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In today’s highly competitive environment, branding has become one
of the most critical strategic factors for the success of companies across diverse industries. Although
branding is often primarily associated with tangible products, its significance in the service industry
is equally vital. Especially in sectors driven by service delivery, such as insurance, effective branding
goes far beyond surface-level marketing—the process involves multiple, often hidden, internal and
external factors that can shape and enhance brand equity. The present study aims to identify the factors
influencing branding and brand equity in the insurance industry, particularly from the perspective of
employees as key organizational stakeholders. Employees’ viewpoints are of special importance in
the context of branding, since they are not only the executors of organizational policies but also serve
as the real ambassadors of brands in their interactions with clients. By delivering positive workplace
experiences, demonstrating professional behaviors, and committing to corporate values, employees
can have a significant and lasting effect on customer perception and the overall mental image of brands.
They are the true link between the internal organizational culture and the external market environment.

This research adopts a mixed methodology, utilizing both qualitative and quantitative
approaches in a complementary manner. By combining these methods, the study aims to harness
the strengths of each to achieve a more comprehensive understanding of the issues at hand. In the
qualitative phase, the researchers conducted a thorough review of the literature, examining established
theories and previous research to build the conceptual and theoretical framework for the study. In the
quantitative phase, the statistical population consisted of experts and professionals in the insurance
industry. These participants were chosen through a judgmental purposive sampling method, meaning
that individuals with necessary expertise, knowledge, and relevant experience were deliberately
selected to enhance the reliability of the findings. The primary data collection tool in the quantitative
section was the Fuzzy Delphi method. The Fuzzy Delphi method enables researchers to gather and refine
professional opinions through a series of iterative rounds and is particularly effective for developing
a consensus in complex contexts. In this approach, participants answer questions anonymously over
multiple rounds, with opportunities to modify their previous responses after seeing the summarized
findings from earlier rounds—resulting in more accurate and validated outcomes.

Through the application of the Fuzzy Delphi technique, the study identified 34 variables
perceived by employees as influential on branding and brand equity. Out of these, 26 variables were
confirmed in the first round, while 8 were rejected after further evaluation. Notably, responses to open-
ended questions in the initial Delphi round led to the identification of 5 new variables, highlighting
the dynamic nature of employee input and expertise. Ultimately, these variables were grouped into 9
main categories: employees’ experience of the employer brand, employees’ perceptions of the brand
as seen by customers, employer brand and its competitors, employees’ brand knowledge, employees’
commitment to the brand, organizational citizenship behavior, word-of-mouth advertising, employee
satisfaction, and employees’ intention to stay with the organization. This categorization demonstrates
that shaping a strong brand image is a holistic process, not only reliant on leadership or marketing teams
but also fundamentally shaped by everyday staff at all organizational levels. Factors such as personal
satisfaction, supportive behaviors, effective interaction with both clients and competitors, and the
transmission of a positive organizational message to the outside world are shown to be indispensable.

The analysis and ranking of variables confirmed through various rounds of the Fuzzy
Delphi method indicate that, from employees’ perspectives, the most influential factors contributing
to branding and brand equity in the insurance industry are: a supportive and appropriate work
environment, genuine passion and enthusiasm for the brand, and opportunities for professional and
personal growth—ranked as the top three enablers of brand success Additional factors, including
employees’ willingness to exert extra effort, their conversations with competitors about the
organization, and their refusal to accept new job offers, while still important, were placed lower in the
ranking (positions 18 to 20). Overall, the findings underscore that special attention to employees’ needs,
aspirations, and attitudes, the strengthening of organizational values, and the creation of a dynamic and
motivating environment for staff development and satisfaction are paramount to building a successful
brand, particularly in service-oriented industries like insurance. These insights offer practical guidance
to senior managers, policymakers, and HR specialists for designing and implementing effective and
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forward-thinking strategies in organizational branding.
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Table 1. Verbal expressions and triangular fuzzy Delphi numbers equivalent to a 5-degree Likert scale
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Table 2. Demographic findings of experts

