.
OIS ol o e BN d&/t _"//‘
"o

.
¥ 8yleus & 590

WAY jlie
AYO -AF . o

S5 55 wolio W 33 0399 3 5 ol g (T &1y
(Oledo! yoi 359 590 Axdling)

Y " Y . \ .o
7B e ¢ by ploge ¢ (4l deme

B Mo Sy B3y ) s slp e B pSb Gingh s oSy
e 4 AT ololl )3 a5 ol 2B 55,5 Ltma coplel dnsly cunl lgin]
Gy b Ol 8 Yer w4 sliges gaomel drols oyl Gl bl yaw yleds]
ooy Sl o b 2b B logize Leliduy sngh sleodly ()45
Oigsy gl b edlitul blitul 5 aog el Sl s p ggeil 5 Limgl slaedls
D g 53,5 ol Sl bl (6535 Made k5 31 (2T Amd e Lt
Omsred AR oo )8 )»L cod (g )b pxe yobds ) (6, K505 wate 4 (g)bldg 5 luats
(55,8 Mnhe GBD podd p 6y me U (6)K53,5 ade jl ensSIpl )
Wb K85 cols, wpdleas oy i3S culs, 5 (6)KB,5 dade 4 sl
Coles 2 ) (R85 Lale 4 ()bl 5 (5 X835 dale (8D pgal p S)Pxe
2B s (glogne joboar |y (6)S53,5 halie 4y (5l3lbg «(5)S3,S Muale ABD g

RSP I

ade & )00y (5RO Made Ny Biag (i) ip by iy sl OB
SEPT

Ol oleduol (ool olKiils dlaidl g (o)l pale 5Kl (ob)l5k) SEHb Copie (65587 gozmilsy )
Oyl e oleduol ool slSily bl g (g,lal pole 5uSl> iy o 09,5 b )liL Sl Y
Oyl ool ¢ laguol olKuisly laidl g (o)l pole ALY (e 09,5 (Jlo Cy o Hluiily Y
AARS 72N FAN EVIEPRUX- PR Y TR Y
WWAY/+£ITA e (ol (s &,U
&8 Moswo 1Al | gunno Bk o
Email: M_gh261@yahoo.com



mailto:M_gh261@yahoo.com

L]
. LA

dovio
oo e &5 Cul 38 paie GlaShy b by e X835 Caio gl
ebaidl 08 @ ) dawg Jbb )0 5 dbldrwgy (ola)yguiS (golaibl e g (solail ey ls
dox s zoler el Slgld cllzo Cortio ol MY+ ¢y, Ko g 03lj0unll) sl 3l
ol Cusgpde B g bt claalops (xS 5 il (Jlal bl
2 b Cuenl (K35 dolie (gl Ly Cosdi g 2ol (WYY () Ken g 2,8 SI)
Bl @S aolie bilik e 5 plaase gyl ol Ll Gl coidse
ol sblse o g ool 11 5 maes o] gl g auolio (gl 25y sl b s (5
S okl WS oo ol ditsej el g (Ver¥) I aimd (Bl Sl ()8 Jlops Coto
ool sl (08 (2b)l3L ) (698 (o3l S SV pazme (gilwplete Caa > K
Srde 2h (K835 pgmen Gl wlio 3 Ny jledlitul WS oo 35 (Vo)
daoj 50 o Yd g laisee pdl dad Win D Cuw cpendy LS )b )y mlio & Cuws
(ol g Lipe)) Sladhy Closd Xy pedse 4 (b 428 K25 Gozmen Slord
Wl enl Pl 8 6)R8)S wolie Ny WSl gy (Vo0F) ol (MY
05 & i ) U 1y SNl (5,K55,8 aolis 3 gBlyyd 2y (K538 (55 e
ohllasl § &8 plee Gild, 511 o S Cosd st g plelid |) date U dad o
(ik g s2ap plepd VeV ohlSen g (B)ge) amd JSB (59, Ly e I ]y S80S
Gilor 5 S 6)%53)5 Aolie el 0,5 Ny e Sedse A5 G (ypeddy (ITAY
D)1550)0 (6)53,5 dwolie (gly (gauxio (sLlie g Cuwl (6)5i0,5 dolde Ly Cuppte (g0lS
Gl OB xag el & cutly drgr b andl (WAY ()L 5 2gn pléps)
Sy s 508y 505 YIS K30 gl 88 50 ol (F201) 5 gopen
Tobae Iy o cnl (VoY) 55,5 5 SeiusdsS Jto sl 055 )13 o3kl 3590 ot 45,
3o 5)553,5 aolie gy Wlgie wsele Y guame § YIS 3y pogie L & L8 e
derg Olods o LY Wy o olacalud jisje 88 o ol (Vo4 F) ool 20,5 1,8 oolatl
dolie s Shy b Shom cuw 4 b Bl ol pre sOsls Jlwls @)l
5 Oak) N 3529 ()N85 aolie Ny 2Ll sl load wBpdy Coly (K838
G T R80,5 aolie S5y B35 55 psrde 3 eslitd (Jb ul b (VoD olSen

1. Branding
2. Tourism destination brand equity



AYY il W g B39 (3] Comnd S (Joko A1)

Sly By by (b)) AS e Lol |) (5,585)5 wolie Ky JIS,8E re (sl putie
Cae o U Canl oads (oM pols imeds 50 coycpl 1wl Gglite ¢y55UsS Y guae
s Gle adhl > oplate cplay gl I (R85 wolie Ky By )] ioxie

sl 04 (g3 (Amgdy (505 o 9 ded )8 (s 5 gyl (hngh

&32 5l.“:.m:
el sl paly Conal (L1514 2y b1y (13))) porde srb WS (o0 oo (V+0F) LIS
Cawl By Copdo )0 (0 padlin 1 By 859 (55l (VAAF) ST &S & .ol oids i
B39 L)) Aiej )3 S o3 93 38 HE i 3)00 (1SUsS (slaolS > | Wl e oS
0AS B pns 10,y Siwe 0800 9 Jbo slajlie p o o800 Jols a5 3)ls dgng My
005 &)l %2 855 (55)) ()l Sl oS 5 2B 55 [ (Vo8 (e g g52)
3l lawlie (WA (e 5 ipmoold) XS o plisl on b 1) jsSie Jhas 53 & ol
5329 L23)) (V+8) 992 (Vo) 9> 9 992) 2)l5 3929 K50 8309 ()] chapai 3)90)3 (Sl
Q&S A oy (6)S0,S dolie Ly (Cligas L) b sl 1) (6,K55)5 solie Ly
3 Sy 835 b5 Gl Bl s ol Sl il 5l Jels )by g cless )
Sl sl (6)K83,5 olie Ly e s (25Nl (Jb e 53 5 ke
(5 )53 )5 dolie Ly big i)l Asie & aaginS ol LY 5l (S Conl adine (Y4 +0)
b awolio ) by Shy cnl loxie (P9 Sde 5 (K835 Lolie b Shy dpsamsia
O )bly g eas STl (55l (6, K50,5 dolie Jad paal (KBd,S Cols) (6, Xbd,S
0dd 031 s gl dlal ol 51Ky cdaldl (0 55 B39 (yo3)] Sl ke (6)5N53,5 Muats

