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BACKGROUND AND OBJECTIVES: In today's competitive landscape, branding
plays an essential role in the success of companies in various industries. While many
are possible; Branding is primarily associated with tangible products, but in the
service industry branding is just as vital and important. The purpose of the current
research is to identify the factors affecting branding and the special value of the brand
from the perspective of employees.

METHODS: This research is based on mixed research and was conducted
qualitatively and quantitatively in an inductive analogical paradigm. It is applied and
fundamental in terms of purpose and descriptive survey in terms of nature and
method. The tool for collecting information in the qualitative part of research is
library studies. In the quantitative part of the research, the members of the statistical
community of experts were selected using a judgmental purposeful sampling method.
In this section, using the fuzzy Delphi method, factors affecting branding and brand
value were identified and ranked from the perspective of employees.

FINDINGS: 34 variables affecting branding and the special value of the brand from
the perspective of employees were identified using the fuzzy Delphi technique.
Among these variables, 26 variables were confirmed and 8 variables were rejected in
the first round of Delphi. The result of the open question of the first round led to the
identification of 5 new variables. These 31 indicators are in the form of 9 categories,
employees' experience of the employer's brand, employees' perception of the brand
perceived by the customer, the employer's brand and its competitors, employees'
knowledge of the brand, employees' commitment to the brand, citizenship behavior,
word-of-mouth advertising. Word of mouth, employee satisfaction, intention to stay
were categorized.

CONCLUSION: According to the ranking of the variables that were identified and
confirmed using the fuzzy Delphi technique in the first and second rounds. The most
important factors affecting branding and special value of the brand in the insurance
industry from the perspective of employees include: suitable work environment,
passion for the brand, personal development of employees, which are ranked first to
third in order of importance and Variables of double effort, conversation with
competitors about the organization and rejection of new job offers are ranked 18-20.
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Table 1: verbal expressions and triangular fuzzy Delphi numbers equivalent to a o-degree Likert scale
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Table 3: Demographic findings of experts

" Purposive sampling
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Table 4: The results of the experts' opinion, obtained from the first stage survey
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Table 5: The results of the opinion of experts, from the second stage survey (from the employees' point of view)
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Table 6: Ranking of the confirmed variables from the survey (from the perspective of employees)
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