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Abstract

Objective

The development of technology has changed how businesses, organizations, and marketers interact
with their consumers. With the remarkable advances in data collection technologies, there is a plethora
of information on goods readily available to consumers, allowing them to employ this information on
social media. Marketing and branding policies aim to use this trend to implement more effective
advertising strategies. Similarly, brands also require proper strategies to gain a foothold in consumers'
minds and strengthen their image. In that regard, brand equity is one of the most popular marketing
concepts. Branding can influence brand equity by interacting with customers on social networks and
effectively shaping the brand image through the concept of electronic word-of-mouth advertising.
Accordingly, the present study examined the effect of social participation and electronic word-of-
mouth advertising on brand equity pyramid variables

Methodology

This is an applied research study. Data collection was conducted using the library and field research
methods by administering a questionnaire. Thus, this study can be considered survey research. The
face validity of the questionnaire was examined after consulting with several selected experts. A pre-



test involving thirty individuals was conducted, consequently. Next, Cronbach's alpha was calculated
to confirm the reliability of the administered questionnaire. The statistical population included 1,500
members of the official Telegram channel of Alborz Campus students at the University of Tehran.
Using Cochran's formula, the number of statistical samples with an error value of 0.05 was equal to
306 individuals. The simple random sampling method was used to select 306 individuals.

Findings

According to the Pearson correlation test and regression performed in SPSS, the hypothesis test results
showed that electronic word-of-mouth advertising had a significant effect on all parameters of the
brand equity pyramid. It should be noted that many studies have focused on this issue. Our findings
confirmed that positive word-of-mouth advertising could considerably influence the variables of the
brand equity pyramid.

Conclusion

In the fifth generation of marketing, brands are witnessing a technological revolution and significant
development in various social platforms, such as social networking sites, online brand/shopping sites,
online consumer review sites, online discussion sites, and blogs is underway. Moreover, thanks to
these advances, customers can now share experiences, perceptions, and recommendations by engaging
in electronic word-of-mouth advertising on these platforms. Therefore, paying attention to social
participation, especially by electronic word-of-mouth advertising as an independent factor that directly
influences all indicators of brand equity, is a vital policy for sustainable organizational success.

Keywords: Brand Equity, Customer-based brand equity pyramid, Electronic Word-of-Mouth, Social Media,
Social participation

Citation: Alefpour Tarakameh, Maryam; Ansari, Manouchehr; Nasiri, Sepidenh & Mohamadifam, Sina (2021).
The Role of Social Participation and Electronic Word-of-Mouth Advertising in Brand Equity. Journal of
Business Management, 13(4), 953-973. https://doi.org/10.22059/JIBM.2021.328912.4187 (in Persian)

Journal of Business Management, 2021, Vol. 13, No.4, pp. 953-973 Article Type: Research-based
Received: August 15, 2021; Accepted: February 03, 2022 © Authors

doi: https://doi.org/ 10.22059/JIBM.2021.328912.4187
Published by Faculty of Management, University of Tehran BY NG


https://doi.org/10.22059/JIBM.2021.328912.4187
https://doi.org/10.22059/JIBM.2021.328912.4187
https://creativecommons.org/licenses/by-nc/4.0/

Yooh-03Y ol o Ll

TEYY-0:8) ;S Sl Ll

W3 0399 vyl 39 (SS9 33 S 4 S Oliui ¢ Sloix! O jlio i

481535981 o2 50
maryam.alefpour@ut.ac.ir :asbll, .l ul (o5 o&isly oyt 0aSisly ¢ S )5 o e 09,5 eyl (ol IS

#5,Ladl o go
mansari@ut.ac.ir :aeblbly .l pl <5 ol&isls «o pde 018l ¢ S 55L Co e 09,5 Luiild ¢ oo 0w o) #

S e Dot

Nasiri@KNtu.ac.ir :asblbly .l ! ¢ 25 ¢ ool ymad dxlgd olRuisly oy e 0aSED ¢ gimio o e 09,5 ylokiul
P50t Ligws

sina.mohamadifam@ut.ac.ir :aebll, .l ul a5 o&uisly o e 048l ( S350 Co e 05,5 )] wli)l8 (sgomiils

oWs>

S 059 3 e slbysite pr (Sig Sl L @ plad Clils (elatl €8l ploo LS| sy 41yl gl 1BAR
iy 0