ol 015 2905 (6, 8553)5 2olie K5 539 B3] 2 bl )8 8T 526 (e 5
B3l 53 By el a8 |y "Wy 5l aBT (VA8) [S1 10, K55,5 aolie iy 20T
45 39 o &S iy gy S ©ygot Ky ) (TS o iy B 1L oyt
(V2AF) LKen 5 plaied canl T 355003 &SLe 5 " ()shobias ¢ i paw dw (gl
23wl Gl B i o Jb s 3 5 98 5 oriess ole iy (BT WS e ol

1. Brand awareness
2. Recognition

3. Recall

4. Top of mind



L)
g "o

dolie l amed o] S o oylil 35 (VAAY) beS cuwl (gpide B ST g ool
Lalg )8 4l a1 degammo ;> wisl ausly BT Ll dgag 5l o), K53,5 a5 ¢ Kis>,5
She kol Jolge 5l 855 51 aBT a8 Ll 5l il 4 plidl Ksn )3 oS 5yl Jlaisl g 8,3
VA aelyS VeV )8 5 ShussS) Conl (gie 5 0 (e B By 5))
dade Ky 5l (2BT qo )b g cate bl S o flo (Vo)) gleVL L (VTAY LS
O 9 (Voo ¥) gl 9 0iggls” i 5l ecnl jogdle )l 3g2g o] (5D g g (5S35
gyl 0y eas Sl 55, 9 B 4 )by )b gme Sl Ly il BT (YY)
25 &S canl (6,553,8 wolie Wy b3g (35 el sl 5l Wiy il 2T ciS g
@ (5)bBy b STyl i)l Wy amd peal Wle By bhg byl ol ple p (gl bxe
Db Fiid )5 culsy g (6)5063,5 Mate

3 sl cou 1y K ,S sasSTpl i)l ,K83,5 dade L 5l BT ) Aus
S

w3 o )3 8l cou ]y K5 )S culsy (6,553,5 Lade Ly jl 2BTY Ls s

A3 o 5l il cou |y dade o] 2D gl (6)K53,5 Made iy 5l BT Y ds

Ay o )3 5l o ]y K8 )S 6ylbliy (6, K53,5 ade Ly jl 2T ds s

NSl (ymie 8a3STl 3yl eluly Baes b5k eyl oascSTyl 35
B STyl iyl wiS o by (Yoer) S5 9 00 (WY (e 5 b)) Slosss
ol STyl il o,ls o)Ll snds Jlos! (slad s JLE 13 (6 i babcdl s i)l 4 (g o
o & Cowd (6,005 Mate ;0 KBS el i)l 4 ol e 1) K5
S e 8BSl 55 e A8 e bt (V2 00) (gl 8 s ol (sl onplox]
Loyl ks dyg0 Joame JUB 10 (g9 51,8, b &S cul By 839 55 ol kel )
2Dyl g 53,5 6,y g culsy sai STyl 3] amd e 3 sl cou 1) ¢ ynie
A3 o )3 8l cod 1) 6,555 ,5 olie

3 sl cou 1) (6,580,8 ale bd paal ,S50,5 5aSS]l bjyl 0 dus b
AR o

A3 o 5y il v 1y (6)K53,5 aide 4 (s,lly 553,85 BByl 35 5 Ay

Ay o )3 8l cod ]y gg culs, Ksd,8 sasSTyl i)l Y dus b

1. Perceived value



AYQ il W g B39 (3] Comnd S (Joko A1)

bl ol laaly > S paalie ) (S st culs) RS ol
2 en ol (W) olSen 5 kg 5 (Vo)) ool IR0F) ' Sppalgn 29y n e
B9 Slejls & Cusl o ety by plojl CuBge )3 whe lole ()90 ls)
(VAAY) Byg (WA )led 5 (635)) optasne) Bl (gyidie Culd) & sy 4oy
Oele Ole g 390y S oy B Gl e i IS b)) e ol
g oles] pie a8k wul (GBS gpite WBA (gyide Cold) WS plo (V40A)
X835 wolie Cudbge 3 (ol Sajligtn I S K0S cols) w5 bl
Sk Bl e 5o |y (S0, ) S8 ol (VAT (olSan 5 Silu) Cad
Josome a3k 4 bles 5 (6 R82)5 Glasd 5 LY Gpae g w5 4 bl ()58
(VY ol 5 Sbly o) hlSod 5 cypmils) a3 e )3 b s (6,505 e
hy @S80)5 date & (5)bly JK53)5 colo) WS e le g (Vo)) hlSer o
oSl (VRAY) ST cpl pogdle amde 5 b Cod (g)bae g Cute g0
Prie Sy 839 3] dgmt 4 KBS Coldy M (o ol (Yo WY) gmlygs 5 00yg 9 (V20 )
O ly g9 5yl &S cunl (6,505 wolde Ly b3y byl dlel I R0, ol e 0
S)5B3)5 dade J| KBNS (83 pgal dgne cage g WO Gl (6)K83)5 dalke
g 50

Amd o i 8l ot 1) ()5, Nae D g S3)S Coldy A A b

A3 o )3 8l o ) (6,555,5 daie 4 (5)lblag ;K538 culs, A dus )b

Slaels b Bolyie |y T g (VA1) 116K ,5 dade Sy D g
BAUS e &S 6l 4y Ny (D gl AIS ol 5 3,5 o0 I By 3500 (4 e
WS o ol (Voo) Sgl 5 (Sojunile )l o)Ll ans o b3l (g5 & 355 (303 5
g eSys plo 5l ol OVgame 5 088 S Giloplete coge By D g
Sl cage Xy 0D pgal (VAAY) olen g Sl )8 il b e el Y g
2o ol ohag Ga5)] St 4 B 0D gl gl egynl 3l 5 2950 o sl oy 55
@ ply o)l Wiyl cwlio g dbul &5 il asg Wb (K> gow jl Dad 0
Y ) )Ken g (gu5¢) (WWAS ) San o auis) Canl (b yidio )3 (g)blBg dbgl caps

