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Abstract

This study aims to explain the role of the tourist image of the tourist destination on destination value co-creation by
focusing on the mediating role of destination love. The target statistical population of this study, in the qualitative
phase, are tourism industry experts, university professors, and in the quantitative phase, domestic tourists who traveled
to Iran's tourist destinations from April 2019 to January 2020. For data collection, the purposive sampling method was
used to select tourism destinations. Then, the available non-random sampling method was used to select tourists from
selected cities to answer a researcher-made questionnaire. The validity of the questionnaire was confirmed by the
professors and experts in the tourism industry using the content validity. The reliability of the research questions was
measured using Cronbach's alpha and composite reliability. To analyze the relationship between research constructs,
structural equation modeling with a partial least squares approach was used. The results showed that the research
model fits the collected data. Furthermore, the findings show that destination image has a positive effect on destination
love in two dimensions including cognitive and emotional. Destination love also mediates the relationship between
destination image and value co-creation. In addition, based on the findings, cognitive image and emotional image have
a positive effect on the value co-creation in the destination. This study improves the mental image of tourists towards
Iran’s tourism destinations and develops the realm of knowledge about the value co-creation in the tourism industry,
which is less seen in previous studies.

Introduction

Many of the current tourist destinations have not yet been able to create the right image of themselves in the
tourist's mind as it should, in order to attract the desired behaviors of tourists. One of the most important reasons for
this is the lack of knowledge of tourism actors about the value of tourist participation and how they participate in
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tourism activities. In addition, due to the lack of proper treatment of tourists, as well as negative media propaganda,
many people around the world do not have a correct idea of the beautiful and historical country of Iran. Active
participation of tourism industry actors and beneficiaries in the value-creation process can lead to greater adaptation
of services to the needs and wants of tourists and thus improve services perceived by tourists. Considering that
limited research done to improve the image of Iran's tourism destinations, this study first identifies some of the most
important dimensions and components of value co-creation in Iran's tourist destinations and then investigates the
impact of the tourist's mental image on it, with the mediating role of destination love.

Methodology

The method of this research is based on the purpose of developmental research. In terms of nature and
method, this study is descriptive-survey. In this research, a combined approach (qualitative and quantitative) is
used. In the qualitative stage of the research, the statistical community includes experts in the tourism industry
and university professors in the field of tourism. In the qualitative stage, the purposive sampling method was
used to select experts. The prototype members are 11 tourism industry experts and managers of some of the most
important tourism companies. In the quantitative stage of the research, the statistical population is domestic
tourists who have traveled to selected tourism destinations including Isfahan, Tehran, Mashhad, Shiraz, Rasht,
and Sari in the period from April 2019 to January 2020 with the aim of tourism and pilgrimage. In the
quantitative stage, first, the purposive sampling method was used to select tourism provinces and cities. Then,
available non-random sampling was used to ask tourists from selected cities. A researcher-made questionnaire
was used to collect the data in the quantitative phase. Then, 495 questionnaires were used for analysis. For data
analysis, the structural equation modeling approach and smart PLS software have been used.

Findings

According to the results, most of the sample members are in the age group between 30-40 years and the least
of them are in the age group of less than 20 years. In addition, 244 of the sample are women, and 251 are men,
which make up 49.3% and 50.7% of the total sample, respectively. The frequency distribution of the city in the
sample is such that most of the people in the sample are from Shiraz and the least from Sari. Regarding the
criterion of education level, most of the sample members have a master's degree or higher, and the least sample
members have a diploma. The research findings show that among the research variables, the highest value
(0.467) of the path coefficient is related to the destination’s emotional image. Therefore, this factor has the
greatest impact on destination value co-creation. This shows that creating a suitable mentality of the destination
before the trip and strengthening it during the trip caused positive feelings of the tourists towards the destination
and consequently the emotional reactions of the tourists toward the local residents of the destination and tourism
agents. Also, the brand of the destination becomes stronger and this makes the tourist's sense of responsibility
towards the value-creation activities in the destination increase.