oy SlolS S
percentage Abundance Feature
/50 14 o5
Woman S
50 14 Sye Gender
Man
0 0 Jbe o5l S
Less than 30 years
163.6 18 JL40 5 30
30 to 40 years o
131.8 9 Jw 5040 Age
40 to 50 years
/4.5 1 Jbe 5051 e
More than 5 years
el
0 0 Jus 15l s
Less than 1 year
14.5 1 Ju5u3
3 to 5 years Cweds ddslw
7/18.2 5 Jw1065 Service history
5to 10 years
177.3 22 Je 10 5] e
More than 10 years
0 0 silo).lf
Associate
113.6 4 )8
expert Oz 50
140.9 11 A el lS The amount of education
Master's degree
745.5 13 S5
Ph.D
P95 dom &8 1 Shlal gl 9 ol cglee
171.4 20 i i
Vice President, Managers and Heads of b 330 sl oo
Departments of Kausar Insurance Company ational ition/field of
o 505y, 5 oS3 _ale cim (slse] Organizationa P?Sltlon/ ield o
. i ] ) activity
/28.6 8 Faculty members of the university and
insurance research institute
Lol
121.4 6 B
Statistics
/14.4 4 sLel
Economy
/39.3 11 Sape
Management
/3.5 1 2 e )
Math Field of study
/14.4 3 Gle
Industries
/3.5 1 L.;)l"\:'L‘*‘-"
Accounting
/3.5 1 352>
Rights

Yvy-



Jol d e o Lol 5 Jolo (5 23 oSy gl ¥ Jgor
Table 3. The results of the experts’ opinion, obtained from the first stage survey
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Table 3. The results of the experts’ opinion, obtained from the first stage survey
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Table 4. The results of the opinion of experts, from the second stage survey (from the employees’ point of view)
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Table 4. The results of the opinion of experts, from the second stage survey (from the employees’ point of view)
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Table 5. Ranking of the confirmed variables from the survey (from the perspective of employees)

Cudidlgo duo yo

D) P55 Jgl Al 3o 50 I o3 bl glaailge
Ratin Percentage of The components approved by the experts in the first stage of the surve
g agreement p Pp y P }:4 Yy
1as cenlin 6,5 lae
= 0.8184523 LT es
Rank 1 Suitable work environment
= 0.7976190 (eiz) U 42 G251 95
Rank 2 Enthusiasm for the brand (new)
3us LSS cs b s
- 0.7946428 e e ey
Rank 3 Individual development of employees (new)
4 5 00S SS gla,lis
N 0.7738095 () e
Rank 4 Helping behaviors (new)
5 45 LS8 euls
= 0.7708333 S e, gl
Rank 5 Employee satisfaction level
G GLSLIS agd (IS o cols ) ( oMae s cols) (bojle slo i)l gliwl oo cadall)l Gleas coirns
6 i .
N 0.7678571 S
Rank 6 The quality of the services provided, the alignment of the organization's values, rational
job satisfaction, general job satisfaction, employee commitment to the brand
= 0.7648809 B o5 e
Rank 7 Job effectiveness
= 0.7589285 el g
Rank 8 Organization policy
9 is Lady DA wlas!
= 0.7559523 - o
Rank 9 Job satisfaction
10 &5 Sy 53] & Caranl (gle> (g e S
- 0.7529761 , FERTR el (e
Rank 10 Supportive management style, importance to the future of the brand
11 : Sl oBas 3l aiy Sleas coaS (L3, 4 Cod Wy ples
e
Rank'l)l 0.75 Brand differentiation compared to competitors, brand service quality from customers'
point of view
12 &5 Sleslo L e 5 ¢, S
- 0.74404761 SRR .
Rank 12 Syears cooperation with the organization
13 a5 able dis cols, oylojle cnllg b oLl
= 07351190 e g b
Rank 13 Familiarity with the tasks of the organization, emotional job satisfaction
14 s, 0.7291666 . . ‘ Olesle jo Jlsl 5l yg,e u..;AL..‘.>| Ol e (B 5 wLo) o
Rank 14 Satisfaction with managers' efforts, feeling proud of working in the organization
15 &5 Lt sl % & olejle dnogs
a3, 0.7261904 . Juesl sl g;fu.._s & olojle dnogs
Rank 15 Recommending the organization to others for employment
16 s S5 Gy oS5 e 5 i Sl ppkiians il sloaaliy 55
RankAl)G 0.7202380 Holding training programs to increase the expertise and skills of employees, enthusiasm
for learning
1745 ol Cate SIS s
= 0.7142857 oS e J o
Rank 17 Transfer positive points of the organization
184 iclias 236
= 0.7113095 S
Rank 18 double effort
1945, 0.708333 Sl b agfend
Rank 19 Conversation with desire about the organization
20‘ . s Lm .
- 0.7053571 S i sl o)
Rank 20 Rejection of new job offers