Ol N5l & Glae 5 glalielis Sldllas (39, 5 S (5515, a2, 0 18 92,28 Sl 9y0l8 ) p0l il 19
Koyl @]5) .L.:L»l L; C;)}u.w )l = -))-SUO )1)5 u-wJLo-»J uLmjDo x> Jel &&5)4 u;l ()55) 9 w.mLc WIDM b.)l.m.wl ;C&»l AALMM)J
dolidus g (2bl 6 o EligyS Wl (ygejl 9 b plodl 13 Ve oo b (903l Wiy S ol 5 g 5 €855 )15 ()0 390 ol
ul_x..:l L.Sl)—’ CA_AAJ] ul).e(; Dliuul.) )).JI u.u.)).: UL:?ML) (o) fu‘)il) Jbl{ dl..acl u,u.tbg).: u;l LS)Lo,l Axol> us)f )l)B a5y .))90
i odlatwl oolw Bolay hgy 5l diges Yo F

Dyl holize 136 Wy oe 3, sl eyl plod (g Sl lad a4 ey Slils aS ol Hlis aus )3 &9‘,)”1 s (adly

0pds il ond g9y (gjlme (sLad > (eloial (slap il el anosi 5 (559555 MBI L Loy (el ooy S 53 385 o5 4t
3 Se Sl las an lad Glils 3 0,5 153 Goub il 36 cladwog 9 STyl yps ()38 STdl a4 B byie ol
plod g9y 30 a8 dituwe Jolo i a4 (Sog Sl flad a4y ey Gladys dlos j elois] 8 )lie 4 a1 s lapyady lon

Gl J3y55 50 oYU Caodl jl alojle Hlal Cidae s )38 o puiiine w30 Ly o o5 b yadls

szl gladil)  slomn! €8 )lie gme (g yiio 03y ()] o1« Sg Sl lad &4 (lad Glads Wiy ojg 5))] (a0 jlgans

AVY =AY (PN o B L Co o Sy 0559 55l 33 (Sg Sl

doi: https://doi.org/10.22059/JIBM.2021.328912.4187 WF-AY . pae o o)lad Y 0,90 VF e v ( SB 5L copte
g3 sole lio g5 VLYV o pds Ve /- OIVE sl )

Oyt ol o e BISENS 1,50 OB sy ©


https://doi.org/10.22059/JIBM.2021.328912.4187

q0¢ Ol o2 g 40515 09 81 [543 0529 (i 3y] 33 (Swig pSIN Hd 4y lad Ol ¢ slokal &8 Ui (Wil

