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ABSTRACT 

This paper aims to shed a new light on branding features in service industry by filling the 

existent gap between brand features (brand signature, brand awareness, brand reputation and 

brand performance) and hospitality industry. To examine our hypothesis, 210 respondents were 

randomly recruited in eight Iranian five-star hotels and data was analyzed via structural 

equation analysis. The conceptual model was tested using structural equation modeling by Smart 

PLS. The results showed the positive effect of brand signature on customer awareness of brand 

and brand reputation. Also, the effect of perceived brand relationship on brand performance is 

confirmed.  Meanwhile, the impact of Brand Reputation on perceived brand relationship was not 

significant. 

Keywords: Brand Signature, Consumer Brand Awareness, Brand Reputation, Brand 

Performance, Business Relationship Orientation, Hospitality Industry. 

INTRODUCTION 

Branding is one of the decisive parts of enterprises which has been researched and 

practiced vastly in recent decades as having a strong brand is viewed as an intangible assets of 

any organization by which companies represent themselves to customers (Kim et al., 2010); 

(Kotler & Armstrong, 2010). In hotel industry specifically, branding and brand performance 

plays a crucial role (Ya, et al., 2020). Branding could be thought out in two main levels: external 

and internal. External branding implies to a set of actions are taken to influence consumers. 

Internal branding on the other hand refers to brand promotion by employees of service 

organizations (Shiri et al., 2015). In this regard, internal branding might be more determining as 

it reflects the attitudes and beliefs of employees in fulfilling the organizational commitments.    

Brand signature in this regard, is a brand feature associated with brand personality and 

brand identity that comports specific communication, distinctiveness and enduring characteristics 

which reflects brand image and brand reputation (Henderson and Cote, 1998) (Melewar & 

Saunders, 1998); (Foroudi, 2019). Brand Signature is a kind of halo effect by which consumers 

evaluate products and services that are familiar with and it comprises resolute consumer attitude 

toward a brand (Foroudi, 2019).  

Brand signature also may evoke emotional reactions which in turn may add value to a 

company and build image with stakeholders (Henderson & Cote, 1998) (Olins, 1989); (Van Riel, 

1995). Additionally, Brand signature may result in significant brand awareness and brand 

appreciation (Foroudi, 2019).  



 
 
 
Business Studies Journal                                                                                                                    Volume 13, Special Issue 4, 2021 

Business Analysis                                                                                      2                                                       1944-6578-13-S4-171 

Citation Information: Akbari, M., Bigdeli, M., & Mehrabi, M. (2021). Gamified customer experience and engagement in amazon 
online retailing company in covid-19 era. Business Studies Journal 13(S4), 1-11. 

 

Consumer brand awareness on the other hand, refers to “strength of a brand’s presence in 

consumers’ minds”. In other words, consumer brand awareness implies to the ability of 

consumers in recalling and discerning a brand among variety of brands (Pappu et al., 2005). 

Although brand awareness varies among customers, consumers with logo and name familiarity 

are more likely to trust the products and services (Forudi, 2019).  

The extant literature aims to explore the branding in Iran’s hotel industry specific in 

Esfahan. Given the fact that Isfahan is one of the most famous tourist cities in the Middle East 

and there is fierce competition among hotels to attract tourists, hotels are looking for solutions to 

attract tourists. In this respect, this research aims to fill this theoretical gap through: (1) 

investigating the impact of brand signature, brand awareness and brand reputation on brand 

performance; (2) presenting managerial and practical implication and limitation of the study that 

which might be beneficial both for theorists and practitioners.  

LITERATURE REVIEW 

Brand Signature and Brand Performance  

Brand signature is based on brand personality and brand identity and includes: constant 

attitude of costumers toward a brand, continuation of a specific message and stability of 

communication with customers, implementation and support brand signature (Foroudi, 2019). 