Conclusions

This research tries to create a suitable image of Iran's tourism destinations and provide the necessary
platforms for creating value for the tourism stakeholders. The findings show that the destination image has a
positive effect on destination love in two dimensions: the cognitive image destination and the destination’s
emotional image. The tourist's love for the destination also facilitates the relationship between destination image
and value co-creation as a mediator. Another finding of the research is the positive effect of cognitive image
destination on destination value co-creation. This finding shows that tourists who have complete and
comprehensive information about the value-creation activities of the tourism industry actors in the destination
are more willing to participate in the process of value co-creation with tourism actors. Another finding of the
research is the positive effect of the destination’s emotional image on value co-creation in the destination.
According to this finding, the existence of a proper emotional image of the destination creates a sense of support
for tourists towards the destination. Tourists who consider themselves pro-destination have better interactions
with tourism actors in value-creation activities. Based on the results of this study, it is suggested that the actors
of the tourism industry try to change the mentality of tourists about the destination by creating appropriate
interactions with tourists. In addition, focusing on creating emotional bonds between the tourist and the
destination increases their loyalty to the destination and provides the necessary context for tourists to participate
in the processes of value co-creation.

Keywords: Value Co-creation, Destination Love, Destination Cognitive Image, Destination’s Emotional Image,
Tourism Stakeholders, Selected Tourist Destinations of Iran.



28 bl olaees
\Fe ¥ }:‘_‘i (0')@\,’1 oyleds e °)L““:‘ Lrh.}}:w Ju
VEYO/YA Ly @)U AMEAVARVi G| FRTY 'cub”

\ =YY ‘P
gy Yl

alllao) o 4 Bl (Polo B B b B30 5 ke B (5 K03 F o I K5O T Jad pod b
(Ol G R4d 7 Lominn wwolao HO ST

Tl ol ooy dlex ! adbowste dxe
O ! eOlgionl c)lginn! o8&l Ll 5 (sl p sk 8aSCals (g ke 03 S sty
m.shafiee@ase.ui.ac.ir
Ol Dlgheol cOlgint ol 0y ke 035 eladl 5 (6l psle 30SCasls ¢ gl 3l (587> a 5T j2ils ¥

Wl e g e il 2B ASTT L 355108 e Gl 6 R0 8 s S| Ko § a8 5yl 1B 0 oSl i3, e
SaS ol s o Ko 8 28 il o s 5 a8 il Olsbiwl 5 6 K § Cmts 0 5 ¢ iS A o 53 bl g (s LT el
36 85 8 ol Sl 5 La osls (6503 ,8 (6l m a3 ol 3 bles S i Ol (6 K3 5 dolie & WWAA Sl ole yogs b s |
ST b (8w ) Sl e Aalitin ;S gl 55 5 e (gl g 0 8053 8 sl (gl 5 iaba (6,8 0 5m0 b
L s L sl o oLl 5003 S ol lgmen ola) b1y aelidn 5 ol (6, K85 8 Cm Ol IS 5 Okl A o3bizanl w2 y5 53
3lwdie 31 s (sl oy LI s (6l a3 ol 53 mpan o (6,8 01 S o gl 5 L S WIT 3,1kl s
omuag‘w.wb&,’\jm;bgﬂ,ﬁJbS;l;QL’;&y&@u A osliul S Ol pe Jilis :JQ_)JQL;J\.",'L.@ sladlsles
o daie g i 8 Gt 53,8 oo Cote Sl s & Gl e ble o 5 e LD u5 93 53 Aude i S 5l
G (AbLe s 5 (S o5 Bl il (e A 2 350 |y 5N ES e Gl g Al g DL ls Ol 5o
Ol (6, K3 8 dolio s o 0L K55 8 03 3 505 3500 b b ol s 25557 5l gy 3505 Cte il daite 55 3550 &S i

.@‘oua%:ﬁ&éuﬂjﬁ)s|J.L)'§>}.:a@)ﬁ&ﬂ)ﬁ@)é&j)\é{ﬁ&3)\3))&\))4,453&»}3’

