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ﺟﻬﺖ ﮔﯿﺮﯼ ﺑﺮﻧﺪ  ،ﻣﮑﺎﻧﯿﺰﻡ ﻫﺎﯼ ﺑﺮﻧﺪ ﻭ ﺭﻓﺘﺎﺭ ﮐﺎﺭﮐﻨﺎﻥ ﺩﺭ ﺑﺮﻧﺪﺳﺎﺯﯼ
ﺍﯾﻦ ﺭﻭﺯﻫﺎ ﺳﺎﺯﻣﺎﻥﻫﺎﯼ ﺯﯾﺎﺩﯼ ﺑﺮﺍﯼ ﺑﺮﺧﻮﺭﺩﺍﺭ ﺷﺪﻥ ﺍﺯ ﺑﺮﻧﺪﯼ ﻗﻮﯼ ﻭ ﺍﺭﺯﺷﻤﻨﺪ ،ﺳﺮﻣﺎﯾﻪﮔﺬﺍﺭﯼﻫﺎﯼ ﮐﻼﻥ
ﺧﻮﺩ ﺭﺍ ﺑﻪ ﺳﻤﺖ ﺑﺮﻧﺪﺳﺎﺯﯼ ﻫﺪﺍﯾﺖ ﻣﯽﮐﻨﻨﺪ ،ﺑﺎ ﺍﯾﻦ ﺍﻧﺪﯾﺸﻪ ﮐﻪ ﻣﻔﺎﻫﯿﻢ ﻭ ﺍﺭﺯﺵﻫﺎﯼ ﺑﺮﻧﺪ ﺍﺯ ﻃﺮﯾﻖ ﺍﺭﺗﺒﺎﻃﺎﺕ ﻭ
ﺗﺒﻠﯿﻐﺎﺕ ﺑﻪ ﻣﺨﺎﻃﺒﺎﻥﺷﺎﻥ ﺑﺮﺳﺪ ﻭ ﺑﺮﺍﯼ ﺁﻧﻬﺎ ﺩﺭ ﺫﻫﻦ ﻣﺨﺎﻃﺒﺎﻥ ﺍﯾﺠﺎﺩ ﻫﻮﯾﺖ ﻣﻨﺎﺳﺐﺗﺮ ﻭ ﺑﺮﺗﺮ ﺍﺯ ﺭﻗﺒﺎ ﮐﻨﺪ،
ﭼﺮﺍﮐﻪ ﻣﻌﺘﻘﺪﻧﺪ ﺫﻫﻨﯿﺖ ﻣﺸﺘﺮﯾﺎﻥ ﺩﺭ ﺗﺼﻤﯿﻢﮔﯿﺮﯼ ﺁﻧﻬﺎ ﺑﺮﺍﯼ ﺧﺮﯾﺪ ﻧﻘﺶ ﮐﻠﯿﺪﯼ ﺩﺍﺭﺩ .ﺍﻣﺎ ﺍﯾﻦ ﺳﮑﻪ ﯾﮏ ﺭﻭﯼ
ﺩﯾﮕﺮ ﻧﯿﺰ ﺩﺍﺭﺩ ﻭ ﺁﻥ ﺟﺎﯾﯽ ﺍﺳﺖ ﮐﻪ ﻫﺮ ﯾﮏ ﺍﺯ ﮐﺎﺭﮐﻨﺎﻥ ﺳﺎﺯﻣﺎﻥ ﺑﻪﻋﻨﻮﺍﻥ ﻋﻨﺎﺻﺮ ﺗﻮﻟﯿﺪ ﯾﺎ ﺧﺪﻣﺖﺩﻫﻨﺪﻩ ،ﻧﻘﻄﻪ
ﺗﻤﺎﺱ ﯾﺎ ﺍﺛﺮ ﺑﺮ ﻣﺸﺘﺮﯾﺎﻥ ﻭ ﺑﺮ ﻫﻤﺪﯾﮕﺮ ﺧﻮﺍﻫﻨﺪ ﺑﻮﺩ ﻭ ﺑﻌﻀﺎ ﺍﺛﺮﯼ ﺑﻪﻣﺮﺍﺗﺐ ﺑﯿﺸﺘﺮ ﺍﺯ ﺗﺒﻠﯿﻐﺎﺕ ﺑﺮ ﻣﺸﺘﺮﯾﺎﻥ
ﺧﻮﺍﻫﻨﺪ ﺩﺍﺷﺖ .ﺍﺯ ﺍﯾﻨﺮﻭ ﺍﻫﻤﯿﺖ ﺑﺮﻧﺪﺳﺎﺯﯼ ﺩﺍﺧﻠﯽ ﺑﯿﺶ ﺍﺯ ﭘﯿﺶ ﺁﺷﮑﺎﺭ ﻣﯽﮔﺮﺩﺩ .ﺩﺭ ﺍﯾﻦ ﺭﺍﺳﺘﺎ ﻫﺪﻑ ﺍﺯ ﺍﻧﺠﺎﻡ
ﺗﺤﻘﯿﻖ ﺣﺎﺿﺮ ﺑﺮﺭﺳﯽ ﺗﺄﺛﯿﺮ ﺭﺍﺑﻄﻪ ﺑﯿﻦ ﺟﻬﺖ ﮔﯿﺮﯼ ﺑﺮﻧﺪ ﻭ ﻣﮑﺎﻧﯿﺰﻡ ﻫﺎﯼ ﺑﺮﻧﺪ ﺩﺍﺧﻠﯽ ﺑﺮ ﺭﻓﺘﺎﺭ ﮐﺎﺭﮐﻨﺎﻥ ﺩﺭ ﺑﺮﻧﺪ