The determining factors of brand signature are those which forecasts, improves or weaken 

perceived brand awareness, attitude, reputation, and performance (Foroudi, 2019). Moreover, 

brand name and logo are considered as basis of brand signature; however, they are taken 

interchangeably. In this regard, a brand name or logo should be based on the values, identity and 

personality of organization (Balmer, 2001); (Van Heerden & Puth, 1995). The reason is that a 

brand name or logo carries a motivational reaction by which customers evaluate the favorability 

of organizations.  

Customer Brand Awareness and Brand Performance  

Brand awareness refers to ability of customers to recall a given brand (Romaniuk et al., 

2017). It is considered a tool to provoke and manipulate customers’ attitudes by building certain 

beliefs and associations, thus, brand awareness influences attitudes and perception (Foroudi, 

2019). Further, brand awareness provides long-term advantages for organizations by influencing 

the beliefs and perceptions of customers (Foroudi et al., 2014).   

Brand Reputation and Brand Performance  

Brand reputation is an immediate image of an organization which is aggregated in 

customers’ minds over the time (Fombrun, 1996; Foroudi, 2019; Gotsi & Wilson, 2001). Brand 

reputation is formed by two major components: brand reliability and brand benevolence 

(Foroudi, 2019).  

Brand reliability refers to the ability of a brand to ensure customers about the products and 

services based on what has been promised and also decreasing the risk (DelVecchio, 2000). 

Brand benevolence also implies to a cognitive and affect-oriented aspect of brand in which 

cognitive aspect deals with functional capability of brand.  
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Affective aspect also is associated with emotional aspects and contains non-profit and 

motivational actions (Wang et al., 2014, Foroudi, 2019). So the first hypothesis is formed as the 

following:  

H1:  There is a positive relationship between brand signature and customer brand awareness. 

Brand reputation is also an immediate and snap image of a company which is reflected by 

perceptual representation and expectations from the past, present and future actions of a brand 

(Fombrun & Rindova, 1996; Fombrun, 1996; Foroudi, 2019; Gotsi & Wilson, 2001). As brand 

awareness, brand reputation deals with perceptions and attitudes of customers and is gained 

through brand reliability and brand benevolence (Fombrun & Rindova, 1996;Foroudi, 2019). 

Therefore, we expect that:  

H2:  There is a positive relationship between customer brand awareness and brand reputation 

Brand signature includes certain communication, distinctiveness and enduring 

characteristics which represents brand image and brand reputation (Henderson and Cote, 1998) 

(Melewar and Saunders, 1998) (Foroudi, 2019). Perceived brand relationship also increase the 

likelihood of customers loyalty in a way that consumers with a strong relationship are less 

probable to be provoked by other brands (Garbarino & Johnson, 1999) (Verhoef, 2003). So a 

strong relationship can positively impact brand performance (Casidy et al., 2018). Thus, the 

following hypothesis is put forward:  

H3:  There is a positive relationship between brand signature and perceived brand relationship.  

Customer attitudes and perceptions are crucial for enterprises. Customers’ perception of 

the brand shapes their behavior in their relationship (Casidy et al., 2018). Also customer with 

higher level of relatiohships with a brand is less likely to prefer other brand (Morgan & Hunt, 

1994) (Casidy et al., 2018). In this regard, perceived value of a brand is generated by emotional 

value of customers and the utility which is made by positive feelings (Sweeney & Soutar 2001). 

Also as noted earlier, brand signature implies to a specific pattern which is built on brand 

personality or brand identity which contains attitudes of customers to a brand (Foroudi, 2019). In 

this regard, the third hypothesis is put forward as the following:  

H4:  There is a positive relationship between customer brand awareness and perceived brand 

relationship 

Customers, who view at a brand as a relationship partner, tend to improve attachments, 

commitment and be more satisfied (Nyffenegger, 2011) (Casidy et al., 2018). Further, when 

consumers realize an enterprise in committed in developing a relationship, they develop a strong 

relationship too (Casidy et al., 2018). Perceived value consists four main dimensions: emotional, 

social, financial and quality value (Sweeney & Soutar 2001). Although financial and quality 

values are related to money spent on a product by customers, emotional and social values are 

perception-based. That is, these values are more associated with positive feelings and social 

credibility (France et al., 2020). Therefore, the fifth hypothesis is formed as the following:  