65 8 Codita Lolia (g K 5 Olaiied (haio ible p g (huzie il godd cleaio 4 Gh0 ¢35 &S e Gl 0 519Ul

Ol

I3 o ok 5 3

2228-7744 © The Author(s). Pulished by University of Isfahan ®' BY NC

10.22108/NMRJ.2023.136598.2848




VEOY 5l (00) (gl oxbeh cpsm oslad cons s Il ¢ 5 253k Dl / ¥

555 oo DLaish 5 Jalse ey OS5l
e el e G e 1 G AT 3 s
canys s Kb 8 glacal g 5 Lajli L Sl
Dwyer ) s s Kis 8 (6l odsiS s Sledst 3 5gs
1 §30nze ghlie (Jltb S Lie ! (& Kim, 2003

JLos 4 (Ol dmsl) Cato ol Olaii3 b sl
3 e il 3Bl e gdls 48T (g ) sl tils dal
Vargo & ) cao ol 53 o5 a8 s S
53 1y deaie 3l qwlie 5 sead Ll g5 s (LusCh, 2016
Ot sl (g 5 S sl O K5 S e

.(Hosany et al., 2006) s 32 tzis

3 5d gm odel 551 S in Gl Ol ge 4 SUae

=l ol 5 SYLal,, (France et al., 2018)

S5t Ol smsans 5 (o3 e 5l sl 1) gk
i 8 (S s ) G T8 5o (6 e
ssba .(Prahalad & Ramaswamy, 2000) s S

)Mr:@_muij)!é_ls)sol_’.éjébi_,w

dsber AT A5 pEE Sl e S se
.(Ramaswamy & Ozcan, 2014)
53 s 8 oS ) lie 45 Sl 50 Lepde
Ranjan & Read,) 3,15 0T 5 55 5 o500 Gl AT 3
daalr) (6 K 8 Olaiisd ple &K, 5 ik (2016
OSule 5 G Murphy, 2013Smith, 2012) (0L ;.
s (Karayilan & Cetin, 2016) s & i3 5 Carw

.\_:;U 54y Slalllan 53 5550 Gl AT 3
) 0l

S Olge U gt s VA0, 5 g lie

S 5 A 3 5 5 33y 53 K53 5 b

die ki a3 g e 1y S 8 ks 36 0lgiel

dodo W)

)Dwﬂngﬁw&sﬁﬁbf

Hashim & ) ls Laplwil Sasjcis

mohammad Shafiee et al., ; Jamaluddin, 2022

il Bl sl b o Kis § aolie o) 5,0 (2013

Qw%éu‘)}obc@UJQ}AgﬁS)ﬁﬁ

5 i bdess) Al anils ) 0 Kas 5 slalols

Aol 31 6l o Solsa (WFAY O, L S
1A g5 (el gL S 50T a6 Kis &
soloul Kss 8 ad 31,35 3l owle gl
sy ey 0,85 8§ o pllas slalis; 0T JLisa

Je o 5 e 51 .(YOON & Uysal, 2005) uS™ e

;,Lg)%;}i.:sjfom\_aum;w‘@@y@\
gj)l_&ms"_‘»ajd‘,s_w/ ;J;C,f)wobﬁ.w ;j)‘

Prahalad & ) <.l szi_&_s; slac Il 4 obT

.(Ramaswamy, 2004
SRS dolin e s e ) S
)Jd&y‘,—m‘jﬁdbbdw‘ﬁljj_&f

sl U glhe g i o 4l u_olie
53 edbaslyl Sleds s Ol 4y oS O, K3 8
an (6l 5 el 3kl Oy iy Aol
s 4 bl o0t e 415 0L 01 K2 8
01,8 555 4y by o SLeMbl 5 isls 55 Cans
5 R85 5 e 3, g5y 2B (S s 5 b
Sla Il 03 455573 4w 5L )3 S uls raln
U 5 e Koy e ol 5 2 5
Olme 5 230 &8 e Gl AT 3 53 01 Ks 8
IS 5 0,88 8 ol Skt (g 5lme s
com) mesdle Ll i (0 )3 e sLa MLy
Los p3 0 5l ol cbaailn) (e ST Clew