1. Customer satisfaction
2. Holbrook

3. Brady

4. Brand image



L]
. LA

ol & 5 Glebl g Wil el 1) b (583 gl b (6)K83)5 dolie (K25
Ol (Vo)) hiSen 5 e 35 oo (b ] 26 41 1y Lol slosituolss 5 ol e
B b ot dalie o 311y Sb2 S 8abSyal b)) (6)Rb2)S e 0D g ALS o
Ny 52D pgal dpd cage |y 5)R35 dade o] 4 K535 gl Sl 5 and e
&S Cuol oad a3 )5 Jlasyn (6,850 )5 dolie Ly 839 i)l ol dlel 1 (6,885 )5 olie
w3 o 5y il cou 1y ()b )S wolie 4 (¢ )bl

0B 58E s 1y (50,8 dake & (5)ly (553, Mo (b pgas Ve dudyd
...\.E.DL;Q

Casl %2 8329 25)) ol slad 31 (S "5 & )by 15, K83,5 dualle 250 4 (5,2l
92 80,5 0> 1y K 4y (5)bly (V1Y) Jjle 5 sbwslignaily (WWAR cpliguge 5 L SOLS)
& (e S5 oS B pmn (555 dey 53 338 m ol gl e (o)) 5 085
1y ol g5 1y 5 390 By e 35 (58 s > S (e i 3 83 )3 3y
claaoly )3 codS ola o I S gyt (6y0Bg WS o Byme 393 HLLE] 5 yliwgd
Solg Cuenl )by (VAAY) Lol 505 51,8 lgly3 as g5 3590 b a8 sl ob,l5L 3390
o D3 (S ()80 Sline 4 &80 (b)lil Clalidl cuidge A8 o (o S
S583)5 dolie By (5)bly canl (g Apwgdy ()T lany 3 plsl jslaie 4l
29 plie o ol o 4B S o> (6,883 )5 wolie 5 B9 05)] el ol ) S
ol [ K53,5 colsy g By 5l 2T easSTyl oj)) ( and

5 90)blS sl 00d 1)) o3l @l 5 diej ) 3 eudplosl sloimggy I Sy ashl
I Spb slacd gl x5y By (o))l Sl alolid & 555 Jiagh > (V) +) olySen
Sl b (plolony pglaie pldy Sy Wbl j52S )3 ()15 5 B BT A05L oE
loolSizloi (gl By bRy (05 w3 Gl bl Llmgy @l b ploxl S50 5 F-5
BsSTyol CutS Sy aBd gl Wiy 4 ()bl I AS)le &Sl s Yo Jols g
B B3l amd e s Wl el @l peimen iy BaBSTl G5 5 %
2 Slodg BB gpuinr Cuenl Wy By (0))) (o eke dlleds Sy (S8 g (sl
o 0395 515 L5385 6l oy Uiyl syl By 8ABST3) 3« blie

1. Brand loyalty
2. Attitude loyalty
3. Behavioral loyalty



ADY il W g B39 (3] Comnd S (Joko A1)

b %835 5lub (636550 ole B! gy 4395 Glaggy ) (VoY) lly 9 o2
dade I ik 4 oS80S MaB g (6)K83)S dalle Wy bRy )] (6 XE2)S Malle
by o)) ol Az loyy (i ) Ul ye) Ml o gcu By90 Jsbo > (5,550,
lade 4y jS53)5 &5 A8 (o0 iy (IS nglhae |y (pide (S (5835 halle X
3 28T iy (03 pugas Jold Ly B9 (25)] ey ol 50 B3 se Cund (£)Kb2 )5
Ao ol plagh ool @ls sl (6 K535 dale Ly 4 (6)Blg 5 Xy CudS Wiy
e (§NE3)5 dale Xy By b)) dlul den (6,K53)5 dade b K55 Ll (605
3 553 s ol pegdle amd e )8 8l Cos (gl ne g Cute yoboty |y (sptda
Jad (Gpuie p (e (§NB2)S Nale Ly by (8] lul wmdoe (LIS GRagh nl @S
Am3 o )8 b Cos (gl e g Cuto oty (6)S3,8 duado | a3l sl |y Kb S

Ko L5y 8329 o5y dladd Bt BT (oo 42 355 mgdy 1o (WWAY) llSen 5 03lj)
Ly 8329 53 el an Jla ol izl dgte oSS 8 s gy slaJie )3 syl
ol By 215 9 B 4 g)blay iy cutS Wiyl BT Jols a5 ol )8 dngi 390 |,
2B g ol 8y 839 B3] Sl 53 ol s STyl S s Lt gl (gl ol
ol 08329 (55)] 3 (SlodiiS s (658 Jale g 2)1> 8 8309 (5] Sl ol o (ot

Sladys &val (B (g Olgie b 295 Glmgly > (WAY) (en 5 el
4 €y (5)bly il by ) Xy 85y (55,1 Sl g (yidie b bl Co e g ()3
By 859 ) 2 gtde b bLI)) Cupe g Ghgpb Slady &l polis (1B )y
s Slady g gyt b Bl Cupse yais 9 smdpe (L5 Wl Giegly @l by
2T rizen g 30> Ky bRy b5 ORI 2 )bt g e Wb U298 (olo
Y PV e CA T I IR (IO PVSC O OO

Ny 839 oB5) Al (Uolid @ 03 (gl > (IWAY) Cdi> (5)laS 9 £5mld (b
ol Ll imgy gl izl 8 35 5o slael o ) 5 3 ,Skee 3 o 5 g ixieo
elir] Clsiune Wp 4 (5B 0ab STl CudsS ol gtaio Ky 819 0 el dwd oo
Ll Limgs @l ol xS paliv )b L) CodS g oS el b 02 el
2l 5 3,8kee (gl e g st U taio 5 B9 23] B 0 U (e

b Sy By ) 2 S5 eloe (wip @ 398 g 3 (ITAY) o)Ken 5 o3ljigunes
oot Ll sy ey e olKtshy hgeild o 3 o 1 9 S SeBadio 15T
5 Slads dmd o ol gl Smghy s 38 ey 55 |y bl e o CS b g



