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" humorous name-calling and ridicule
? certain events and occasions

? Jatent tensions

* manifestation of the rivalry
malicious behavior

remarkable outright hostility

at the other end of the spectrum
non-users of the brands

° vicariously

1% 6ne or other

1 commonplace, mass-market players
12 academic ideas

13 Urde, Baumgarth, and Merrilees

' brand orientation

Y varied perspectives

'® market orientation

v strategic orientations of brand and market orientation
¥ as two separate strategic options
Ya process of natural evolution

0 N o wun
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‘a symbiotic or synergistic mutually beneficial relationship
?inside-out
jsu\ﬂ;;ﬁé\,,mjgiﬁ.éﬁﬂ;6u§ij}v:y;4;ﬁ,tu&u.uﬁeiijlf)\sagﬁ(brand identity) &, oy 5
S e plaze GEslE, s Blelis e 55U mie a1y s OT dhew g 5 oS Sl bl
(http://www.brandmagazine.ir/BrandDictionary.aspx o)
*hub
> outside-in
b i 5l a3 Slels s 0l & bl e 55w T a3 SlLell b oS ol Wy 4 S Ob 22 3G (brand image) &y g
S o 5 s el i psgde s At Lo il 3 L5y 650 5L bad e SVl gla o S
(http://www.brandmagazine.ir/BrandDictionary.aspx o)
’a simple dichotomous conflict
® a more dynamic and helpful interaction
° paradigm
1%information systems research
!integrative model
poin 3 ST s 4y ST o S8l 55 T s &S b eles 53 1 3131 b e (ONline brand experience) 3T &, 4 s

1

JJJ{A{J?J.:ﬁ@‘-}wubﬁw‘:}‘\{wdﬁhﬁ&lﬂjwé-‘&!%4{5@»‘5sﬁ-wéudbgéﬁycm\éﬁb4{}?ﬁ
.w@ﬁuﬂybw,@ju,.uﬂmﬁ.;;,T,my”xsdab_ﬁbxﬁagg)quj@su‘gmpéu?g T
(Morgan-Thomas, A. & Veloutsou, C. (Y:\¥) C-”"”)
Lo o dits 0 J 587 Cylows 1 55,8 o JKE Oladnd 3 53 b K 0T dws 4 &5 ol 25, (brand experience) & ,, 4 2o
.A,:‘G}LAAAU)'})%JLEALQLAA4{[)L&:QG:.L:JJid#‘@&b'd):f?ﬂ).a_,;)iﬁbg);&b-ﬁ-)&y}mgbu’#'&é}}u)ﬁ- ali.ﬁ:})é
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(http://www.brandmagazine.ir/BrandDictionary.aspx o)

Y Morgan-Thomas and Veloutsou
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empirical data

survey

online search engines

technology acceptance

emotional aspects

® brand relationship

7 trust and perceived usefulness

® satisfaction and behavioral intentions
° online brand relationship

“brand reputation

" antecedent

2 perceived ease of use of an online brand
13 Silveira, Lages and Simoes

" unilateral and aspirational

© increasingly dynamic environment

' rising role

Y7 co-contributors

'® brand construction and development
' fresh approach

20 sociology
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ol 0l thﬁ.:

! mutually

inputs

* social constituents

* identity management and presentation
> contextual changes

® unstable and unpredictable environment
7 long lasting references

® flexible and adaptable

° enduring identity attribute

% prand identity framework

" dimensions

2 brand face

B consumers' face

" encounters and contextual factors

2
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! robust framework
b SUls sla Sodleb Gy b 31 ity o (ol Ol it 83 )3 e 65 512 03 4 e s g 5 0 &S Gl T3 (branding) sl
(http://www.businessdictionary.com/definition/branding.html ) 355 oo plal b Lol o &S
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(http://www.brandmagazine.ir/BrandBuilding.aspx &)

3 place and city branding
* Merrilees, Miller and Herington
> nature
Ll dmln (6, 5l (65U 5 oozl OMSKia by 5 Lol g3 OIS S slne (@ Stressed satellite City) jLis ol angm g S5

(Merrilees, B. Miller, D. & Herington, C. (Y:\v) :C-""’)

7 core city brand development
8 policymakers
° previously applied piecemeal, unsustainable practices
insightful and structured government interventions
1 self-sustaining cities
2 place brand identity
13 .
supply side aspect
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' With no widely accepted model

? Konecnik Ruzzier and de Chernatony

* tourism

4 sociological theory

> a detailed case study

® Slovenia

7 significant managerial implications

8three—stagemodel

° unique brand identity elements

10 key influencers and enactors

1 community-based country branding approach

12 Tuskeg, Golob, and Podnar

3 consumer-brand identification

' congruity of consumer

> brand identification

'® brand commitment

3,585 4 0l S LT 4 Ll oo o8 el IS Ll 5,5 45,3 51 Sledlbl Jlisl (word of mouth) Slalis b s w5 ool o
(http://en.wikipedia.org/wiki/Word_of _mouth ) ol

18 .. . .

high involvement consumer behavior processes
19 . .

managerial choices
20 . . .

strong and lasting relationships
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! target consumer group

? congruent

3 study

* fundamental and intangible characteristics
> consumers’ commitment and their willingness
6 positive word of mouth

’ Dawes and Nenycz-Thiel

8 private label

? product category

1% competing retailers

"in the same category

'2 consumer cross-purchasing

B retailers

" manufacturers

» heightened competitive intensity

% across multiple stores

v private label marketers

'® hational brand marketers
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! frequent price promotions