S Ol sl (B s L 5SSl s g



¥/ olT e ol sl mididese dome/ Ghe amibe (15 ST 3500 S ke Gl 6 K 8 s 51 Kis 8 a3 g b

3 S s oy p e 53 S i A5
ol A S el ol s i sl s
JA 3 S 5 S i Ol e Al 4 Gle
S Fos WS e Kis S s
AT 50 S8 0 5 6 R8s 8 o Jolpe b ol
IR ol (el ot ) ol Slecl 51 Gl
‘_;L»Lﬁp)xa{laf:r_@.ajl@ﬁ@uuwa
50l 6,88 § aslin js i ¢S ke Gls
AE LT o B 8 b s U )
o Ml sdae o eC el dale 4 Gle (mils
BENS-33) 5:—*"0—1’@#}* S Sl Cad
oz 51 0T o WS 1 ool 5 5 K53 8 daie
33hon oo dedin 4 Ghe 5 K3 8 Aaie p
(st s s Byl 5 aans b aor 55 5l g caslalys
o5 LBl e 5 ke Bask Sy e
5 S g 4o 5 bl 2 5 Lom OT 5L 3 5 &)

Sgh g als (63 5,8 laslgin &)

SH G T

ol & e Bl Y

sVl 5 olS Hlasl U oS i G O le
A S e o ) S T O e b el selel
Prahalad & ) Js ; sgte OL ,oia L5, 5 4 pmmio
G Mol ol - 5 L (Ramaswamy, 2004
Ghe (s B8 sl S (om s 51! &S e
Service dominant) ol 4l anw g Cuds S o
LT Y 5 55055l pimini 457 S-D =logic
o=l bl (Vargo & Lusch, 2004) 55" ~ Lo
B 55 S 50T 53 o VIS oy e

)}NC)LA.»\.} cL?.»\..i.: o9 &Sa‘u\f )LL{ ol U':'-)-)‘

Jrol AT s (25,1 S e s 5 pd e i g

:\:QL&J&A;R@\&\A@\&.J}:){@)J{ L;;.Z:Jf
S Sol3lme 5 St 3T s £ 4 i sl WS o
5 SSonulyg 5 )ls daie jl Ko S md  yo slad
s 5 Lol Ol sie L imgy s O Ses
aS” Al Lid (a5l &S i G alf.x_i;j\ (S yiuna
3wl )3 (35 J:;l_; e oS b clac e
Ly elrs 5l il Wb Ol p e aome ys 03 )15 (6 2hn (g Io s
O R5 as s 35S it s g (6

(Woratschek et al., 2020) LiS™ -y Loy 553

Linjys ol el sla g5y i Ol il

daie $SG )3 OLaisd sl Sl S i s
=15 55 oml megde . mul sl ngi.i:a)f
3 g S s (ol 53 (b 5 5S
ST 9 Olai63 Ol 5551 Gl (sl 1) (rel
St &1 g3 ol Sl el 05
u)):wd_i\dd_&ﬁjébdg&ﬂsf
o o 5dbadl dex Sl glaaie 5 558 slal
SBad 0538 a4 )l Okds,ls (ol 01,83 5
Sl i S 5 SIS 035 ol ¢ anlis
313 1y el 3l ol 3 3yl e 5 O K3 S
L U S0 4 S iy Sl )3 Olais
85200 5o &S e Bl e (6la it I 4 s
3 C\.,\_f@.ﬁ 534S Sl s opl Llassls 5 L
&S pia Gl e Jals el D) pon R
ewlauu_wu@imﬁm&“: 33
LU Clodd (288 5l sy 5o ol ol
S plaadlie s slal (ol e 0 5o (2Ll
Aolis 3 3l eS e Gl AT s dlg e
233 ph gy p kil SIS S 08 Sas 8
N r o PLLLGTS Sl m 2l Ry
Gl b e 510188 8 (a3 s sl o St