EVRV-TY

395 e abai opFpSlobus 3y Ll celpls sdee Colia olen (5 (elaial Sladils) gdasly
ale Syz (oo b byl woxiy Jud )3 Jiomd pe Culaid S oy o3y s byl & oS w0as 98T
9 1yl ol g pScua b &b 3 )b sl lp Glal Jud gz sl 909y 08 0l g b Jus Sl
v . ot s : se . ¥ o e PR
Ly g ol 0235 St blie B g o 4 ot ple g (S5 ip adasel o 4y L (VoY)
) - ¥ e |z . . . g
gy %3 g J1(VVY ¢ Slagly g 5oble ) 325 58 wpiwn )3 5k ploj 3 Sty (gl Ol 4 Sl
celezl bl 5k gl slp 58 WY ¢ 4l o )3 et g9y (elol 1)l Sl pSedia Gl L
Ciapgw Ggb W) asl sdguy 515 3)ble YA 5 iy 4 YoV Jlo o eloinl olnl8 sl .S o olitl
sl b bl (0 gy, 5 (il (glib el Sily Silg e (elonl )l sl Ll zalial (Y-Y-
2952 |y il (sl () Coenl @ bgrye (gylol LEIS Aol )3 s e 4y 03l ] (sl gty 53 Il
S s
g S )3 Jlioms (slab o 53 oy Ml a5 7 JUyges ks ailebs VY Sz (oliS bl
Ogeeo OANVE () icawlos,S Bymo Cygo cpl a1y ] jeuiS leMbl (S o uiitio |y aog)S g 31,8] pls g b8
oil38l Ao 3 VY (VoY N=Ye Ve )sla Sl o olpl 5 Copisl ol )8 slass (Y o)y 0g3g oyl jo eyl 8
B aedeo YY/F e FoYY agili )0 (F ccuwloduwy Jopd Vo &y YVY wgli )0 lnl 50 oyl doa (Y .Cuwlasdly
(VoYY agli o VoVe agli) om olpl o (slan! cloaSs o)p)5 slass (0 ) 2939 lpl o clainl S
Cuol S5 4 Y g doyd Fr YoV wsily) o olpl o (slain] laaSis 3905 (£ .Cunlddl yiul38l as > A/
l.m.\;’).g 9 QYM dl)g SleMb| 6)5] Zo> J...Q(.u s 4L5cLo.I;}| Lgl.mdu'h») 0339 4 4;4;)“.»‘ )’l o3l u..ul)sl «S
@ sl galsy » bl 1wl oy (5 ms 1) 41,500 sl o Sl gl p as S Gl 4
(SHPPS pas )3 )5 o STndl ]y 395 Slud g oy (Sug sl glas 4 olad Slils 35k 1 2,
olad 4 olad Slls @il we oye 3 lbbre wloyss (6 135S il 4 Kl g GleMbl ()9l 59 anwgi b

lllas (YY) Ky g Lll55s5 oybu) Caslond i b yzolly s icanl b g g piied i 5| Sy 4y Saig S

1.5th Generation Marketing
03,8 05 Joor BB Jliod (559l g oyl & yiod b g 51 45 elazl Jus oyl plgie &
3.Philip Kotler
4.Piha, L., Papadas, K., Davvetas, V
5.https://www.hootsuite.com/
6.DataReportal.com
7.Sun.Y,Gonzalez-Jimenez.H, Wang.S



£ ojlowd VY 093 VLo e ( S 5L Cu e 00

rize grie S & doggafl g M (o)IFSTSl dar 1 ¢ Sg Sl oy 4 lad Slids o dmd e ot
L lacudbse 5 oliS s b5 oyl a2 B 8T 5 g ©less b Y guanme 250 ) SleMbl
SleMbl s o el ol yiie 4 (Sg S gbad 4 o Gliks (YT op g (o er) Cosl aily Joasmo
oSl ) GBS by 4y " olatal claaib; clpaSid S 8Ly ytd BByt WS o 511, (ol
ol )38 Sl 4y g 4 (gyglaen (oolaidl 48 po b g aBgods ¢ nlyas |y 15 4 bgyyo leMbl b smd oo
s caonis 0 (VO igym 5 03w dailing) S oo oy |y (Siig S ol @ ol il il sy
Coly 5 S5 Sy ) IS o 8l QBN e 5 @ igppe 1By 5 S (SigySUl od 4 e

(Y0

&S o £F BV i 3,8 s ) 050 ol Canl ¢ U505 ol bawgs VoYY Jlo jd (6,505 (5,155

9 OY guaste QL] ld i (y0)l35 Budo a0 o Ll 1) Alid Wi Y saze 5 by goziee JWd &

Solis &S oyl HIiE paw ddy 0 Mo YAF L glas 4 by clals ((slois] eS8 )lin &b 5l mas sy

5 ok sl dysuble (imgly 53 a5 ()1 bl ol 2 ogMe 3y Sler a3 9890 ul SV el

Gk 54 bl 5 e Gelely elas! cbaly o)l 5l 0oy ¥& g o o5 (V+VA) "l Loyl

Wyl e g 8 S W08 pMel oy ¥ puicren WMlA8,S W B 4 aeuad (ilod S gziiue sloinl sladils,
Sloass (S Sl Hlad 4 ey Slals 15,0