H5:  There is a positive relationship between brand reputation and perceived brand relationship.  
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Brand awareness evokes attitudes and perceptions and costumers with higher level of 

brand awareness tend to be more loyal and have a long-term relationship with brand (Foroudi, 

2019). Brand awareness positively impacts consumers’ decision making, brand image and brand 

market outputs such as sales (Molinillo et al., 2017) (Huang & Sarigöllü, 2012). Perceived brand 

relationship on the other hand, impacts attitudes and intentions of customers toward the brand 

(Casidy et al., 2018). Further, Nyffenegger et al. (2016) found that “brand relationship creates 

an inhibitory effect on the recall of other brands”. Perceived brand relationship is considered a 

crucial point of loyalty and also affects brand performance outcomes (Casidy et al., 2018). Ya et 

al. (2020) found that brand attitude, awareness, and reputation have a positive effect on brand 

performance so the remaining hypotheses are put forward.  

 

 

 

 

 

 

 

 

 

 

 

FIGURE 1 

CONCEPTUAL MODEL 

H6:  There is a positive relationship between perceived brand relationship and brand performance. 

According to the presented literature, the conceptual model is presented in Figure 1. 
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FIGURE 2 

CONCEPTUAL MODEL OF RESEARCH 

METHODOLOGY 

To explore the proposed research model comprising multiple hypotheses, the survey-based 

design is conducted. Also, structural equation analysis is used to assessing the overall fitness of 

the model and examining the significant of each hypothesis statistically. Due to the economic 

importance of the hospitality industry in Iran, Hotels are an ideal context for this research Figure 

2.  

Data Collection 

In this study, sampling method was chosen based on the rule of thumb of the minimum 

required sample size which at least 5 cases per each statement related to latent variables in the 

questionnaire were gathered.  

We had significantly five independent and dependent (latent) variables in the questionnaire 

(Bentler & Chou, 1987). So, at least we should have at least 100 data, and we distributed 252 

questionnaires and gathered 210 valid sample data. 

Thus, given the fact that Isfahan is one of the most famous tourist cities in Iran, initially 8 

hotels were selected from all 4 and 5 star hotels in Isfahan, which included Abbasi and Kowsar 

hotels from 5 stars and Aseman, Safir, Zohreh, Piroozi, Avin and Khajoo hotels from 4 stars; In 

addition, for receiving more accurate result cluster sampling was used among customers of the 

mentioned 4 and 5 stars’ hotels in Isfahan. 
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Then, referring to these hotels, 252 questionnaires were randomly distributed among the 

customers of these hotels during the January till September of 2020. Finally 210 questionnaires 

were given back and considered in this research. 

The response rate is approximately is 83%. From the respondents 51% were male and 49% 

were female. The median age is 36 years old. The average income that they earned is more than 

or around 15 million Toman. Also, 68% of respondent have a university degree; however, 13% 

have a higher degree and others do not have a university degree.  

Measures of Constructs  

This study employs 5 scale adapted from existing measures which presented in Table 1. 

The scales used for each of the 5 constructs are presented in the Table 1. All measure employs 

five point Likert (1=strongly disagree) to “(5=strongly agree).  

The internal consistency of the questionnaire was tested through reliability analysis using 

Cronbach’s alpha. Reliability estimates for all construct-variables exceeded 0.70 revealing a high 

degree of reliability.  For the Cronbach Alpha indicator, a minimum value of 0.7 was considered. 