VEOY 5l (00) by osbes cpsm slad cons s Jl e 5 )13k Sl / ¥

OT les ST slulis 0T slal Ol e 1y fslaze Loy
S IS 6l m O e 3 05500 kol O, e
1 OLT (8 le 5l 5 holas 5 Sl 255 &S
sl e S e G () s s
@ﬁﬁ&l;&g\)&laﬁwjg}»wcd)w
4 &S5 .(ADn et al., 2019) uiS’ o (b yme 0T sla

adiad 45 Sl ol B350 S8 e s ey
G G e IS5 5 0L ke o ) S

Cosl Ko (e ol g Dl A 5555

(Sahaetal., 2022) s 34 ;5 55, ey o ol

ool Jorar sla oy p bl p 2l (2255 )
Ol e L;J‘)W‘)djw (ol O ol se
Az S 53 p)) S e G Ll o S g
el ol 45 8 L5y o Kas S

Ao g Y
OLes by 57 agn L5 34 dde y poai
S8 S Eiiy 53 gr sl (£ 5550 0315 i

Ol a3 s glaal&ly  pams (V2 )01 LSCes
5 LaeS sl ¢ iails 5l S 5 48 A e 5 jme
WS 5 SO Sl L Edled 4 o bl
55 9>> (Stern et al., 2001) ol J samee b &
55,5 =S Al O1ls man 5l s o i
Lyl ST Ol pteany 1y daie p paas 0L
G e S 56 ol 5 b 25
Girard etal., ) 48 o Ca w5 (5,583 5 e
¢ slaas 457 Ul slaze! O LS 5 sl (2017
534S S e oSt | ezie 101 Kis S oS s
«> L .(Cai etal., 2004) 5,5 . o T sl
S e p s 5 JS S 5 S8 glaeciS

RUIZ-) 5,15 o,Lal (2L e 5 &S 15 &S5 o b

ps¢ie | Bl i s (Molina et al., 2023
TR S ST PO
o &S ke Gl 550 55 3 e Jlllle Ay
dle |, S i s glaaia) s oloslib o) ,s
Wl 355 A o 3 851 50kege 5 6 K535
G by e s rsgie SlAllas 4 8
Slasl el ddy Jlys Calibes sl 53 551 &S ke

Ranjan & Read, ) col oila 3U goe 5520 OT (o
Oalsline 5 gl 31, S S 26 YL (2016
3o b A o ed (a5 sba 1) 0T 7 gl 20 4
Bertella, 2014) uS™ o Cas 25 (55,0 ¢S 2ia 3l
DLyl oo Se 5 O8 5lia 0 Ko 8 UL 2
Ay 0T slal Ol |y 31316 Jule ¢ ible 5 23

OF o O 5 Jiolisn) 5,8 o

S |y Sl su_asa Sl ged S 5, 2e
J))‘JM&J?LJ]—E}JC_,_P)‘&JBTJ))‘
|y (6 tn Sl 5 bie o5 2t &S jLin 5 ali o
(Akareem, 2017) 48" o b me OT slasl Ol 52 4

35 g 0> (6l T B oS Ol gew B0 Gl

sdze 4 (France et al., 2018) 45l s>
c&f.«‘mi..gﬁj\audfjbk}j)\wﬁ)wu
0> G o BT S80S um Jalse 0 g
(Samsa & Yuce, 2022) Eul (sl s50legs Crio

Calies Olaii (3 7 o lapldl & OSen 5 ol 5T
53 e OT ool 5 ins gn ool S o6 6l
S it s IS e STl s s

o= (Assiouras et al., 2019) as & s )l

35l ¢ Jolad s 2l ¢ 15 O S,



0/ obT ol Lo, sl 5 mdddesms dima/ Ghe olbe 25y aSTL 3550 ¢S mte P s Kin 8 deai | Ko § b g 36