ﺳﺎﺯﯼ ﺍﺯ ﻃﺮﯾﻖ ﺍﺭﺗﺒﺎﻃﺎﺕ ﺑﯿﻦ ﻋﻤﻠﮑﺮﺩﯼ ﻣﯽﺑﺎﺷﺪ .ﺍﺳﺎﺗﯿﺪ  ،ﻣﺪﯾﺮﺍﻥ ﻭ ﮐﺎﺭﻣﻨﺪﺍﻥ ﺩﺍﻧﺸﮕﺎﻩ ﺣﮑﯿﻢ ﺳﺒﺰﻭﺍﺭﯼ
ﺑﻪﻋﻨﻮﺍﻥ ﺟﺎﻣﻌﻪ ﺗﺤﻘﯿﻖ ﺩﺭ ﻧﻈﺮ ﮔﺮﻓﺘﻪ ﻭ ﺍﺯ ﺑﯿﻦ ﺁﻥﻫﺎ ﺑﻪﺻﻮﺭﺕ ﺗﺼﺎﺩﻓﯽ ﺗﻌﺪﺍﺩ  117ﻧﻔﺮ ﺍﻧﺘﺨﺎﺏ ﻭ ﭘﺮﺳﺶﻧﺎﻣﻪ
ﺑﯿﻦ ﺁﻥﻫﺎ ﺗﻮﺯﯾﻊ ﮔﺮﺩﯾﺪ .ﺍﻃﻼﻋﺎﺕ ﺍﺳﺘﺨﺮﺍﺟﯽ ﺗﻮﺳﻂ ﻣﺪﻝ ﻣﻌﺎﺩﻻﺕ ﺳﺎﺧﺘﺎﺭﯼ ﻭ ﺑﻬﺮﻩﮔﯿﺮﯼ ﺍﺯ ﻧﺮﻡﺍﻓﺰﺍﺭ
ﺁﻣﻮﺱ) (Amosﻣﻮﺭﺩ ﺗﺠﺰﯾﻪﻭﺗﺤﻠﯿﻞ ﻗﺮﺍﺭ ﮔﺮﻓﺖ .ﯾﺎﻓﺘﻪﻫﺎ ﻧﺸﺎﻥ ﺩﺍﺩ ﮐﻪ ﺍﺯ ﯾﮏﻃﺮﻑ ﺑﯿﻦ ﺟﻬﺖ ﮔﯿﺮﯼ ﺑﺮﻧﺪ ﻭ
ﻣﮑﺎﻧﯿﺰﻡ ﻫﺎﯼ ﻧﺎﻡ ﺗﺠﺎﺭﯼ ﺩﺍﺧﻠﯽ ﻭ ﺍﺯ ﻃﺮﻑ ﺩﯾﮕﺮ ﺑﯿﻦ ﻣﮑﺎﻧﯿﺰﻡ ﻫﺎﯼ ﻧﺎﻡ ﺗﺠﺎﺭﯼ ﺩﺍﺧﻠﯽ ﻭ ﺭﻓﺘﺎﺭ ﮐﺎﺭﮐﻨﺎﻥ ﺭﺍﺑﻄﻪ
ﻣﺜﺒﺖ ﻭ ﻣﻌﻨﺎﺩﺍﺭﯼ ﻭﺟﻮﺩ ﺩﺍﺭﺩ .ﻭﻟﯽ ﺍﺭﺗﺒﺎﻃﺎﺕ ﺑﯿﻦ ﻋﻤﻠﮑﺮﺩﯼ ﺑﻪ ﻃﻮﺭ ﻣﺴﺘﻘﯿﻢ ﻧﻤﯽﺗﻮﺍﻧﺪ ﺗﺄﺛﯿﺮﯼ ﺑﺮ ﺭﻓﺘﺎﺭ
ﮐﺎﺭﮐﻨﺎﻥ ﺩﺭ ﺑﺮﻧﺪ ﺳﺎﺯﯼ ﺩﺍﺷﺘﻪ ﺑﺎﺷﺪ ﻭ ﺍﯾﻦ ﻣﺴﺌﻠﻪ ﺑﻪ ﺩﻟﯿﻞ ﻋﺪﻡ ﻭﺟﻮﺩ ﺭﺍﺑﻄﻪ ﻣﺴﺘﻘﯿﻢ ﺑﯿﻦ ﺍﺭﺗﺒﺎﻃﺎﺕ ﺑﯿﻦ
ﻋﻤﻠﮑﺮﺩﯼ ﻭ ﺭﻓﺘﺎﺭ ﮐﺎﺭﮐﻨﺎﻥ ﺩﺭ ﺑﺮﻧﺪ ﺳﺎﺯﯼ ﻣﯽﺑﺎﺷﺪ.
ﮐﻠﯿﺪﻭﺍﮊﻩﻫﺎ :ﻭﺍﮊﻩﻫﺎﯼ ﮐﻠﯿﺪﯼ :ﺟﻬﺖ ﮔﯿﺮﯼ ﺑﺮﻧﺪ ،ﻣﮑﺎﻧﯿﺰﻡ ﻫﺎﯼ ﺑﺮﻧﺪ ﺩﺍﺧﻠﯽ ،ﺭﻓﺘﺎﺭ ﮐﺎﺭﮐﻨﺎﻥ ﺩﺭﺑﺮﻧﺪ ﺳﺎﺯﯼ