Table 1 

THE INTERNAL CONSISTENCY OF THE QUESTIONNAIRE 

Dimensions Cronbach Alpha Number of items construct 

Brand signature 0.777   

Perceived brand relationship 0.734 10 Foroudi (2019) 

Brand awareness 0.719 6 
Lombart and Louis 

(2016) 

Brand reputation 0.805 6 Low and Ang (2013) 

Brand performance 0.888 10 Zhao and Roper (2011) 

Total 0.839 10 Melewar et al. (2017) 

 

PLS-SEM was applied for statistical analysis regarding general model; in order to assess 

path coefficients, PLS path modeling analysis was adopted Figure 3.  
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FIGURE 3 

PLS PATH MODELING ANALYSIS 

 

Findings 

The analysis of the research results contains the assessment of measurement and structural 

models as well as statistical testing of research hypotheses. The values of composite reliability 

and Cronbach alpha Table 1 are higher than 0.7, revealing that internal consistency reliability of 

the reflective measurement model is satisfactory. Moreover, each indicator’s standardized 

loadings are above 0.7, thus the measurement model is assessed as reliable. The values of 

average variance extracted (AVE) measure are above 0.5, substantiating that the degree of 

convergent validity is sufficient in Table 2.  

Table 2 

COMPOSITE RELIABILITY, CRONBACH ALPHA, AVE 

 

Cronbach's alpha AVE 
Composite 

reliability 

Customer brand awareness  .08.0 .0500 .0800 

Brand signature .08.0 .05.0 .00 

Perceived brand relationship .0808 .0505 .08.0 

Brand reputation .00.0 .0500 .0000 

Brand performance .00.8 .0550 .0000 

Coefficient of determination (R2) values of variables brand awareness, brand reputation 

and perceived brand relationship are moderate, implying that the proportion of variance 

explained by the fit regarding these variables is sufficient. The R2 value of variable brand 

performance is somehow weak in comparison to the rest of values Table 3; nevertheless, it 

implies that the latter variable may be influenced by other factors that are not analyzed in the 

model such as brand value, brand image, brand identity. Moreover, the results of redundancy 

value are the same as R2 value. 
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The goodness of fit (GoF) has been developed as an overall measure of model fit for PLS-

SEM. Table 3 illustrates the behavior of the goodness-of-fit index for each variable. Also, the 

GOF value of 0.493 showed a strong fit of the overall model because the calculated GOF value is 

greater than 0.36. 
Table 3 

THE VALUES OF COEFFICIENT DETERMINATION 

 
The amount of 

R
2
 

The amount of Redundancy GOF 

brand awareness 0.433 0.221 0.47 

Perceived brand 

relationship 
0.67 0.344 0.586 

Brand reputation 0.595 0.303 0.55 

Brand performance 0.218 0.104 0.322 

Average 0.482 0.243 0.493 

 

As Table 3 presented, the result shows statistical support for H1, H2, H3, H4 and H6. But 

H5 is not supported. 

As Table 3 presented, H1 proposes a positive association between brand signature (β= 

0.658, t=10.369) and customer brand awareness. In addition, H2 demonstrates positive 

association of customer brand awareness and brand reputation (β= 0.771, t=23.769). H3 also 

confirms the positive impacts of brand signature on perceived brand relationship (β= 0.527, 

t=7.263). H4 explains the positive relationship of customer brand awareness and perceived brand 

relationship too (β= 0.271, t=2.543). On the contrary to mentioned hypothesis, H5 is not 

supported and the association between brand reputation and perceived brand relationship is not 

significantly important (β=0.116, t=1.276). Finally, H6 which predicts a positive relationship 

between perceived brand relationship and brand performance is statistically supported (β=0.467, 

t=6.653) in Table 4. 
Table 4 

THE VALUES OF T-TEST AND PATH COEFFICIENTS AT MODEL 

Hypothesis coefficient  t-test 
Standard 

Deviation  

Average 

values  

Factor 

Loading 
 Result 

H1.Brand 

signature -> 

Customer 

awareness of 

the brand 

. 0.0000 .0.00 .0050 .0058 confirmed 

H2.Customer 

brand 

awareness -> 

brand 

reputation 

. 000.00 .0.00 .0... .0..0 confirmed 

H3.Brand 

Signature ->  

perceived 

brand 

relationship 

. .0000 .0..0 .0500 .050. confirmed 

H4.Customer 

brand 

awareness -> 

perceived 

brand 

relationship 

.0.00 00500 .00.. .0000 .00.0 confirmed 
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H5.Brand 