Sadisn ¢ S5 IS8 KK 550 55 (oS 1l

(Cheng & Kuo, 2015) s,l5 5525 —wlus

L s st cladaia 5l a5l oL 5 0 Sss 8
P I P gL P O P P LRV P WO
Q‘ﬁl);)u)é)b)b‘_@.‘i%@g"-ﬁﬂ
J—e;fu-ﬂ Obi.i:}fj\ > (Isai, 2012) s 45
A8 o ol 1 a0l S a2y e 4 S

O Laws 3 e 4 51 .(Hosany & Gilbert, 2010)

b e SO ol Ly (Ahuvia, 2005) CulysT

Lol b sl asls Kas 5 (6l 15 sl s oo st
ST 5 ghd Db Gale 4

el ol s 4 8 Ghe Gl & Ll daie 4 ie

5 los 5 (63,8 0 Lalg) Sl Ghe Lk &

b Gl a ki pl 53 ks Ll owlillly ) 5o ads )

JUPEPE J - SENT PR RS- YW

@ ie (IS ) sbasy (GOmez-Suarez et al., 2016)

dezie S5 Kis 8 aleo] sla Kaaly & Lo

Sl (5 3lizn (sLa by o Aol g on 487 555 0 i
Ao etal., 2018) 5, K S Calises o) K3 &
AbLe (Sousls s ety am s 53 Oah s
Aaie 4 e (sl ) Kb 8L dade & ples)

(Lee & Hyun, 2016) wl«s 5 L )s

Olye U aass Q¥ 5 Slsldl
O US O pan sl o 12551 (6515 0 Sl 5 o luliin

“.MJJL;;))‘SML;})"&)W&S‘]—‘

3 Oladses L Lfes]s (abu\ Wl pl r}ﬁj C,f,& e g
S e gl (slmo Sl sl g 5y

Sl &S e s AT 5 s 1, 08 WS s e

3,5 03 ikl Jald & ol Lz L oo polis
550 55 S il 5 La el c(laysl) sl
Baloglu & McCleary, ) coul dzis L & 5 &S5
@baslis ) (Ml glasliy 5, 5 il (1999
S92 45 s ol g dlor 51 (3555 5 Son b

s (Mercille, 2005) 5,138 o 5| dzie  guas

Sodomy (oS 5 el A 851 53 La fagy
JMQYJ—M‘G;—&-’;LS\—“C'—;MQ
@Lﬁﬁ&;ﬁﬁ@.&bfeé\f@\&uj}u
Wattanacharoensil et al., ) 18" s ¢SaS™ daie

(1¥40)6sLT Lo LS Jimss 5 ¢ pwomen (2022

A_Ifw Q\j_& gf"..'l':'.'lil:‘“‘ ca)yﬁé\.} .J)‘J ;\ KWZY e

Pl 3 5 e Jsb)s (ege B dade g gl oS
dais sl (Stylidis, 2022) 5,15 3t ;5 L
(5 e cCadiin laale I S 5 L
5 b dac b (K 5 B e ¢ n (slo Lo
b e 0T Jlinay 55,8 0 IS8 K05 oo
Jdosi s 2 5 Gl ) |y S
LS o ol T il (sl 5 5l sl s

.(Kolb, 2006)

Aado 4 Gus YT
‘JJ‘JGL{)‘)L)34~;{)JJ—’J’M;§MC‘}€-‘A
LgJi..ZJJ? Sl BE ‘LS'f.“’JJL”“f)JJM\"f o)'jjﬁ‘

> .(Priyanka & Mishra, 2022) ol ed s su)

O3 b gl LUl 6 K & Slallas &ty
QL&AMJ.:}&@‘OM@‘)Q&“JJ}:&&
S gb o 25 S en S 53 g ble Wgy Ol sea
Q;I.Jjuahgﬁupuo&é—{i“‘.‘)’}“{

(Sl LS 53 (3Umme ool se U a0 b L



\F Y j:ili(‘3')@,\:’,°)l~54f)ﬂ"°)u‘r“’}:—“du‘gxﬁ@l’.)‘}\’.@@ﬂ/f’