L)
g "o

by b 2 el b imgly cnl @l elalyy ol JIS,6 0 8525 551 2 IeGge
oo 500 ke 4 Cal 039 glite Ky 89 35y p B g il Lol sl 039y Custo Wiy
ool il 3 8525 (53] 1 e (586 Sy s Slaigebe 5 Cuto 5,8 oy slo

Lz b o)l3l Gy g 5] A > 4B Sl lalllas I (S 4 e ]
8l ooy (Sul L3 Oldllas Lol cunl 039y (6,503)5 bje> > () Oldllae el
ooMedy il ond ploxl (6,%33,5 wolie Xy by 3))) Logad 5 (6)53,5 8je> o oS
Jolse cmd o lis (WWAY) cids o)leS ¢ Fpals abaad ddlas s a5 job lan
o5y e SV game Hib 50 aol (Jle (gl ) LEE Xy 83g b5yl Sl > (edamie
sl a5 Ui ot (gl o8 13l g3 o 3] Oglite sl ySios A5 o Sl |y 15 5
Jolis a8 —loss 15 535 syl Sl 58,5 35, b sl 0 L lie ] 5 1) 1S o
Ooiyl 83,8 Cols) (6, S8 wolie ibd poai (6, SWd,S dake Ny 5l 26T
Okl b Ly b (03] e Can (Jdo —Cunl (6,500 )5 dolie 4y (g blag 5 0 ST
ol ddlls ol gls 9 &l (olpl 928 R85 dolie (3t I (o dltosy
by o)k wolio Sl K83)S byl 2 e Jelge ELS 3 1y bl (e Sl oo

Ny b oyl Cawl 0l 538 Jde cpl 0 sl ssel Y ISS (o igh (gl Jae
2900 (53,5 dabo By il BTl A5 ke a8 canl yuste Jlon Jold (6,555,S Aatio
(8 yN0,S dolae &y (g)bblag g oiSTyal i)l )i )3 culisy (6 )53 5 dolie ad

Sy 5l exacSTal i)l

Aaiio Ly 5l Umlfj

SRS

Jais Ly 4 g bl

SRBS

g3 astdo Jaa ) UK



AOY il W g B39 (3] Comnd S (Joko A1)

Y cwl ole o ol claske oS cwl ldol bl S0 oledol o
o) B Job Al Fr 9 aado YA 5 a0 0) 5 Jleds (5,0 AL Y g adds YA 5 a5y
Lo ool dg2ges 03,5 ajly (lidine) pilez (s> 4 45 @gpeanly (slaanies 4
cle el asie oSl Slel) 4 o] o g oy Coomd g g 0 d9de oS 4
pU & aiye o515 gloosS 1 &S candly ol gaae b 1y o ol Gala 9 52929
Oledol (sl e @oitiyd g lodygl dg2g 4y 1) 39,0005 g 485 deder p 5yl 09535
Qo )d ¥ dgds oo b Bl (W b ladiol yad el sdal My 39100015 Byl 93 )
ey o 4 53l a8 b 9 g gl 033 by Uy Jled b 4
(Y IYAY Ldad) cul jieS 55 (Sagll g 5lgld O dilaie oyl (5 1y cansl 0390
Sdl g dwyo i VPO b o @iipe Bblie )3 5 yie 100+ 39,0005 Ay, Jolgw
e A (g S ye 21> gl lal)d aaw 5 1o VOAD bawgie joboer ladiol yad (003
o ) Syked bl o FE)IeS g 50 VPO b ok (655 5 a2 yli 0jen el (555
NYAY (dad) o)l )15 e V00- el b plisyed Jp g olal Gbls 0 i
sl 030l ¥ S 1 s ol ol At (1)
§5553,5 e dolio 31 5l o el )l 18 ol g )3 g sl ool FYO e
ol 03,5 1958 i |y g B el g cnl 034



L}
.
VAT (biuno oF 5loud & 3,93 ‘dbﬁ/‘m://x ADE
.

L2

g e .

AL
T —
B e s 5 138 10
|_RU
=

orre i

T T .
vy ~ wvey

OWo! e (5,555 5 9 (2Ll pia CurByo Y JSW

o9 H wlibmg )
i3y (slel dnoly sl oiloy = o o S5 5 o)l B i 5l s gy
3 3l03,8 saw ool yas 4 WAY Jlo olo bl 3 oS ol 2yl L, K55 5 5 awws o Jolis
olol nsly S )i oo el 0381 45 Do o+ 3l Lt gl (obol dnaly clie slass &S byl
QoD > (S5 Higed gy 4 gy Ve ooy Miged el oyl )l dguomal gy
ol go 15 odlizal (Y- +0) S 8u58l)) s j) diges w oy psbaieds s )
D Dgd dgl p 390 90 4 b (ke SYdle oL Jde )d dised p s (glp AS o
Sy ged gy wlb GleoR Gl po il Y g LS e Vel 1S gy (slrosls slas
g0l Ml s (gly bl pidn ST LY gladl 5 51 S 5l ol dlaw yua b il
Wges Voo i g ool Liwop YV pols imgh doluiuwy o8 el j gi 0 bl
V2 S bl S sl ) (Y x 8 =V8+ ¥ &5 aib) diged Ve i b () &S i)
(il sodld ()gld S (olp s 4B S iy Yoo diged o )b gy 3 dlaw
S ab 2hb Giagh laysie divej > (agh Ay yope b ey YV gl sl



ADD il W g B39 (3] Comnd S (Joko A1)

BUdCgner Gaysie & bgpe o laon ¥ g (g (ol (baysite 4y bgipe iy YA
sglaiody Ab gy ol Bl g lsiee 2oy pols delidoy glg) b g o sl ]
58355 g bl e g a5l Jl (olaas )il > slisiany 1t Igixa ol A0l g g
oMol ol Jloel b a8 Jloel |y 358 oMol s b 05 dnadgs li) §) g o5 )3
sy o013t spkiods s 1 30 o lgime 2y i 5 g delisny ol s
LS ol U Ad duslors dolidioy (glajyiuoy 4 bgiye Slole jb ol Aol 85l
O Sl (ele )b 4 bgipe gl 058 Bl 0o i il 29, /0 5] 28 ledl ke
g 39 200§ by doliihunyy (slo oy God ole J aludss ud 00 €\ gl
oy 21 oS 3 slagyiunn &S 5l g i B dsliidny (Slagytan | Sog o icnle
sly o pd onl sl 0ud okl £lig)S Wl oy dolidinyy (bl (o) g D 03
dplee oo ©jgoy gl sbysite | Supp gl g cusl 032 +[AD Ll ol y JS
amd o 5 #ligyS il oy gl 4 ool sl 035 €)Y g )3 o gl &S 45