Reputation -

>  perceived 

brand 

relationship 

.00.0 000.0 .0.00 .0000 .0000 Rejected 

H6.perceived 

brand 

relationship -

> Brand 

Performance 

. 00050 .0.. .0080 .000. confirmed 

DISCUSSION AND CONCLUSION 

The main contribution of this study is highlighting the relationship of brand signature on 

hotels which has been less attention in previous studies. This study confirms the positive impacts 

of brand signature on customer brand awareness (H1). The second contribution of this study 

derives from the development of previous antecedents of branding literature and confirms the 

positive association of brand awareness and brand reputation (H2). Brand awareness positively 

impacts consumers’ decision making, brand image and brand market outputs such as sales 

(Molinillo et al., 2017) (Huang & Sarigöllü, 2012) which influence on brand reputation 

relationships.  

Also, this study supports the positive association between brand signature and perceived 

brand relationship (H3). Further, brand awareness has a positive effect on perceived brand 

relationship and by improving the brand awareness among customers; the perceived brand 

relationship fosters as well (H4). In addition, the results indicated that brand signature has a 

stronger positive effect on perceived brand relationship than the other branding features. 

Perceived brand relationship also has a strong positive effect on brand performance and could be 

a crucial factor in increasing brand performance (H6). Although the impacts of brand signature 

and brand awareness were confirmed, the results of study did not support the positive association 

between brand reputation and perceived brand relationship and it was rejected (H5).  

The third empirical contribution of this research pertains to the finding of aforementioned 

not statistically significant factor (H5: brand reputation on perceived brand relationship), which 

stresses in past literature. It is well noted to explain that brand reputation also is an immediate 

image of an organization which is aggregated in customers’ minds over the time and is formed 

by brand reliability and brand benevolence (Fombrun, 1996; Foroudi, 2019; Gotsi & Wilson, 

2001).  

Managerial Implications and Limitations  

This research generates the relevant insight to global hotels managers which improves their 

brand awareness and reputation to understand the whole situation of the relationship between the 

brand signature and consumer’s perspective toward brand (customer brand awareness) and its 

effect on brand reputation and brand performance. Finally, aligned with previous studies, this 

paper also uncovers the fact that it is essential to understand that brand reputation as a 

consequence of improved current or future hotel brand performance which can improve brand 

loyalty Foroudi (2019); Razak et al. (2020); Ya et al. (2020).  

This study has several limitations, which offer avenues for future research. First, our 

research is limited to hospitality industry. Future research with service industries and other 

contexts with larger sample sizes are needed. Second, future research would benefit to 
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investigating the complex relationship of future brand identity and brand personality. This 

relationship must be considered which may affects the managerial procedures for increasing 

brand performance. Third, it would be worthwhile for future research to study this issue in 

different culture as the cultural values differ in different places. Finally, investigating other 

effective variables such as brand equity and brand value along with the aforementioned variables 

is recommended is useful.  

REFERENCES 

Balmer, J.M.T., (2001). Corporate identity, corporate branding and corporate marketing seeing through the fog. Eur. 

J. Mark. 35 (3/4), 248–291. 

Bentler, P.M. & Chou, C., (1987), Practical Issues in Structural Modeling. Sociological Methods and Research, 16, 

78-117. 

Casidy, R., Wymer, W., & O'Cass, A. (2018). Enhancing hotel brand performance through fostering brand 

relationship orientation in the minds of consumers. Tourism Management, 66, 72-84 

DelVecchio, D., (2000). Moving beyond fit: the role of brand portfolio characteristics in consumer evaluations of 

brand reliability. J Prod. Brand Manage 9(7), 457–471. 

Fombrun, C.J., & Rindova, V. (1996). Who’s tops and who decides? The social construction of corporate 

reputations. New York University, Stern School of Business, Working Paper, 5-13 

Fombrun, C.J. (1996). Reputation: Realizing Value from the Corporate Image. Harvard Business School Press, 

Boston. 

Foroudi, P., (2019). Influence of brand signature, brand awareness, brand attitude, brand Reputation on hotel 

industry’s brand performance, International Journal of Hospitality Management, 76 (2019), pp. 271–285. 