.(Qyner & Korelina, 2016) <5 s
S o= Olge Ly (g eS

Alesls il (555Tok 5 OS5l car 5 (i 8

s LS e gl an T a Jhasn cpl s Oliises

5 6“5-‘3-50‘)) SBALT B o 5ol (s S S

s o AT 3 aalllas ol s Al S =l Bl

Jrols 5 It o8 Lte 53 Sis 8 4 o Ol peay

o SILAS odd Lo 5 Joma s

4_:‘):>ug§

O‘ ‘ .a“ ‘J-:é ) \'..2”

=S S oin 69150 s a5 (IS HLie )
Jold Sragim al laasl I (Sl odd L5
5 9 S5l a0 &S pte G s ]
$5T3Ls (53 &5 e G i s 31 S 8
o 5 o 635 &S e Gl e S 4

.(Campos, 2016) ol (555TsL 5 &S lie

SBIR (e S g a5 8
oz 3l IV Ol 5 0 295 C szl 4 5 5
Ot Ly &) gt iy Olalllan g 4ty (o)
Jolse gl 6l 08 s b adgl doliae a5 e
sVl s O 53 25, S e G 1 5
sl L3 B slpm 1500 b 1y Stngy Glaa
o p 03 adlidas o IS 1) Shasn ool A
(il olis o sy (e Gw 23 E sl s Ay
Cxieo 45T i nn Js s 5 > o 55 s
s 5 s Ol )8 ) st b (5 S 8

Dyh dr g 3l 3 g Ll sl p

G5 9 ualio 4y Gie oo y g £
il &S e
S 93 Sy I3 5 o sln e 201S A a5

(abu\kg_}i&:)fjﬁmji}@.:&:ﬁ))éggwuzc

2l bdde glilis 5 Calee ol s & 4 5L
Joos o 3 (o 2 Ob s &Sl S (6 o
S5l 6 1y OB S s e (slao ;1 ke
i 3 AT 3 55 0L 2 dee
Ol ol ks ST g glamar (p o) O ,5) Sl 5
S jie s AT 3 3 6diiS o e 5501 S sl
ol JIIE S b g s s 5
) Ol U aags (VWAL s 5 Jis
3Ly 1 OT 13 5 oS mte 55,0 5 50 Jolge
Obals g oyl O Kis 5 ranlllan 5550 0 Kt §

J““f‘ ui;—?r—é-‘ R O-i‘ 53 Oldases . Llosls rbu‘

MJJJ})\J

Do m 15 0T 2L 5 51 & e s 15 18
s 01,885 8 s s 0 i 8 (g laleg
aS sls Ol gt ol slaasl s S o Slaals
PRy g P N PRV g B
e AU 35,1 &8 2 g 01 K0 S (slae ;S
= N S5 piia G peoma A 15 (5 ylalms
305 glatias o m,;l:ﬁ Q\)S.’LJ; ©lsbs
Sieds U 0lsie U (s LS 5
1§ e Lol (G55 Rl S ke Gl 53 (6 i
Cmimo 5 &S i ot Aol JSCS (6 g s
o el 5s Olaases . Lilesls (=l;>g\ (3 S\
Cae )3 )bl 5 6 e uld) Sl G
G glac I 4 b g o SIS a5 (6l ken
NS ke G 31y 6 ke Sads 5 oS 2
Sl o sa 2 ool e Zalgins iles STy
5 b o 3 5 e S8 oy sl
lac I i IS iy g oldan Caio 53 25
el Syl a8 Wles ST ateiia |y ¢S e Gl
3 33 535 5 S e A5 )5