09o) 9 Lhegl (slaedl gy glaieds Cusl Jla)gSy (gslie 2Ll ) 350 delitisy
ol 015 03\l LISREL 4 SPSS ()bl (sl l33la 5 ¢  bluiwl § bwogi ol 5l daans

OiRgF SR 5y dole U)o

IV VF ole b By OBy (S puiie
-/ $A Vo IS )
A \# -IvY \
- IvY s % ¥ §y353,8 Db 5| 25T
Jaie 4 (g )blig

-I8Y A e -IV¥ ¥

S5
-Iv$ V4 -Ivs )
-Iva Y- -I5¥ 5
-IAD Y) -Ivy Y Made SBD g
/S YY -I5Y A Pces
-/va Yy N2 A
NG Y¥ .Jo5 Y.
-/0A Yo s es < IYA W

49 ol
-IAY v oSS T X’ 01505150 33l
-/oY Yy

-Iva WY

<IYA YA




.
VWAY (yliaano oF b loud & b9 ‘dbﬁjt - L ADS
g "o

GR35 ytie Elig S W b g B iy 31axi Y Jga>

B by s Elig,S Wl o B A )
b </AY- §y5d)5 Maba | 25T
¥ < IVYD /553,85 Aaile 20D yyg
¥ <Ivay oxsSTyl i3l
s < IY0- )5 euls,
a <[AYD 6)553)S Juaiio &y (5 ,15l6g
o9 sbadl

Sl Sihe Il olaie play cwl ol &l imgh (clbaBl jimed I Cuewd cpl jd
Sl 5l ool jolatads .l osds &)1 ¥ Jgan 3 (glol Bges slacl dliscanes
WS o M5 1y (bl sl padls JlBla s cnl )3 yewe Jdou & cully 4> 1L LISREL
Yo louin yaSusl S5 Lasls sl canl il LB o gl 5 Jgske (sasuie 3L 5 oS
b slme ol lp ¥l 268 alie ] e st (ool dapy 5 XU g I a5 cl
Y ol sl +/A ) 35S b g (AGFT) llail lie el 298 0 (A Csllae
basi)luin 9 (NFI) (Sl sadjlxin (GFI) (bjln (2556 sbpadls yly /A
oy pogMe Canl Hoy05 1 pgllae b3l 5l Jde &S cunl cpl Baias lis (NNFI) (S5l
ol ol Lo la ol b adls bl ol ol +/V 5l 2SS RMSEA (a3l l5ee
slaadls gl oy gxe polie cunl odel Jodo ol 13 a8 jobjlon .l ¥ Jgas 700 4
&S o Colos LISREL l38le 5 5 oslitwl b g Jdo yoo o g0l 51 Jio j55lp

Solol Wges slasl B Ubures B Sy Y Joso

Ad 3y @.ua.o @'5';3 th9)§ Lh)'.'."“""
Jbis ..“ .9

110 Jabie M4 50

Y Yol S AN )

vy Yooy y. ook

V¥ ¥e-¥. o o olos Mo

¥\ fe-b- a. v

v be ) b o AL blie

1. Normed Chi-square Index



ADY il W g B39 (3] Comnd S (Joko A1)

Joo il s ad Ll F Joua
X?/df AGFI GFlI NFI NNFI RMSE

AR /A <Ay <Ay AN efe¥y.

0SSl G5yl 5y R85 e Wiyl (AT (hmghy cunss s Sl eluly
SPire Sogon 1) (§)R83)5 dalle 4 ()bl 5 date J8d pgal KBS Culs)
4 basyd ol Glptcups cul osel ¥ Jgis 3 oS jsblan aad o J3 5l coo
a3 b Yoy Mmoo S5 iy ) sl BIDF o FIAY IEY SIVY | s sy
G55 5SS Nade Ly ] IS e @D 3 g sdie dab Ghag
Gygods ) (6 R00)5 dale 4 (5)blhy 5 Lale (83 pgal KBS Cols) wisST)l
S ol odal O Joda 3 oS jeblon wmd o jLE 5l cov e g Cute
Gl Ve g YV /YN /¥ b ply c g ans s ks ol (B)

Saio Sl oad S|l (hj)l WS ol pob agh wlin g wald ey sladns )b
b S83)5 sy 5 6)X83)5 dale 4 (53D «(5)X03)5 Lale (203 pgal (555
Slpt cups ol osel B Jgio 55 a5 jeb o wmd o )8 8l cot (gl ine Oy
dw cpl am o i colps cpl Gl YAA 5 YAY SV Ll e pa aus s oyl
2Dy (553,85 dade 1 0nb S|l b)) €S ol cqpinl Jl Bgbse dl b
59558,5 i ] 1y 53,5 ol 5 (6)53,5 e &y (6ol 05,K55,5 i
s Conl 03l 0 Jpor 13 48 ysbolan w0 )3 b Co8 (gl e 5 Cuto & s,
Gl VY g YO < INY Ll s g as 3 cpl (B) o

SSB)S dade [ KBS Caldy wad o (LS pSl Gimgh o 9 wis sladns )b
P 86 o8 (g foie Sygots |y (655008 Sale 4 (50l 5 (6,550,5 dale ind g
G YN L ply cpa baws s ool lpt cops ol odal & Jodo j3 aSyeb b amd o
31 95 g0 Al vt A 3 Lol 5 o duli wiia dusyd aind o LS culps cpl ol /1Y
b @585 dade o) pgal (X35 dale | K35 olsy O lgie w9yl
Mo & (50lg (6,86 S bl cmde B b Cov (gilaine 5 Cute Cpgon,
ol <IN 025 403 (B) (sl oyl 0l B Jodo )3 oS jobo e 505 (¢ Kis S

ol 4 (6)bly ()Si2)5 sas (0D poai dmd o L pSb hagh @b dud
oy Canl 0301 O Jods 13 oS job lon and o 8 3l Cot gyl ne gty |y duade



.
.

yyay Ob‘“"") & E)Lowa & 3)93 cd%/‘g/ﬂ AOA
.