Yv#



owoales wlils 5 e-WOM & : jiagy dlgis, ®
(Bloemer & Odekerken-Schréder, 2006) &, ,Lacl slul 4

QLS (s ol i N -

g bsls ololis ly (LS, 5l lojgn (oomim s @
g plosl BT el ]
Suld) Gl s S5e slas peal, 5l (slad > (s jluasadlss slac g0

Pl 2 3l Jale plgredy Jid 2ols) gy Algisy ©
(King & Grace, 2010) &, 559

Wy d QLS s Gl g Lad> )

Gkl paase LSS Las ol ool Sk e
LgL@MLZ,g 9 ac;\déy ‘_gL:buu)yo] ‘Lgl.uu Cd i GL“’):?“‘A 33‘)‘
Lol (55978 (555

slad > 5 (Kam B sla b)) Gog 3l 4 yien wlie anass @
s ol a8 b4y (LSS g lelag wilgs o 2y

SLSL Guile wad lee peitas bl | i ipgh dlgiiy ©
(Bloemer & Odekerken-Schréder, 2006) a,s 559 (%3, o

(G (Jbog azog 33 igreaies sl g

&P slacolex i Bl 12 Gudon (B g )l slacules

lie z)b g pogde i I3y 10 (Fomp y 9 S (Biods (B
kel Jedo dosls penar 5 Jdow daosls 331 5 (5 59laex

5 @b glye b Glidss gl (2 Al Gl
S sl aip By Bl s il S Jelse ancaglsl
397 0ah)lS g Sanl 55 den S8 00 50 €pltae 5 (LS,
doy &5 50 5l 395 Alosas (10,08 9 ol 5l pe il oo Y
3318 9 S5 y2elip piome Ciglas g piome Jale e 35 ¢ S5
o, San 5 oalian dacoler Loty w8, o SleSlbl
2SSl b cnl sl dole (ooles o ane; )|

Ol e 8l 5 Sem 5 5o (sl Sl da glosal; cps o
Sl Jagmd 53 F55 Ao S 00 p i o Ses il g lalid 5
Ay cids gl ol sede CuiS GlE )| g ools (gy5ls
ol 20 T )02 § G336 (g ye ool gl g 4zl

e ol jlasl jogas ;0 a5 Wl oo @Mlel (HB)oninyss
8y Jolds (IS Slegdge oyl pogdle .o0,l05 9525 adlie slas
sazme Jloyl g ,Lacl daools Jam ¢,lid e g ailalST cols, s

vy

ab aales LSS Gl axly aB s sbnl dels iy sl ;)

Sl 53 of A 5 QLS wip Gl stagl Byt o
(Shaarietal,, 2012)u, (o3, p e lo,lis,

byt Cols, b s e ledlbl Lel 0

JElo o gbie cols, oledbl jLel o ‘5)516"'? .
g bjla 5,L 0 (LS uls molidl cely loyg0 &jygoas loslu
Dgd oo Sl e golFays

b ogs 0,8kos ek (gl 1) GLS IS 85551 cledbl oyl @
Wy g (i Cadoe (5l ,lid ) ey g w0 oo a8l Wiy Dl

W Gl e lde 0)p3 il GRE i hegyy Hlgiay
.(King & Grace, 2009) LS I

Ky (5,0 sl ,Ld ) o ols 7

Wy dnlb wle glaldbgls bk, 4 Wb LSS e
ipS B985 W slat)l gl slr I g i 5l coles

Gloyls, sl il wile 55K glacasls obxl @
Lol Jole ay (LS hled ol 381 e wilgi go 0y (9039 500
Ded e (b i

5 e dbml )0 Wiy (G0l L8, 1B fegh Al @
(Changetal., 2012) ;L siw culs,

Ny Gl Olyea LS, S 5 Y

Ol 5o g amel> jo Wi ol Banles lgicay (LS IS @
Wgd (Byre (gomy g (g

L sl les Cusli sl (Ko )8 5 Digel sloaal @
4 ‘) dog OIS pl Wi A.u‘y.’ G oogd L;'>|)Ja OS5 slad >
a8 (Sanle jiee logds

slaul jo & ol lgredy QLSS iz gmaghs dilgiiy @
{(Harris & Chernatony, 2001) 18, <y 50

Sleks slaasly glzl 5 (b 4 plidl Wb lpae @
a yoies ysbay | Wy laiis,l s SOl a8 e L5
WSS e oSS