Sy s & WlgS oo LgSy a5 S | Al sladiz bl g plole (ebMiy bz pix
poas S bl g gpde ol gy Sy S ase b4 ) cute 4 oliwd gl 1y 28 bl
P 5Py 5 4 0 5 pb pgal b (6)b U S o0 S8 (gt iy a9 Ol 4 698 )8
33 canlio B0l (0] Cawd ¢ sl s 53 Y~\°\‘;L5Y) LS o K8 HBAS B puas o Y Gl
O VRS FURCIN I CVE SIS fOPITCIVON- 1 [P Wl R P WPV N PRP W P SWEVSPL S PHS SPVIF VL SR JVEPRNR
3590 il bele g Gl (g | wdiS ans Jobo 13 &5 Dbk waslae (pFgyme Sl (S Ban
. . 1 E e V.. . & wh & < - e
Jolgs sy caa (WA 0dlj de) canl 039y o] HIAS 530 Jelge 5wy oag (Bj)) 85 JL8 gy 5 BeiS
593 )1 586 slapell (5SS bl osly ot &) pranal 0 plosl Wlidos § 25y 0329 (55 2 9o

Ly cpl o 1 bad S wlasdly gy oS b1y ()l85,80 ol &S oo (8L g Ny ohg b))l

1.You.Y, He.Y, Hu.M,

2.Social media networks

3.Burnasheva, R., Suh,Y. G., & Villalobos-Moron, K

4.Chiu, C. L., Wang, Q., Ho, H.-C., Zhang, J., & Zhao, F.

5. Jayasuriya, Nisha & Azam, S. M. & Khatibi, Ali & Dharmaratne, Isuri
1. Lai

7. Brand Equity



Q01 Ol o2 g 40515 09 81 [543 0529 (i 3y] 33 (Swig pSIN Hd 4y lad Ol ¢ slokal &8 Ui (Wil

(Y’Y’—\i/\a) LgLEbJL» O cAJ)g o);9 O“’))l o)|9 .\..lf la \UAMJL» L_‘J] &9 wl.w )] dJi. Y/ovs L;»qut‘f SleMb!

(0 JS3) 43 bl s o

Brand Equity

VOS VieWer ;1381 o5 &y 0519 (w905,! 32 3185 sil (gl purie Juloi .Y JSUS

o Onpmde )l QLS Al pasiie 50,5 Sy & &S ala el S9d 0 003 ) JSD )3 &S sk loa

boadl g caonl b slayalyb 5l olis canlords o3y iles ol K5y 4 &S placiowd ;5 b o b Jlo ol 5
e Byt 555 Cns 2 Yl Conl 399 b T (S sl plas &1 (oo Sl ol plis loo sy (e
cS)lie Syl (wyp o5 85 il (g 98 ST 4 g b Cwldd)S 8 ey )90 (658
Sy o5y )] Cosl Cax gilre glad > iy (gl (Sogasll s 4 gl Slils (lbbre slaza]
03,5 g L3l (Suj 3 (ol i (eloin] sladils) o5 €8)5 ol (lyie (pzmen Albiee )90 Sl
oo o pcadl 5l (S ez oS (Sg sl plas 4 glad Slids jrel)l e o ol elazzles Lo 5 ol
Pl lagingh joye comiomen m3 oo LS |y 393 Wiy pled 3 sl GBAS SBpae ) 5 6 pS meeal
Aol nl 85U g A 0)1yd cggdge )9 pd g el 4 dagi b cdd g0 LIS )9mg (w99 Il P GBS g 00
ol ol Baa oS can ol 51N el wBpis Gyge Sl Sldlhs Wiy ok b)) sl it oled p

asbie Sy oy ) pon sloseite plad p (SsaSl olos & glas Slisks el b it nsh

1.Web of Science
2.VOS viewer
3.Electronic Word-of-Mouth (eWOM)