L2

gyl 3l g oo .\UL o3 dud B amd o i o Cpl Cwl YO aus,8 pl sl t

ot ()3 gre Sygods |y dade o] 4 (6)1lg (6,550, uake Smd paal CuiS lgi e
IYE ansp ol (B) Gl cops wul ol O Jodo p3 45 jeblen a3 e 5 5l
Hasl g ol yips K3, 05 (6,005 dae (a2 gl 4> b o wlal ply fcwl

Al 29 (£)S5)5 Mo )] 4y [K53)5 (5, by cuils

gy Wl Aods D Jgse

e Bt O3 S b
b I B e ) b cos ]y ,K5,5 8Tl 35yl (6,8 Ll K5y 5 BTN B b
st Y /Y A3 o yly3 sl o 1) ,K0,8 ol (6,553)5 daie by BT Aoy
sl MY ¥AY 30 3 il cou |y saie o ad gl (6 R53,8 Mt Ky jl BT dus b
J..;b AN ISP )ghgﬁl))iéa)fd)lau9 S SN52)S Naiio My gmlfi ¥ &y
J..;b DAL VAR RUSIPS )l)é);;bw::l) SRS Jate Jad poas S8 8BSl i)l dus B
awb v vAy a3 o 8 5l Cos |y (6, K83 )5 daie 4y (5 by ;K3 S 5SSl 35 5 s 3
b MY VAN Amd e 55 b o 1) oy cals, K8 BTyl 35y Y Al b
AW AL /A n3 e 518 5l cov 1) (65835 dade (B gl K535 Culy A s b
3, R Y A u ..\m@)\)é);;b‘wdl)d)im)iqu)blésx)im)fqu):‘\i\,,o')é
.x.;b DA Viad AR o )l})gkml) o535 Mado dy (5 By (6 Kibd S Mae D pouai i)+ dusyd

SF oY b S ) Limgd clans s 3kl culys gt valte slis cyly)s

F.95—

EWARNES 3

) 045

t- value pslie ¥ S5



ADA il W g B39 (3] Comnd S (Joko A1)

1.00—| AWARNEEZ

3,10kl gl g F JS5

L olgiin 9 (5 5 40
F K plie > olodol b X5y B9 (B5)] e S Jhe (g pol Siagh San
pow 93 (Jol sloans b (goil | Jols @l 35 ()l )5S (6)Kb0)5 Aolie 1y ke
ol ) ol ol oy (o)l s g cute il (6)K53,5 Made 4y (5)bly ¢ dade imd
5 0l 3 (V+00) oot Y++F) g3 dlon 3] oy o) Kingsy (slaaily b o b
(53,5 culsy w0as STl 350y )b sme g Cute pil (6)K53,5 Made Ky il 2T
6y53,5 dolio I a1 aS bl 5l s)ls (6,%55)5 dade 4 (g)blg g dao JBD yyguas
Ored 5 uslio (g 5 (e LI bl Bk I TS 06 b K85
A ialisl (6K ,8 wolie 1) Ll BT ¢, 555,5 cly Lol e balyd 03,8 wal,
e (6y9hbay (el (lalug a5 3l 153,58 4 olae Bl g Llaa les o ol pogMe
OU dn dps)d dw 390 50 Loy slaal Bl ()R035 shale dlteds ledosl
O o)bly (5, K505 Mate bd paal (6,NED,5 Mate | eadSl b5l & dad
P e g Cute Sygods (6,5d,S dabe o] 1) K>S cold, g (,555,5 dade
oz ) oy Sy aidl b bans ol 5 Jols gl amd e yl)5 53l cos



L)
g "o

)l Slyen g ciillas (VoAV) G 5 (Voo ¥) 05l 5 01998 (V1) olEVL (VAAY) 1518
basSTyol (55, b S (5 (6,8K53)5 dolie (e g laasiio 39 0 duogi g)cn! ]
STl GR3)5 B 295 S b glate cplay b Gl ()R85 daile I ]S85 )5
Ol ekiio cplay sl awil lbdl e ol & oasal) Gloas o bl TS
basST)l (03] dgme 4 B 08 Jlesl (K035 cato slaisy p Iy Y sla ]S
I R85 coldy o lis (gl sloaill (65503 (iu 2ed e (K53)5
Cypods 1) (6)N83)5 dade 4 ()bl 5 (5)XB)S Mafle 8D pgal (5)NED,5 Ll
oz 3l oy oSimgly (slaaidly b e b oyl ol m e )13 8l o (gl ine
Cilae (Y1) hlSen 5 (J sladidly b g 3)b Slyan 5 cirllas (Y+1Y) 0L, 5 Sy
L b s (B wl a5 ob)lib glaasts 5 olute gycnl 5l 2)ls Slgen 4
pold pldol (6)553)5 wade 4 1) il i ()bl Slage oS80S cols,y (a3l
Sl Sl (L)l 5 caloy )l Ll o (oxisylai oy Sl Blgie 1y )8 cul 8
ol bojlauin (6)155 0 cpl pogMe b pbxil ( Bolal ©jgod (5)RED,5 Made
S 583,5 dalle (8 pgad Cubly STl Gl i s g S 0 il |y of,S00)8
sloadl ooy bl Gl 5 (580)5 dale 4 (5B 5 Wb 290 (K525 35
Sopody |y date o 4 (5lBy ((6,550,5 dake (D ygal amd e Ui Sl ingh
Oy O Siagfy (Sl b bans b oyl ] Jols ol ma e )13 48T cov (g o ine
(W) hlSen 5 sije g (WAP) ohlSen 5 (i (Vo 0)) ohlen 5 Jise dlox
X85 blil plaasie 5 olpde 39800 dogi gycnl Sl )b Slgen 5 cilas
35 1) NS aolie (gad pgal (ugp bl g Cllds GRlENL s (B
SSB,5 dade 2y90)3 (olaply gy Cully dag Wb anll aisy g oS80S
Sl plo & ledbl el Jlinl & bl cuty cage ogill (K505 o Gl
ORBgR Bl dale dg0 (6585 dale dlteds ol jed e onE)d 2gd e
02l Cuwss Cudgite Cuwl dLEl  lacudgiste ¢ dislen Cldlas plo yoed ol
e Ol a5 Bl 5 atn dolidun ) oolil .coslaodly (¢ yglaes (gl dtus dolidunyy 5|
CLl 1) oddipmsd (i ) gl jS canl Cibge odimdgly 5 WS (o (6 xS gle saimdFl,
o slb39seS 5 Cles Vg5 o A Aoy HUS )3 dvliaa b b Galisy 51 o3lisel 1S
2 aelas bl Aol p 5l o Stmghy plo 39500 dvogs gycnl 548 olye 3920 1)
¥adi) @l & ol Gimeh @ b ol @l duglie b 5 odlisel dtuy el ,US



A il W g B39 (3] Comnd S (Joko A1)

ol @il lse JStio b 1y of (s ppdymrens o p3l (g pod Cudgiome Al Cund
solio plo 4 1y o b5 Hgie 5 Casl o plogl ol s > adllae ol &S ol
pll (6)565,5 dolie plu )0 idgh cpl e o duogi gyl |0l puesi (6, K0 S

W8l Cuwd (e gl 4 9 3)5 Awlie ;XS L) b (s U g

References
Aaker, D. A. (1991). Managing Brand Equity, Free Press. New York.