@ WOM) 515 Jlums sloimoS wiile (ngs sl ®
sl ) Wy Cugh g aricn Sgue 1) LS, Wy (s wiles o

ol g Al wlids gl cote bl )l taghy Ay, @
(Ravens, 2014) LS )5 &, ages

Cudie looaynles Olids coaar A

Slods 3l cude Sloya (6,05 S T il a4 LSS Grgis @
WS Zagil Bl ye 1y iy peal Sl ee (slaizl Laly) 0 Wy

by 5 LS, LSl Al slap,anly sl
Sl E 5 st Sl b LRl Ko e sleizl slaasin 5,k
RPVIREAPES



Ohes g g ity g ol Sgrmme

4 pile oatmg (358 jorme I 518 leslitul b oadoly Cllae
Sl GB aseds 5l (6,0 paseus 3o jemme il o

Creative Commons  _oJlyo jsome sanlic jglaiea ©
0gd dxxl ey sSlad 4 Attribution 4.0

http://creativecommons.org/licenses/by/4.0

ol clasl,

2 Pei e 4 Az b dao aeliiagh & ,u0 4L
w\JLALSA ‘;L d).lo‘: 0 SISy Lgl.md.....o.»

&lw

oylsodiz slogs pFromacar (VYAY) L i 658 5 oo bopl ol (o
https://www gisoom.com/book . .5 .25 @l,lesl . 56
6By 2 e Jelse (VWA .G 0 IV 5 p o5 25T ep ( AUS (>
A0-YO ((V)TD idtas dolicng sy ()]l dag rasdllan 5,90) )55 a0
https://civilica.com/doc/aa#YYY/
iy BT 5 g alaly gy (OTA0) o w5515 5 o o So o ¢ Slal 3
Ol e Bl &858 50 oaisS Brae owps Sl wip g (251 L
sloassly ingy pole Liylos suojlz [l is dlis] 2oy,
https:// lnl <ol ol Bisel 5 AL o s psle i
civilica.com/doc/#\o-FA/
S5l porde (VWAB) o cazo 8 g o wodljguras ol b (s Bgorerne
DYXY (D) s b b Ao Sl 53 5365 (520 315 Jo
https://doi.org/) -,YY\ - A/nmrj.Y - \V, Y\ Y$V
Aaker, D. A. (1996). Measuring brand equity across products
and markets. California Management Review, 38(3), 102-
120. https://sid.ir/paper/605096/en
Aaker, D. A., & Joachimsthaler, E. (2000). Brand leadership:
The next level of the brand revolution (1st ed.). Free Press.
https://www.amazon.com/Brand-Leadership-Next-Lev-
el-Revolution/dp/0684839245
Atilgan, E., Aksoy, S., & Akinci, S. (2005). Determinants of the
brand equity: A verification approach in the beverage in-
dustry in turkey. Marketing intelligence & planning, 23(3),
237-248. https://doi.org/10.1108/02634500510597283
Azhar, A., Rehman, N., Majeed, N., & Bano, S. (2024). Em-
ployer branding: A strategy to enhance organizational
performance. International Journal of Hospitality Man-
agement, 116, 103-618. https://doi.org/10.1016/].
ijhm.2023.103618
Berry, L. L. (2000). Cultivating service brand equity. Journal
of the Academy of Marketing Science, 28(1), 128-137.
https://doi.org/10.1177/0092070300281012
Bloemer, J., & Odekerken-Schroder, G. (2006). The role of
employee relationship proneness in creating employee
loyalty. International Journal of Bank Marketing, 24(4),
252-264. https://doi.org/10.1108/02652320610671342
Bouzon, M., Govindan, K., Rodriguez, C. M. T., & Campos, L.
M. (2016). Identification and analysis of reverse logistics
barriers using fuzzy Delphi method and AHP. Resources,
Conservation and Recycling, 108, 182-197. https://doi.
org/10.1016/j.resconrec.2015.05.021
Bui, H. T. M., & Irmayanti, A. (2024). Employment brand eg-

YYA

3131 oy

el jee coss dlin (120250 (b)odin s Coly oS

wolazl &5l>1 CC BY 4 Creative Commons Attribution 4.0
bgrive LABL ails) ;0 01, 7355 5 @98 el g IS ST
Olpsd ;53 4y bgie g CC jaome 4y o yiwd (380 bgoui )0 »
g5 10 50 0aloly j9zme sliwl 4y g il ils o Allas jo Jloi
o adb Lebral 5l dlae Koo b wlels | g aolio cpglas jo ol s
Sliel gl jo aSo) Ko o 0ailiS jezme () yo Wb allie o
OO Ty Dygeo H0 Al el asine (6,50 K 4 Al

uity and corporate’s job growth and reputation Open
Access. Journal of Trade Science, 12(3), 203-219. https://
doi.org/10.1108/JTS-02-2024-0008