£ ojlowd VY 093 VLo e ( S 5L Cu e oV

a oy wluls L] &S el Oy oyl 4 (0650wl JLis 4 g odg 5)5195 shb ol dlis 8 ciS g o

)1 Xy 039 )] Jelgs p jloliae 3U (Sig pSUl ol

§ oo ol s @i S 395 (63,90 adllas lsic 4 Gl SUigy Cato OBl 4 paea Lo ] 2 oMo

Ll s 4 o o) sl ol )yl slamdl 5 ot o)l sy péyials &S sl ulio ales
sl )3 o] Sl ot w )l g 035 425 3)90 0)lsem dalgls bl slajl g 0p0jg) (S5 L ol et
5 WAV el Jlo o Sligy Slpnlo Ll «Syad Jbyss 555 b Adbie Jyssp 2Vl Combes I o
syl o Sl JBassuls (g plheald) sad o olis Olyplo (ials el diil gao)d WY (Jo5 Lgy ITAA
b 045 rgn 90 Sligy SIS 355 4y ovie 4t 18 090 cul ol o8 iy ials el
3 ColBy Cud dol jd g dylg (I3 oyl @ 2B Ay cund I oyl e e BasSade ol
gl b iy elel (oyme 0 Liw 5l yidas poye &S Do el L) ¢ Wiy a1 S oy 1381 Sligy I3k
S 5395 Sl i olsie 4 55 ool Bio )3 550 3 9558 slo il 5 S5 ol dnis sl
Capde & g Sl oy GBS Bpan g (e b 5o blg) oS sa0ps (28 sLab ol )3 L 5l s whe
Ao cpl 3 (WA (bl 5 L ) Sl pion 295 80 g (25 (02 Vb g (BAS Bpuae L 3 x5 Ll
ol 3 o dsdiee ol Gimgh Slusd ol (sl s @gdise Ol (2 9 IS latmgly ity Lz
4 )8 Shbloidyy 5 65 4o daaly Jilow 438 (eluly BT )0 9 295 0 bl Shmghy ol by 4

Do oo Bl 6 b drwgl Cas e

! &8 )l
S plgie 4 (2 Casladly il glagin dib @wblS amd Hlaa Jsb o (elenl el 4 bgye Sl
Moy 4 sl cpl Dgdie iy pdye (> 058 (lied sl Foe sl S lsie 4 o (2 ol
9 350yl) w18l il 395 golg g (S5 Sloseasd pr Gy €8 g 48,5 Cawd & 1y S5 B s o]
9035y (AP bB sk & WS o o3l b)) 5By sl poye oS (g, ol p oM (YN ]S
Shsl @ slan! gbhale, oy o copnl B,k 5l 1) 088 aasd Cloypd ¢ olhla & cwbads gesl,
Loyl S8 b ol st 0 o)l o8l itns 5 o] olozal a0 (pospie 55 51 oloi] il 5,)iS,
Sl ples %03 (pgw 58,18 o Sizal 4 K05 by 298 Sloos g ol gl Gy ) g A oo 8
sloil laails; > closs b (lojl (Jpamme Sy 3590 )3 09l b (il ¢ Jeb (b yidio bawgs o i | e

1.Jariego, Isidro & De la Pefia Leiva, Adriana & Arenas Rivera, Claudia & Alieva, Deniza



a0A Ol o2 g 40515 09 81 [543 0529 (i 3y] 33 (Swig pSIN Hd 4y lad Ol ¢ slokal &8 Ui (Wil

2 OV g deslonl g 3500 20 «605]) Cunl o yiod BB p3 50 5l (g)lo sl cipinl Gosb I g e piiie
tCaolodds by slain! gladils) b (ol yius (V) Joi>

(YoIY G0 g Sigun) losin! (il ) e (g1d yius .Y Jguo

Jtwo ol wibw ) gl pan £l
Facebook.com sl slaasis ol
Amazon.com 1Ly Wl 2,5 clbass
Shopping.com B G pne il yas o M claass

Ukbusinessforums.co.uk e @l Jols claasus
Blogger.com SN

&S WS Iy SV gaze leMbl dy90 )0 Yo Pl glp uoyd Wilg o BAiSpas by opl plad o

oled 4 olad Slils plsis b (slal sladile) bugi (liskiogy b bl w3 peead o) 2 Slgie sl o
YV g g (S ggu Sl it 3) 2,38 3 Sy sl