Foroudi, P., Melewar, T.C., & Gupta, S. (2014). Linking corporate logo, corporate image, and reputation: an 

examination of consumer perceptions in the financial setting. J Bus Res 67 (11): 2269–2281. 

France, C., Grace, D., Lo Iacono, J., & Carlini, J. (2020). Exploring the interplay between customer perceived brand 

value and customer brand co-creation behaviour dimensions. Journal of Brand Management, 1-15. 

Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and commitment in customer 

relationships. Journal of Marketing, 63, 70e87. 

Gotsi, M., Wilson, A.M. (2001). Corporate reputation: seeking a definition. Corp. Commun.: Int. J. 6 (1), 24–30. 

Henderson, P.W., Cote, J.A. (1998). Guidelines for selecting or modifying logos. J. Mark. 62 (2), 14–30. 

Huang, R. and Sarigöllü, E. (2012), “How brand awareness relates to market outcome, brand equity, and the 

marketing mix”, Journal of Business Research, 65(1) 92-99. 

Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson education. 

Kotler, P., Keller, K. (2006). Marketing Management. 12th Edition, Prentice Hall, Upper Saddle River. 

Melewar, T.C., Saunders, J. (1998). Global corporate visual identity systems: standardization, control and benefits. 

Int Mark Rev 15(4), 291–308. 

Molinillo, S., Japutra, A., Nguyen, B., & Chen, C.H.S. (2017). Responsible brands vs active brands? An 

examination of brand personality on brand awareness, brand trust, and brand loyalty. Marketing Intelligence 

& Planning. 

Morgan, R.M., & Hunt, S.D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing, 

58, 20e38. 

Nyffenegger, B., Krohmer, H., Hoyer, W.D., & Malaer, L. (2015). Service brand relationship quality hot or cold? 

Journal of Service Research, 18, 90e106. 

Olins, W., 1989. Corporate Entity: Making Business Strategy Visible through Design. Thames and Hudson, London. 

Pappu, R., Quester, P.G., Cooksey, R.W., (2005). Consumer-based brand equity: improving the measurement–

empirical evidence. J Prod Brand Manage 14(3), 143–154. 

Razak, M., Hidayat, M., Launta, A.,  Bahasoan, SH  (2020), Antecedents and consequence of brand management: 

empirical study of Apple’s brand product, Journal of Asia Business Studies  

Shiri, Ardeshir, Dehghani Soltani, Mehdi, Soltani Bavarandi, Azam, Farsizadeh, Hossein, (2015). The effect of 

emotional work on customer satisfaction in the hotel industry  

Sweeney, J.C., & G.N. Soutar. (2001). Consumer perceived value: The development of a multiple item scale. 