Burmann, C., & Zeplin, S. (2005). Building brand commitment:
A behavioural approach to internal brand management.
Journal of Brand Management, 12(4), 279-300. https://
doi.org/10.1057/palgrave.bm.2540223

Chang, A.; Chiang H. H., & Han T. S. (2012). A multilev-
el investigation of relationships among brand-cen-
tered HRM, brand psychological ownership, brand
citizenship behaviors, and customer satisfaction, Euro-
pean Journal of Marketing, 46(5), 626-662. http://dx.doi.
org/10.1108/03090561211212458

Chatterjee, P. (2001). Online reviews: do consumers use
them?. Advances in consumer research, 28(1), 129-133.
https://ssrn.com/abstract=900158

Chernatony, L., & Dall'Olmo Riley, F. (1998). Model-
ling the components of the brand. European Jour-
nal of Marketing, 32(11-12), 1074-1090. https://doi.
org/10.1108/03090569810243721

Chye Koh, H., & Boo, E. H. Y. (2004). Organisational eth-
ics and employee satisfaction and commitment.
Management Decision, 42(5), 677-693. https://doi.
org/10.1108/00251740410538514

Dauvis, J. C. (2007). A conceptual view of branding for services.
Innovative Marketing, 3(1), 7-14. https://www.business-
perspectives.org/index.php/journals/innovative-market-
ing/issue-112/a-conceptual-view-of-branding-for-ser-

vices
Davis, S. M. (2000). The power of the brand. Strat-
egy & Leadership, 28(4), 4-9. https://doi.

org/10.1108/10878570010378636

De Chernatony, L., Drury, S., & Segal-Horn, S. (2003). Build-
ing a services brand: Stages, people and orientations.
Service Industries Journal, 23(3), 1-21. https://doi.
org/10.1080/714005116

Dutton, J. E., Dukerich, J. M., & Harquail, C. V. (1994). Orga-
nizational images and member identification. Admin-
istrative science quarterly, 39(2), 239-263. https://doi.
org/10.2307/2393235

Farahani, M.; Maleki, M.; & Nazari, M. (2016). Investigating
the relationship between brand image and awareness


http://creativecommons.org/licenses/by/4.0/
https://www.gisoom.com/book/11199964/%DA%A9%D8%AA%D8%A7%D8%A8-%D8%AA%D8%B5%D9%85%DB%8C%D9%85-%DA%AF%DB%8C%D8%B1%DB%8C-%DA%86%D9%86%D8%AF%D9%85%D8%B9%DB%8C%D8%A7%D8%B1%D9%87-%D9%81%D8%A7%D8%B2%DB%8C/
https://civilica.com/doc/996223/
https://civilica.com/doc/615068/
https://civilica.com/doc/615068/
https://doi.org/10.22108/nmrj.2017.21267
https://sid.ir/paper/605096/en
https://www.amazon.com/Brand-Leadership-Next-Level-Revolution/dp/0684839245
https://www.amazon.com/Brand-Leadership-Next-Level-Revolution/dp/0684839245
https://doi.org/10.1108/02634500510597283
https://doi.org/10.1016/j.ijhm.2023.103618
https://doi.org/10.1016/j.ijhm.2023.103618
https://doi.org/10.1177/0092070300281012
https://doi.org/10.1108/02652320610671342
https://www.sciencedirect.com/journal/resources-conservation-and-recycling
https://www.sciencedirect.com/journal/resources-conservation-and-recycling
https://doi.org/10.1016/j.resconrec.2015.05.021
https://doi.org/10.1016/j.resconrec.2015.05.021
https://doi.org/10.1108/JTS-02-2024-0008
https://doi.org/10.1108/JTS-02-2024-0008
https://doi.org/10.1057/palgrave.bm.2540223
https://doi.org/10.1057/palgrave.bm.2540223
http://dx.doi.org/10.1108/03090561211212458
http://dx.doi.org/10.1108/03090561211212458
https://ssrn.com/abstract=900158
https://doi.org/10.1108/03090569810243721
https://doi.org/10.1108/03090569810243721
https://doi.org/10.1108/00251740410538514
https://doi.org/10.1108/00251740410538514
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-112/a-conceptual-view-of-branding-for-services
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-112/a-conceptual-view-of-branding-for-services
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-112/a-conceptual-view-of-branding-for-services
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-112/a-conceptual-view-of-branding-for-services
https://doi.org/10.1108/10878570010378636
https://doi.org/10.1108/10878570010378636
https://doi.org/10.1080/714005116
https://doi.org/10.1080/714005116
https://psycnet.apa.org/doi/10.2307/2393235
https://psycnet.apa.org/doi/10.2307/2393235