L;_lﬁ-))};u&f_iméjuu_ﬁa)&wU}wa&



V7 @lT e ol sl msididese doma/ Ghe il (25 ASTTL 3500 S e Gl 6 K 8 s 51 Kis 8 a3 g T

e 56 daie plE s 1 J9 Ao B
0,1y A 4 Ghe

e S e gable s sal P90 400 S
0l dpts 4 Ghs

e Bl dade gl p gl PG Ao B
EJ)\JJ.A.M“ )J&)J‘S}L&A&

2 St daie dble p gai ip sl Ao P

.J)‘J-LAM* JJJ}J‘J}I&A&}

&S e B 9 dado 4 Gls £-Y
Lol &S Ol e ds |y Goie O 5154

Ay oo byl 9 Cablge sl I (g mi do s
s LS Va4 - 5L (Batra et al., 2012)

S BMe i (glam s 4 dsde 4 Ghe LgsaT
Carroll ) s,s o a8 ol daie oG 4 Kis S
5 K38 oS L iy (& Ahuvia, 2006

203 55y age 85 53 5l AT sl
Jolse b )l sl Ko 5 slaabls (S
Sl 63 ol Oln 6,505 5 6 K § s
(Merza et al., 2018) ¢ K5 5 odle L o, Ken

Jelse e s 0l B 45T ) 0 S
Sl gl ol K 5 6, Kis S Cawo
B il S f 5 K la gl
Rl s Ko 8 6l 2 AT 5 ol
iy e 5L g ol 31 el asls o K 8 olaiis
SR L SR JUP

G e SU Lk 4 Ghe intRl Aud S
2,1 daie 53 55,0 ¢S i

a3l o dals lllae b Siagy cplonil

Q)Hyjd)x'\)ﬂ)}:@}@ésddﬁaﬁcjb

°ML§“)J€L§&LL°\{.L§:>.'QQJ§€JJJJJ.‘L;<{.‘°M

San Martin & Rodriguez Del Bosgue, ) ¢—u!

6,53 8 iay,ys ol Slalllas s Olaiees (2008
S 8 dolin sl Kl oo o S e sty
25 g =V Ll G ml 3 )3 Al s
o Ll daie (gla S5 5) ibie gblje 4 8 o5lis
Sllaot any S bl ;o al b =Y 65
(L5 o owlor - gible sla 2:ST9) 4 0 Kis S
; San Hosany et al., 2006) s s ,Li| d_22s

«> 51 (Martin & Rodriguez del Bosque, 2008
A laadl e Ol poany (Lt 5 Gible sl
03 e peme y pban (L b o Ll dale S
Lo L5 5838 s )0 53 sltaze Sl
s ible i Gy ea s an 8 ks sls
3 Olallas js Qliie Jls ol L sCul ol i
e s 3 (6 g &S 534S AS o SV

Slaaz Wlajen s ypbay aS 558 o Jol Sl

j.)\}_:cw Jﬂu;rb)b&u)&u

S s S ol s Jhagie 5 (VF V)0
e 1 gLy Jols domie 4 Gt sladsliy
Jols OT sladkaly 5 dade sl cdale oy 2
Olasasilas SLads 5 sdame o35k daad ()15l
RS 53 dezin I pwlie gl 4 S (g0l 8l
aie Uy (g mi owlua| (glads su Al 55 o0 cliyls
S8 daia OT Gale (o5 a0 5 S )13
555 653 8 dale I nlie itad (28l L g
9315 g e S K15 n (6,85 8 OBale il
Sl 53 S5 (sl 01888 Sl e
QQ}'L:))O_:\)"?ML:M\J&})\@}TH

35 Sty 1) a5 G s



VEOY 5l (00) (sly oxbeh cpsm oslad cond s Jla e 5 2513k Sl /A

el o a5 ) S 53 T o Loty 5 sl

O3lsplant 0L 2 53 Aol 4T Sl o3l OIS\ S

(s i plas dgir ol 53358 A ey 0!

Jolss

bl p g

[EW-r-1)

oS sl

(Ran9 5 1qie) 33 (ogaie Juobo 1) o
Figure 1: Research model
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Table 2: Indicators and variables of the questionnaire
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Figure 2: Significant coefficients of the research model
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Table 5: Test of research model hypotheses
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