ﺷﻤﺎﺭﻩﯼ ﭘﺎﯾﺎﻥﻧﺎﻣﻪ۱۲۷۲۱۲۱۵۹۶۲۰۳۸ :
ﺗﺎﺭﯾﺦ ﺩﻓﺎﻉ۱۳۹۸/۰۶/۳۱ :
ﺭﺷﺘﻪﯼ ﺗﺤﺼﯿﻠﯽ :ﻣﺪﯾﺮﯾﺖ ﺍﺟﺮﺍﯾﯽ
ﺩﺍﻧﺸﮑﺪﻩ :ﻋﻠﻮﻡ ﺍﻧﺴﺎﻧﯽ
ﺍﺳﺘﺎﺩ ﺭﺍﻫﻨﻤﺎ :ﺩﮐﺘﺮ ﻣﺮﺗﻀﯽ ﻣﺤﻤﺪﯼ

M.A. Thesis:

Employee brand-building behaviors Brand orientation
Abstract:

ﺻﻔﺤﻪ:

ﺳﺎﻣﺎﻧﻪﯼ ﺟﺴﺘﺠﻮ ﺩﺭ ﭘﺎﯾﺎﻥﻧﺎﻣﻪﻫﺎ

These days, many organizations are pushing their large investments towards branding in
order to have a strong and valuable brand, with the idea that brand concepts and values
reach their audiences through communication and advertising and create a more appropriate
and superior identity in the audience's mind. Be slow with competitors because they believe
customers' minds play a key role in their decision to buy. But the coin also has a different
side, where each employee of the organization as a product or service element will be the
point of contact or impact on customers and each other, and sometimes more than
advertising on customers. Therefore, the importance of internal branding is becoming
increasingly evident. The purpose of this study was to investigate the effect of relationship
between brand orientation and internal brand mechanisms on employee behavior in brand
building through interoperable communication. The professors, administrators and staff of
Hakim Sabzevari University were considered as the research population and 117 persons
were selected randomly and a questionnaire was distributed among them. The extracted
data were analyzed using structural equation modeling and Amos software. The findings
showed that there is a positive significant relationship between brand orientation and
internal brand mechanisms on the one hand and internal brand mechanisms and employees
behavior on the other. However, inter-functional communication cannot directly influence
employee behavior in brand building, due to the lack of direct relationship between interfunctional communication and employee behavior in brand building.
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