dyosg il g Gilwdip p e Jelae (aidd) g (o lwliad

with brand equity from the consumer’s perspective in
the Roudehen City Shuttle Company. [Conference Pre-
sentation]. Fourth Scientific Research Conference on New
Findings in Management Sciences, Entrepreneurship
and Education of Iran, Tehran, Iran. https://civilica.com/
doc/615068/ [In Persian].

Garland, R., Shilbury, D., Westerbeek, H., Quick, S., & Funk,
D. (2009). Strategic sport marketing. Sport Manage-
ment Review, 12(4), 265-266. https://doi.org/10.1016/j.
smr.2009.04.001

Gounaris, S. (2008). Antecedents of internal marketing
practice: Some preliminary empirical evidence. Journal
of Service Management, 19(3), 400-434. https://doi.
org/10.1108/09564230810875039

Guenther, M., & Guenther, P. (2019). The value of branding
for B2B service firms—the shareholders’ perspective. In-
dustrial Marketing Management, 78, 88-101. https://doi.
org/10.1016/j.indmarman.2017.11.013

Habibi, A., Izadiar, S., & Sarafarazi, A. (2014). Fuzzy multi-cri-
teria decision making. Katibeh Gill. https://www.gisoom.
com/book [In Persian].

Haqigi-Kafash, M., Akbari, M., & Lalianpour, N. (2010). Fac-
tors affecting the loyalty of policyholders (Case study:
Iran insurance). Journal of Insurance Research, 25(1), 75-
95. https://civilica.com/doc/996223/ [In Persian].

Harris, F., & De Chernatony, L. (2001). Corporate brand-
ing and corporate brand performance. European
Journal of Marketing, 35(3-4), 441-456. https://doi.
org/10.1108/03090560110382101

Kapferer, J. N. (1992). Strategic brand management: New ap-
proaches to creating and evaluating brand equity. [Kogan
Page Ltd. https://yun.ir/uxt2a7

Kimpakorn, N., & Tocquer, G. (2009). Employees’ commit-
ment to brands in the service sector: Luxury hotel chains
in Thailand. Journal of Brand Management, 16, 532-544.
https://doi.org/10.1057/palgrave.bm.2550140

Kimpakorn, N., & Tocquer, G. (2010). Service brand eg-
uity and employee brand commitment. Journal of
Services Marketing, 24(5), 378-388. https://doi.
org/10.1108/08876041011060486

King, C., & Grace, D. (2009). Employee based brand equity:
A third perspective. Services Marketing Quarterly, 30(2),
122-147. https://doi.org/10.1080/15332960802619082

King, C., & Grace, D. (2010). Building and measur-
ing employee-based brand equity. European Jour-
nal of Marketing, 44(7-8), 938-971. https://doi.
org/10.1108/03090561011047472

Lassar, W., Mittal, B., & Sharma, A. (1995). Measur-
ing customer-based brand equity. Journal of con-
sumer  marketing, 12(4), 11-19. https://doi.
org/10.1108/07363769510095270

Lee, Y. H., Hsiao, C., Chan, H. Y., & Lee, I. C. (2020). Explora-
tions of employee-based brand equity inthe banking in-
dustry from a perceived-leadership perspective, Interna-
tional Journal of Bank Marketing, 38(2), 425-455. https://
doi.org/10.1108/1JBM-05-2019-0166

Lee, Y.H., Hsiao, C., Chan, HY. and Lee, I.C. (2019), “Explo-

yva

rations of employee-based brand equity in the banking
industry from a perceived-leadership perspective”,Inter-
national Journal of Bank Marketing, Vol. 38 No. 2, pp.
425-455

Mohammadi far, Y., Rousta, A., Hamidizadeh, M., & Gharache,
M. (2017). Conceptualization of the city branding mod-
el in Iran. New Marketing Research Journal, 6(4), 37-52.
https://doi.org/10.22108/nmrj.2017.21267 [In Persian].