Aaker, D. A. (1996). Measuring brand equity across products and markets,
Californian Management Review, 38(3): 102-122.

Aaker D. A. (1992). The Value of Brand Equity, Journal of Business Strategy,
13(3): 27-32.

Ahadi, P. (2013). Developing a model of brand equity for services organizations
based on the identification and analysis of the effective factors: Sepah Bank
as a case study, (Unpublished Ph.D. Thesis), University of Isfahan. Isfahan.
(In Persian)

Assael, H. (1984). Consumer Behavior and Marketing Action, California.
Wadsworth.

Azizi, Sh., Jamali, Sh. & Sanaei, |. (2012). Developing a model for the effective
factors on employee performance in banking sector (Case study: Keshavarzi
Bank). Journal of Business Management, 4(3): 89-104. (In Persian)

Baloglu, S. (2001). An investigation of a loyalty typology and the multi-destination
loyalty of international travelers, Tourism Analysis, 6(1): 41-52.

Bandyopadhyay, S. & Martell, M. (2007). Does attitudinal loyalty influence
behavioral loyalty? A theoretical and empirical study, Journal of Retailing
and Consumer Services, 14(1): 35-44.

Blackston Observations, M. (2000). Building brand equity by managing the brand's
relation-fig. 3., Simulations of brand equity and shareholder value in terms of
customer satisfaction. Journal of Advertisement Research, 40(1): 101-105.

Blain, C., Levy, S. E. & Ritchie, R. B. (2005). Destination branding: Insights and
practices from destination management organizations. Journal of Travel
Research, 43(1): 328-338.

Boo, S., Busser, J. & Baloglu, S. (2009). A Model of customer-based brand equity



.
YA by F 5ylowd & By9d cddlt -l ASY
. L2

and its application to multiple destinations. Tourism Management, 30(2):
219-231.

Brady, M. (2001). Customer orientation: Effect on the customer service perceptions
and outcome. Journal of Service and Research, 3(3): 241-259.

Buhalis, D. (2000). Marketing the competitive destination of the Future. Tourism
Management, 21(1): 97-116.

Camarero, C. A., Garrido, M. J. & Vicente, E. (2010). Components of art exhibition
brand equity for internal and external visitors, Tourism Management, 31(2):
495-504.

Chiou, J. (2004). The antecedents of consumers’ loyalty toward internet service
providers. Information and Management, 41(3): 685-695.

Day, E. & Crask, M. R. (2000). Value assessment: The antecedent of customer
satisfaction. Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior, 13(1): 53-59.

De Chernatony, L. & McDonald, M. (2003). Creating powerful brands in consumer,
Service and Industrial Markets, Butterworth-Heinemann. Oxford.

Dehdashti Shahrokh, Z. & Kabhiari Haghighat, A. (2014). The effect of industrial
brand equity on the performance of brand from purchaser’ perspective,
Journal of Business Management, (House Hold Utensils Producers as Case
Study), Journal of Business Management, Under Press. (In Persian)

Ebrahimi, A. Khalife, M. Sameezadeh, M. & Hosseyni, S. M. (2013). Investigating
the role of the sales promotions mix and customer relationship management
on the dimensions of brand equity in order to increase brand loyalty. Journal
of Business Management, 5 (3): 1-18. (In Persian)

Ebrahimi, A. H. Kheyri, B. & Yadegari Niarki, S. (2009). Evaluating the effective
factors on the customer-based brand equity (Case study: Six ranges of
consumer products in Tehran Refah Stores). Journal of Business
Management, 4(3): 165-185. (In Persian)

Ebrahimzadeh, |. Kazemzadeh, Sh. & Eskandari Sani, M. (2011). The strategic
planning of tourism development with focus on the religious tourism (Case
study: Qom City), Journal of researches in human geography, 76(1): 115-
141. (In Persian)

Faircloth, J. B., Capella, L. M. & Alford, B. L. (2001). The effect of brand attitude
and brand image on brand equity. Journal of Marketing Theory and Practice,
9(3): 61-75.



AFY il W g B39 (3] Comnd S (Joko A1)

Ferns, B. H. & Walls, A. (2012). Enduring travel involvement, destination brand
equity, and travelers’ visit intentions: A structural model analysis. Journal of
Destination Marketing and Management, 1(1): 27-35.

Fesenmaier, D. C. & Vogt, W. S. (1993). Investigating the influence of welcome
center information on travel behavior. Journal of Travel Research, 32(3): 47—
51.

Ford, K. (2005). Brands laid bare: Using market research for evidence-based brand
management, John Wiley and Sons. Chichester.

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish
experience. Journal of Marketing, 56(1): 6-21.

Gartner, W. (1993). Image formation process: In communication and channel
Systems in Tourism Marketing, Free Press. Fesenmaier.

Gilaninia, Sh. & Moossavian, J. (2010). The effect of brand loyalty on the bank
brand equity from customers’ perspective. Journal of Marketing
Management, 5(2): 103-121. (In Persian)

Goodall, B. (1993). How tourists choose their holidays: An analytical framework. In
marketing in the tourism industry: The promotion of destination regions,
Goodal Press. Ashworth.

Haghighi, M., Alavi, M. R. & Sarafi, A. (2007). Presenting a model for customer
loyalty in electronic markets. Journal of Management Knowledge, 20(3): 15-
32. (In Persian)

Hassangholipor, T., Esfandiani, M. R., Sajedifar, A. A. & Mohamadi, E. (2012). The
effect of electronic services quality in creating online customer satisfaction
and loyalty in financial services: The companies of Tehran exchange as Case
Study. Journal of Urban Management and Economy, 1(3): 57-77. (In
Persian)

Hamidizadeh, M. R., Balaghi Inalo, M. H. & Atayi, M. (2014). Examining the
effective factors on the promotion of brand equity with focus on the corporate
image and promotion (Case study: Hamrahe Aval operators). Journal of
Business Management, Under Press. (In Persian)

Hankinson, G. (2005). Destination brand Images: A business tourism perspective.
Journal of Services Marketing, 19(1): 24-32.