Journal of Retailing 77(2): 203–220 

https://www.semanticscholar.org/paper/Corporate-identity%2C-corporate-branding-and-%E2%80%90-Seeing-Balmer/8141c47970e78015d7a406d495a34da4d3ebd47d
https://www.semanticscholar.org/paper/Corporate-identity%2C-corporate-branding-and-%E2%80%90-Seeing-Balmer/8141c47970e78015d7a406d495a34da4d3ebd47d
https://journals.sagepub.com/doi/10.1177/0049124187016001004
https://journals.sagepub.com/doi/10.1177/0049124187016001004
https://researchers.mq.edu.au/en/publications/enhancing-hotel-brand-performance-through-fostering-brand-relatio
https://researchers.mq.edu.au/en/publications/enhancing-hotel-brand-performance-through-fostering-brand-relatio
https://www.semanticscholar.org/paper/Moving-beyond-fit%3A-the-role-of-brand-portfolio-in-DelVecchio/1da7ed24a131233427e7e5653a994d3b98684600
https://www.semanticscholar.org/paper/Moving-beyond-fit%3A-the-role-of-brand-portfolio-in-DelVecchio/1da7ed24a131233427e7e5653a994d3b98684600
https://lib.ugent.be/catalog/rug01:000960717
https://lib.ugent.be/catalog/rug01:000960717
https://www.sciencedirect.com/science/article/abs/pii/S0148296314002124
https://www.sciencedirect.com/science/article/abs/pii/S0148296314002124
https://ideas.repec.org/a/pal/jobman/v27y2020i4d10.1057_s41262-020-00194-7.html
https://ideas.repec.org/a/pal/jobman/v27y2020i4d10.1057_s41262-020-00194-7.html
https://journals.sagepub.com/doi/abs/10.1177/002224299906300205
https://journals.sagepub.com/doi/abs/10.1177/002224299906300205
https://pureportal.strath.ac.uk/en/publications/corporate-reputation-seeking-a-definition
https://www.semanticscholar.org/paper/How-Brand-Awareness-Relates-to-Market-Outcome%2C-and-Huang-Sarigollu/687ccc5dcd027977004bb3b59b2c11a46621ecb2
https://www.semanticscholar.org/paper/How-Brand-Awareness-Relates-to-Market-Outcome%2C-and-Huang-Sarigollu/687ccc5dcd027977004bb3b59b2c11a46621ecb2
https://www.semanticscholar.org/paper/Responsible-brands-vs-active-brands-An-examination-Molinillo-Japutra/aa02841edf03ba0c457a1800115ebb5f08a5153a
https://www.semanticscholar.org/paper/Responsible-brands-vs-active-brands-An-examination-Molinillo-Japutra/aa02841edf03ba0c457a1800115ebb5f08a5153a
https://www.semanticscholar.org/paper/Responsible-brands-vs-active-brands-An-examination-Molinillo-Japutra/aa02841edf03ba0c457a1800115ebb5f08a5153a
https://journals.sagepub.com/doi/abs/10.1177/002224299405800302
https://journals.sagepub.com/doi/abs/10.1177/002224299405800302
https://journals.sagepub.com/doi/abs/10.1177/1094670514547580
https://journals.sagepub.com/doi/abs/10.1177/1094670514547580
https://www.emerald.com/insight/content/doi/10.1108/10610420510601012/full/html
https://www.emerald.com/insight/content/doi/10.1108/10610420510601012/full/html
https://www.proquest.com/docview/2395146089
https://www.proquest.com/docview/2395146089
https://www.sciencedirect.com/science/article/abs/pii/S0022435901000410
https://www.sciencedirect.com/science/article/abs/pii/S0022435901000410


 
 
 
Business Studies Journal                                                                                                                    Volume 13, Special Issue 4, 2021 

Business Analysis                                                                                      11                                                       1944-6578-13-S4-171 

Citation Information: Akbari, M., Bigdeli, M., & Mehrabi, M. (2021). Gamified customer experience and engagement in amazon 
online retailing company in covid-19 era. Business Studies Journal 13(S4), 1-11. 

 

Van Heerden, C.H., Puth, G., 1995. Factors that determine the corporate image of South African banking 

institutions: an exploratory investigation. Int J Bank Mark 13(3), 12–17. 

Van Riel, C.B. (1995). Principles of Corporate Communication. Prentice Hall, London. 

Verhoef, P.C. (2003). Understanding the effect of customer relationship management efforts on customer retention 

and customer share development. Journal of Marketing, 67, 30e45. 

Wang, L., Law, R., Hung, K., Guillet, B.D. (2014). Consumer trust in tourism and hospitality: a review of the 

literature. J Hosp Tour Manage. 21:1–9. 

Ya, S., Nor, M.N.M., Nasirun, N., Ahmad, Z., & Saad, N.F.M. (2020). Performance of Local Hotels: A Case of the 

Malaysian Local Brand. In Charting a Sustainable Future of ASEAN in Business and Social Sciences. 69-78. 

Springer, Singapore. 

 

  

 

 

 

 

https://repository.up.ac.za/handle/2263/4743
https://repository.up.ac.za/handle/2263/4743
https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.4.30.18685
https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.4.30.18685
https://ira.lib.polyu.edu.hk/handle/10397/35552
https://ira.lib.polyu.edu.hk/handle/10397/35552