Mosley, R. W. (2007). Customer experience, organisational
culture and the employer brand. Journal of Brand Man-
agement, 15, 123-134. https://doi.org/10.1057/palgrave.
bm.2550124

Netemeyer, R. G., Boles, J. S., McKee, D. O., & McMurrian,
R. (1997). An investigation into the antecedents of or-
ganizational citizenship behaviors in a personal selling
context. Journal of Marketing, 61(3), 85-98. https://doi.
org/10.1177/002224299706100306

O’Cass, A., & Grace, D. (2003). An exploratory per-
spective of service brand associations. Journal of
services marketing, 17(5), 452-475. https://doi.
org/10.1108/08876040310486267

Ravens, C. (2014). Internal brand management in an inter-
national context. Springer/Sci-Tech/Trade. https://doi.
org/10.1007/978-3-658-00754-6

Sen, S., & Lerman, D. (2007). Why are you telling me this? An
examination into negative consumer reviews on the web.
Journal of interactive marketing, 21(4), 76-94. https://
doi.org/10.1002/dir.20090

Shaari, H., Salleh, S. M., & Hussin, Z. (2012). Relationship
between brand knowledge and brand rewards, and em-
ployees’ brand citizenship behavior: The mediating roles
of brand commitment. International Journal of Business
and Society, 13(3), 335-354. https://www.ijbs.unimas.
my/images/repository/pdf/Vol13-no3-paper7.pdf

Tavassoli, N. T., Sorescu, A., & Chandy, R. (2014). Employ-
ee-based brand equity: Why firms with strong brands
pay their executives less. Journal of Marketing Research,
51(6), 676- 690. https://doi.org/10.1509/jmr.13.0435

Tkalac Vercic, A. (2021). The impact of employee engage-
ment, organisational support and employer branding
on internal communication satisfaction. Public Rela-
tions Review, 47(1), 102009. https://doi.org/10.1016/j.
pubrev.2021.102009

Underwood, R., Bond, E., & Baer, R. (2001). Building service
brands via social identity: Lessons from the sports mar-
ketplace. Journal of Marketing Theory and Practice, 9(1),
1-13. https://doi.org/10.1080/10696679.2001.11501881


https://civilica.com/doc/615068/
https://civilica.com/doc/615068/
https://doi.org/10.1016/j.smr.2009.04.001
https://doi.org/10.1016/j.smr.2009.04.001
https://doi.org/10.1108/09564230810875039
https://doi.org/10.1108/09564230810875039
https://doi.org/10.1016/j.indmarman.2017.11.013
https://doi.org/10.1016/j.indmarman.2017.11.013
https://www.gisoom.com/book/11199964/%DA%A9%D8%AA%D8%A7%D8%A8-%D8%AA%D8%B5%D9%85%DB%8C%D9%85-%DA%AF%DB%8C%D8%B1%DB%8C-%DA%86%D9%86%D8%AF%D9%85%D8%B9%DB%8C%D8%A7%D8%B1%D9%87-%D9%81%D8%A7%D8%B2%DB%8C/
https://www.gisoom.com/book/11199964/%DA%A9%D8%AA%D8%A7%D8%A8-%D8%AA%D8%B5%D9%85%DB%8C%D9%85-%DA%AF%DB%8C%D8%B1%DB%8C-%DA%86%D9%86%D8%AF%D9%85%D8%B9%DB%8C%D8%A7%D8%B1%D9%87-%D9%81%D8%A7%D8%B2%DB%8C/
https://civilica.com/doc/996223/
https://doi.org/10.1108/03090560110382101
https://doi.org/10.1108/03090560110382101
https://yun.ir/uxt2a7
https://doi.org/10.1057/palgrave.bm.2550140
https://doi.org/10.1108/08876041011060486
https://doi.org/10.1108/08876041011060486
https://doi.org/10.1080/15332960802619082
https://doi.org/10.1108/03090561011047472
https://doi.org/10.1108/03090561011047472
https://doi.org/10.1108/07363769510095270
https://doi.org/10.1108/07363769510095270
https://doi.org/10.22108/nmrj.2017.21267%20
https://doi.org/10.1057/palgrave.bm.2550124
https://doi.org/10.1057/palgrave.bm.2550124
https://doi.org/10.1177/002224299706100306
https://doi.org/10.1177/002224299706100306
https://doi.org/10.1108/08876040310486267
https://doi.org/10.1108/08876040310486267
https://doi.org/10.1002/dir.20090
https://doi.org/10.1002/dir.20090
https://doi.org/10.1509/jmr.13.0435
https://doi.org/10.1016/j.pubrev.2021.102009
https://doi.org/10.1016/j.pubrev.2021.102009
https://doi.org/10.1080/10696679.2001.11501881