?in an innovative linking of data sources
* Romaniuk and Nenycz-Thiel

4 buying behavior data

> scanner data

GLy S5 Jols .l by o geast 55 0diS (3 me Goes glo 5 5 83 Slelws 1 6L (brand associations) &, sl el i’

35 55 B Hled 5 Casllas (yu8 51l cad Slelws .Gl Glosle Slells 5 Jguemee S Olelds (i o ga ekl ST ol 355 g
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(http://www.brandmagazine.ir/BrandDictionary.aspx o)

7 an online survey

® same individuals

® behavioral brand loyalty metrics

10 buying frequency

" share of category requirements

2 propensity

13 Ehrenberg (1995)

" predict future buying behavior
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! variations in demand elasticity
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S o G5 S e 4 |y st b Jgramms 6 4 il o 25 Sl s (Brand attributes) i sls (S35

* functional and symbolic benefits
¢ differentially

> findings

® Ehrenberg and England's (1990)
7 Foxall, Yan, Oliveira-Castro and Wells
® price elasticities

° was in a more open setting

19 diverse retail settings

" com petitive pressures

2a range of

B com plete marketing mixes

" a more dynamic interaction

B experimental context

1e carefully defined open and closed settings

(http://www.brandmagazine.ir/BrandDictionary.aspx o)
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! pittard et al.'s (2007)
? systematic research
* logo design
* brand evaluation and preferences
> Muller, Kocher and Crettaz
® visual identity
" brand modernity
WInther, J (Y:1Y) :ae) Coul &3 Sy gima 5 &2 sl (brand attitude) s, 35"

® broad vision

10 implications of logo change
" detailed specifics

2 Henderson and Cote (1998)
B specific reference

Y Li and He

!> native consumers

'® international brand alliances
7 native brand

18 moderating effects

1% consumer ethnocentrism
*international brand managers

21 .
native brand managers
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1 . ..
operationalizing
2 fit
* academic literature
4 brand-specific fit
> between-brand fit
® criticism of research
7 consumer-brand relationships (CBR)
® relational norms
? conceptual framework
10 ..
mediating role
! second-order structure
12 . .
business-to-business
B interpersonal relationship metaphor
oA ol bl U el Sl Soale s 315 S iy el Emla 05157 55 (ENgAgEMENT) S it b ol 3!
(Brodie, R.J. llic, A. Juric, B. & Hollebeek, L. (Y+\v) :C-’"”) Jas

 theoretical meaning and foundations
16 Brodie, llic, Juric, and Hollebeek
7 nature and scope
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! complex multidimensional and dynamic nature
? at different levels of intensity

® distinct engagement states

4driIIing down

> consumer engagement

®a range of sub-processes

7 consumers' interactive experience

online brand communities

— S sl s a5l palbe (s5le (Rl sl 5 45 ol (ol 3Tl b bl el ) I S (co-creation) oS zis gl
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8

10 community participants

" engaged consumers

? satisfaction

2 empowerment

' connection

> emotional bonding

'® enhanced

v Buil, de Chernatony, and Martinez
¥ two central elements

19 marketing communications programs
%% advertising and sales promotions

kol Jolo il o O (STysl e 35,5050 51,3 5 50 48 el L 31 0L e o guomsli 5 283 5,0 (brand equity) &y o35 550"

1

Sl 5 53 Shas 310U 2ie STyl 5 iy 4 od Ob e sl 3,50 i 51 0L 2t BT 51 asle b pons i3 18 50 Lol
G5l 3 Xy 5 lae gl b3 § 5 me VA Jlo 53 b ool (6l o8l L5050 53 uplie 7 0 4Ll o 5 e S| (S Lp 0
31l sast 55 6 Bl &8 mr 0STE 5 ekt 43S LIS 4 0T Lot sl s3daie 6o 05 05T S (il atlo &5 15 b1k

(http://www.brandmagazine.ir/BrandDictionary.aspx ) el 55 S 0 Kaa s 5 Oltiails Ola 53 0T (glas )8

Www.jozve.org



www.jozve.org

5345 Sl 0k 0305 OLES g el 035 Ly 05 Lol il 53 oS Slided 4o 5 3550 SUS il
¢S5l eslazal L (sl Caslg @b 4 G B dias (o0 0L OLaslal J)MW,\;J{Q,&;)\ 3l
I e e ST 5T 5 AT A5 e S gl 5 4B “@Je s 51l
Al ssb 4 Slesyls ki 51 AET 5 (2t 36 55 0ds el Sl 58 S sl OB

Ao s Ul L sl el 5" els ST ynl S By 5,5 (1S wle ol e 5

ST e el Ly Sy e 3 s gl 3,0y oyl 1y g sl ¢S e sla iy SYlEe
é.g.i‘{{.,\;f@ubg&ﬁa.,\.&ajm‘ww)ﬂélk‘}j‘))“a)tpajjdmcbgwjjéu%lﬁ\.a%
r—i)‘)‘*':‘“‘“;”‘°°}‘°}€-*:*‘}‘€}SW‘;‘*§)°J‘U‘¢%J’."\"*-‘:"’))’ﬂﬂrjl-“‘)c")‘)l’f.&:z";&‘Aﬁ

..\{gp\.\:ﬂw}:wﬁzspucx,@fjowL;ijby.uﬂqﬂ,u,;,&;\&ﬂ,s

Www.jozve.org



www.jozve.org

	Untitled