Hem, L. E. & lversen, N. M. (2004). How to develop a destination brand logo: A
qualitative and quantitative approach. Scandinavian Journal of Hospitality &
Tourism, 4(2): 83-106.



N
yyay uw) A Y E)w & 3)93 cddlt ;4'/40 ASY
. LXJ

Holbrook, M. B. (1994). The Nature of Customer's Value: An Axiology of Service in
Consumption Experience, Sage Publications. California.

Hosseyni, M. R. & Rezaei, M. (2011). Examining the effective factor on the brand
loyalty in dairy products market. Journal of Business Management
Perspective, 5(2): 57-79. (In Persian)

Hosseyni, S. Y., Moossavi, S. A. & Ziayi Bide, A. R. (2013). Presenting a model for
employee-based brand equity in business insurances of Yazd province.
Journal of New Marketing Research, 3(1): 1-16. (In Persian)

Hussein, A. (2012). Customer’s satisfaction and brand awareness (Case study:
Bulsho cooperative, Finland), (Unpublished Bachelor’s Thesis), HAAGA-
HEILA University of applied sciences. Malaysia.

Janiszewski, C. & Osselaer, S. M. J. V. (2000). A connectionist model of brand-
quality associations. Journal of Marketing Research, 37(3): 331-350.

Johnson, M. D., et al. (2001). The evaluation and future of national customer
satisfaction index models. Journal of Economic Psychology, 22(2): 217-245.

Karbassivar, A. R., Taherikia, F. & Bandpey, A. (2011). Examining the relationship
between selected marketing mix and constructive factors of brand equity
through aaker model in increasing market share of house hold utensils (Case
study: Snowa company). Journal of Management (Researcher), 4(8): 29-44.
(In Persian)

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1): 1-22.

Keller, K. L. (2003). Strategic brand management: Building, measuring, and
managing brand equity, Upper Saddle River, Prentice-Hall.

Kia, A. R. (2012). Examining the effect of company abilities association and brand
awareness on the re-purchase intention and the mediating role of perceived
quality in purchase decision making process. Journal of Marketing
Management, 14(2): 89-104. (In Persian)

Kline, R. B. (2005). Principles and practice of structural equation modeling,
Guilford Press. New York.

Konecnik, M. & Gartner, W. C. (2007). Customer-based brand equity for a
destination. Annals of Tourism Research, 34(2): 400-421.

Kwun, J. W. & Oh, H. (2004). Effects of brand, price, and risk on customers’ value



AFD il W g B39 (3] Comnd S (Joko A1)

perceptions and behavioral intentions in the restaurant industry. Journal of
Hospitality and Leisure Marketing, 11(1): 31-49.

Lee, S., Jeon, S. & Kim, D. (2011). The impact of tour quality and tourist
satisfaction on tourist loyalty: the case of chinese tourist in Korea. Tourism
Management, 32(1): 1115-1124.

Mohamadpoor Zarandi, H., Ghaderi, J. & Tabatabaei Mozdabadi, S. M. (2012).
Developing a model of self-evaluation for increasing customer satisfaction
(Case Study: Urban services organization). Journal of Urban Management
and Economy, 1(3): 37-47. (In Persian)

Michell, P., King, J. & Reast, J. (2001). Brand values related to industrial products,
Industrial Marketing Management, 30(5): 415-425.

Murphy, L., Moscardo G. & Benckendorff, P. (2007). Using brand personality to
differentiate regional tourism destinations. Journal of Travel Research, 46(5):
5-14.

Ooi, C. S. (2004). Poetics and politics of destination branding: Denmark.
Scandinavian Journal of Hospitality & Tourism, 4(2): 107-128.

Pike, S. (2005). Tourism destination branding complexity. Journal of Product and
Brand Management, 14(4): 258-259.

Prayag, G. & Ryan, C. (2012). Antecedents of tourists’ loyalty to Mauritius: The
role and influence of destination. Journal of Travel Research, 51(3): 342—
356.

Rahimnia, F. & Fatemi, S. Z. (2012). Examining the mediating role of customer-
based brand equity in the relationship between customer relationship
management and brand image of five-star hotels of Mashhad. Journal of New
Marketing Research, 2(1): 73-92. (In Persian)

Rahimnia, F., Fatemi, S. Z. & Harandi, A. A. (2013). Examining the reciprocal
effect of customer-based brand equity (Case study: five-star hotels of
Mashhad). Journal of Business Management, 5(4): 1-20. (In Persian)

Ranjbarian, B., Rashid Kaboli, M., Sanayei, A. & Hadadian, A. R. (2012). Analysis
of the relationship between perceived value, perceived quality, customer
satisfaction, and re-purchase intention in Tehran chain stores. Journal of
Business Management, 4(3): 55-70. (In Persian)

Rodriguez Del Bosque, I. & San Martin, H. (2008). Tourist satisfaction a cognitive,
affective model. Annals of Tourism Research, 35(2): 551-573.



N
yyay uw) A Y E)w & 3)93 cddlt ;4'/40 ASS
. LXJ

Shafaghi, S. (2002). The geography of Isfahan, University of Isfahan Press. Isfahan.
(In Persian)

Shahhosseyni, M. A., Ekhlassi. A. & Rahmani, K. (2011). Brand equity and
consumer purchase pattern, Journal of New Marketing Research, 1(3): 63-78.
(In Persian)

Simon, C. J. & Sullivan M. W. (1993). The measurement and determinants of brand
equity: A financial approach. Marketing Science, 12(2): 28-52.

Song, H., Veen, R., Li, G. Chen, J. L. (2012). The Hong Kong Tourist Satisfaction
Index, Annals of Tourism Research, 39(1): 459-479.

Torres, A. & Tribo, J. (2011). Customer satisfaction and brand equity. Journal of
Business Research, 56: 1089-1096.

Tsai, S. (2005). Utility, cultural symbolism & emotion: A comprehensive model of
brand purchase value, International Journal of Research in Marketing, 22(2):
277-291.

Yoo, B. N. (2001). Developing and validating a multidimensional consumer-based
brand equity scale, Journal of Business Research, 52(1): 1-14.

Zargham Boroojeni, H. & Barzani, H. (2013). Pathology of Iran tourism brand.
Journal of New Marketing Research, 3(1): 63-80. (In Persian)

Ziviar, F., Ziaei, M. S. & Nargesian, J. (2012). Examining the effective factors on
the customer satisfaction through SERVQUAL model. Journal of New
Marketing Research, 2(3): 173-186. (In Persian)