dyosg il g Gilwdip p e Jelae (aidd) g (o lwliad

csdasl I3T o8l ¢ gy 9l ¢ o cusiige 008l ¢ Jlo o e 09,5 (5255 (g5itils «(Masoud Taheri Vesiesari) (6 ywdawg g 2 lb S g2uuo
RUIERES
Ol «OR29,

= Email: M.taheri@kins.ir
ORCID: 0009-0005-5480-6266

Ol ol e SLblb dadle olRails (g laslus g &y e 0aSiils ( S5k Co o 05,5 (5 258 (g92eils ((Zahra Jaferi) ¢ 8L 1525

= Email: Zjaferi@kins.ir
= ORCID: 0009-0001-3070-3431

OIS 55y ol 33T ol «g sl g oLl oaSizils colamdl isjgal 09,5 35 das <8 15 (55158 g Lg% 0yl ) «(Zahra Bardal) 1oy 1,25
olp!
Ol

= Email: Z.bardal@kins.ir
= ORCID: 0009-0002-2371-6661

HOW TO CITE THIS ARTICLE

Taheri Vesiesari, M., Jaferi, Z., & Bardal, Z. (2025). Identifying and ranking factors affecting branding and
brand equity from the perspective of employees with Fuzzy delphi. Iranian Journal of Insurance Research.,
14(4), 261-280.

DOI: 10.22056/ijir.2025.04.01
URL: https://ijir.irc.ac.ir/article_160354.html

YA-


https://ijir.irc.ac.ir/article_160354.html
https://ijir.irc.ac.ir/article_160354.html
https://ijir.irc.ac.ir/article_160354.html
mailto:M.taheri%40kins.ir?subject=
https://orcid.org/0009-0005-5480-6266
mailto:Z.jaferi%40kins.ir?subject=
https://orcid.org/0009-0001-3070-3431
mailto:Z.bardal%40kins.ir?subject=
https://orcid.org/0009-0002-2371-6661

	Identifying and ranking factors affecting branding and brand equity from the perspective of employee
	Abstract
	Keywords

	شناسایی و رتبه‌بندی عوامل مؤثر بر برندسازی و ارزش ویژة برند از منظر کارکنان با استفاده از روش دلفی ف
	چکیده
	:کلمات کلیدی 
	مقدمه
	اهداف پژوهش  

	مبانی نظری پژوهش 
	برندسازی و ارزش ویژة برند از منظر کارکنان 
	برندسازی از منظر کارکنان (برند کارفرمایی) 
	ارزش ویژة برند از منظر کارکنان 
	تجربة کارکنان از برند سازمان استخدام‌کننده 
	درک کارکنان از برند ادراک‌شده توسط مشتری  
	دانش کارکنان در خصوص برند 
	رفتار شهروندی برند 
	رضایت کارکنان 
	قصد ماندن کارکنان 
	تبلیغات دهان‌به‌دهان مثبت کارکنان 
	نقش کارکنان در برندسازی بیمه 

	مروری بر پیشینة پژوهش 
	مدل مفهومی پژوهش  

	روش‌شناسی پژوهش 
	مرحلة اول: بررسی مبانی نظری  
	مرحلة دوم: طراحی پرسش‌نامه  
	مرحلة سوم: نظرسنجی از خبرگان 
	مرحلة چهارم: شناسایی و تأیید عوامل مؤثر بر برندسازی و ارزش ویژة برند شرکت‌های بیمه از منظر کارکنان 
	مرحلة پنجم: رتبه‌بندی عوامل مؤثر بر برندسازی و ارزش ویژة برند از منظر کارکنان 
	روش دلفی فازی 

	نتایج و بحث 
	جامعة آماری پژوهش 
	مرحلة دوم نظرسنجی 
	جمع‌بندی و پیشنهادها 
	پیشنهادهای سیاستی در راستای بهبود ارزش ویژة برند از منظر کارکنان 

	مشارکت نویسندگان 
	 تشکر و قدردانی 
	تعارض منافع 
	دسترسی آزاد 
	یادداشت ناشر 


