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Abstract

Purpose: In recent years, finding out about the reputation of the brand has been one of the important concerns of bank
managers and policy makers, and from the point of view of the marketing managers of these units, it has been raised as
an issue. If banks can be active in this field, they will be able to influence the customet's trust, their level of satisfaction
and their loyalty.

Methodology: The current research aims to investigate the appropriate model of brand reputation development with
the approach of research synthesis and content analysis and model validation using PLS in Sepeh Bank Group in order
to increase and improve the brand reputation of Sepeh Bank.

Findings: The present study seeks to examine the appropriate model of brand reputation development with the
approach of research synthesis and content analysis, and to confirm the model using PLS in Sepeh Bank, in order to
increase and improve Sepeh Bank's current account brand reputation. It was found that brand reputation is influenced
by brand quality, customer satisfaction, brand evaluation and customer satisfaction, and all of them lead to brand loyalty.

Originality/Value: In this article, the factors affecting brand reputation were explained step by step using research

synthesis and thematic analysis, and then the final model was confirmed using the opinion of experts, and finally the
validation of the model was done.
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Figure 1- The process of reaching the basics of research.

DI o Dl Sls Doty g 2 Jool 5 S JIE s 350 i el 0 b Jad e S 5 s a4 (ks 51
oj\j.,\?lfw &L}Jf)bs d\ﬂ)ﬂ)})ﬂ f)k?-j 61;-\5 éumwé 6\.:15)).}4.-& &ﬁ-‘ é\j Sl 0l OJL:H‘ dTﬁb V Jg‘il B PR WA
"SID a0 sl ede SleMbl S, callio VY 0 sl UL g’ 0315 oBGL 3 1Al et W pslins ol 530 gl
m&\xﬁd.\x{ﬁ?ﬁ 1535505508 ) Lol allie V1 208"yl K" gV e v 3K, 5" A A ST s $1FA sl
E Sl Tl TSyl sl S sl M 557 e 31 SLeDb] slaelSL 53 Brand reputation  sa (555 ¢ (3 s

A IS IS8 5" b 5 5k S

)srﬁk;x,*;g}b-ajljwsduﬁbag}ﬁwj.\@@Y~\‘\JL~;\Q¢NQL2?3>J,W‘\‘\J@;\@Ls.:a;a@w,uo&uﬂ
a;JSo)UJ QTLSL“M)*}LS*};&:J)’}‘U>P ed&job&).).:)}a \\AN QL.:A)‘ RWIEPRE] .L::Lv o.LoTa.X:.{?:-JJV.A}Q\);&
& \V\"w)ﬂ;;lﬁku\;l);..>_,.$o.>bi;.v\LAQT)‘\OLEAM.Q);U&ﬁ)I}JﬁU;)y@;aOqg;\.plk}:»w)ﬂjsmﬂ..xssﬁ

el 0 4l

5935 alows pluSn (5l CVR (lie (a5Y) Igmome Hlsl S S 5l oslizal b 4 8 )13 05,5 el s CunJ S
\ Jgd> Eak S L OLsl e Jlge glpea (Gl L& V0 oS 98,5 slus ulal ) amdls +/# (NL CVR a5 slse

sl e

! Proquest ® SAGE

2 Springer "ERIC

3 ScienceDirect 8 Taylor & Francis
4 Emerald ® Google Scholar

®EBSCO

\%4

VY’—/\V w ‘\\c "‘ ut‘w\uu cY c)l.o.it sY 0)9> 4;}\3}&“ 6:;:.&‘) Qw\.hﬂ /J‘JJL!W



vy

1530 ooy (S,

S 2500 9

Sl L

*

ogte o3l g gt Y IS
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Table 1- Factors affecting brand reputation extracted from texts.
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Table 2- Specifications of the questionnaire used in the research.
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Figure 3- Conceptual model of research in p mode.
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Table 3- Direct effects of independent variables on dependent variables.
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