S I (e 4 (e Olals

P o4 gl Glals 5 HEse sl s awiwd ) Sagw Gl s 4 (Sig xS ey 4 ey Slals
oo 5| Lt Blosly plol (Vo0 (S g J) 45 cimgy Babo (V)Y onmows 5 Sokls) ol 039 Ml (sLiad
oy 4 ey Glls S o wyp W Syge 4 ylup 5l S ) 3 SY game oyl )8 ey
§ 35S o )8 oped ) (SYsh Cde 4y 0,380 Sl > 4 pomen )1 (2 VLl il s s (SS9 Sl
dnrgi b (VI (GBLg Sigr) 2980 ygiie Waply plos Julod 9 w20 9 oy Sl Conogiad (et Jid> &
«Sl5) 2yl g9 brdan (0 (Sig xSl Glad 4 lad lals wiadgrn a5 5l eolaiwl § clain! gladiloy @ g
fny )3 (RS Bpan o 5SS (2SS p ol 8T oD @ gl b (VY TS 5 ol
Sy 9 0N 2 SarsIl gl 4y plad Gl @ )3 0yl 13 L adye Sy (BB 5 5 (655 el
BN e & izmen (VWA S, g b ()6 o5 LulS) )38 o b A S puan 250 4 b
) S maead slaanlyd )5 oluebl pae wleMbl cpl 1p; sims S 1) 565 )l w3 5 Ld S o S8
25 o 3B () b g ) JEMIS G pae 3y Sl pl <o w4 amd e il bl gl
P ol ams e S5 ) ol ok cnpip sl i @l AV Lo (g Sl plas 4 glas clis
5 M) ol Sy Yl dawgs Jbo )3 sl (sl 0aiS B pnn (S el i Jobo ) (BALS Bpas
(TN Glorhs 552 B

1.Cheung and Thadani

2.Kozinets, R.V. & de Valck, K., &Wojnicki, A.C. & Wilner, S.J.S.
3.Kim.S, Lee.w

4.Zhang, T., Abound Omran, B., & Cobanoglu, C.
5.Martin-Consuegra,& D., Faraoni, & M., Diaz, E., & Ranfagni, S.




£ ojlowd VY 093 VLo e ( S 5L Cu e 04

w3039 i)
OB ) Ny &) lan &ly 15 Ly ofag 85 sl Hlaye5 0 (o0l Cueal I S ja gyl (LS g L
9 pL oy )] el 03,5 ALl agS ) oS (o pai pelulp (VTAF (aloalo 5 (hgie) 28loo (lbbRe
5 B oizg 3 e JU Jpamme Ko 4 (55 o6 e o slorg3il 3 el ks o ol
03905 cp 295 SV guazme sl 1y St Cod o Ay Wl e c85b Slp e Jlod 4 (2B coje
amy ials coldy 5 1) 56 ol g odld LRIl 1) dqw g ey asls WS bl gy )l pynl

(Yoo ST)

W9 0399 v )yl i S0 SV 9

2 ol Sl Gids Jblss g b coglyl s Vb 4 s 1) g S sl K0 (53] oyt g (550l
5 Jodll oS @ygo arl) W 0fg (B V) Jlo 3 )0 515 bl slacdld 1S he 3 Ky Coenl slm
i S (Yoo ) SIS sy oy )l S sl sl 0)8 e blik el 4 (g ie o 25Ty
line Ty Cugn i el 0oy Jlaa Jols o (¥ JS3) 35 sloii ) < pgme 5y S 0y W)l ooy
Sy pgas a3y Slae Sy UST i iy Glazble i3 8 5 25 S g sl C

YT Sen 5 Kin) T b lsie 5 by dy o Slolusl T8y 4 s bacglias

(Voed) S5 (g o 2 (Son 0309 (p05,] 00 .Y S0

1.Aaker, D.A., 2000

2.Customer Based-Brand Equity pyramid ( CBBE)
3.Brand Identity

4.Brand meaning

5.Brand response

6.Brand relationship

7.Brand Awarness

8.Brand performance

9.Brand imagery

10.Consumer judgment

11.Consumer feelings

12.Consumer brand resonance

13.Cheng, Y., &Tung, W., &Yang, M., & Chiang, C.



