Consum. Serv. 53.
10.1016 DOI: 10.1016/j.jretconser.2019.01.011

Wu, Y., Nambisan, S., Xiao, J., & Xie, K. (2022). Consumer resource integration and service
innovation in social commerce: the role of social media influencers. Journal of the Academy of
Marketing Science, 50(3), 429-459. DOI: 10.1007/s11747-022-00837-y

3l sl sl ozl 15 ) (6 St L (3T oy 5 add 5 (60l b 51 iy (s (slaad go 30 S 06 30 (ST o (0558 Y.
pl Sl 5



