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Extended Abstract

Introduction: The brand is one of the intangible assets of any company, whose proper
management can pave the way to achieve more significant market share and
profitability in any industry (Usulian et al., 2002). Saffron, as the red gold of Iran, the
most valuable agricultural product and the most expensive spice in the world, has
always enjoyed a special place in the history of our country's exports. After dates, it is
the country's most important non-oil export product. Then agricultural products account
for a significant part of non-oil exports, in which saffron has been of particular
importance, so that in different periods, it has been one of the country's major export
products. Iran has more than 90% of the domestic production of saffron and has the
first place in the production of this valuable product. It ranks first in the world in
saffron production and alone produces 90% of the world's saffron. (Ministry of
Agricultural Jihad, 2021).

Materials and Methods: In terms of the nature of the type of quantitative research, this
research is non-experimental in terms of the degree of control of variables, in terms of
the purpose of the applied research. The statistical population is about 750 people.
sample size was determined by using the Karjesi-Morgan table of 256 people. Using
the simple random sampling method, people were selected entirely randomly. The
studied subjects were questioned and interviewed using a questionnaire. Options of
components influencing internal branding were prepared with ordinal and interval
scales, including 31 questions. In order to determine the reliability of the research tool,
a pre-test was conducted using 30 questionnaires in the early stages of questioning, and
Cronbach's alpha value was calculated using SPSS version 21 software. Then the
reliability of different questionnaire parts was measured in the pre-test stage. The
Cronbach alpha coefficient of the questionnaire was calculated in the practical
components of brand awareness, brand loyalty, brand association, brand performance,
brand image, and attitude, and perceived quality of the brand according to the range of
0.817 t0 0.937.
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Results and Discussion: At this stage, in order to determine the significance of the
indicators of each of these structures, the accuracy of each of these indicators in
introducing the desired structure, and the validity of the structures with the hidden
variable of the internal branding components of saffron, second-order confirmatory
factor analysis was used; Therefore, the measurement model of internal branding
components of saffron with 31 markers and six constructs was implemented in the form
of second-order factor analysis in Lisrel software, and the relationships of its markers
were drawn. Table 5 is related to the number of factor loadings (impact values) for each
factor, and Table 6 is related to their t-statistics. In order to analyze the fitted model,
first of all, it is necessary to examine the appropriateness of the model fitting criteria. In
this research, to evaluate the confirmatory factor analysis model of chi-square indices,
the most important index of the square root of the variance of the approximation error
(RMSEA), the standardized mean squared residuals (SRMR), the goodness-of-fit index
(GFI), the smoothed goodness-of-fit index (NFI), Unsmoothed goodness of fit (NNFI)
and comparative fit index (CFI) were used. According to Table 3 of the fit criteria of
the cooperative components measurement model, the overall fit of the model is
appropriate, and the assumed theoretical structure for the model is confirmed.

Conclusion: Today, brand management is an increasingly important field in marketing
management, especially as organizations direct their efforts toward communicating
subtle and complex messages (Goodchild and Callow, 2001). Therefore, this research
was conducted by examining the various dimensions of internal brand-building effects
of saffron, and the explanation of the influential components using the second-order
factor analysis showed that the most influential factors include the perceived quality of
the brand, brand association, brand performance, awareness of Brand, brand loyalty and
brand image and attitude. Other researchers also confirm the obtained results.

Conflict of Interest: Authors declared no conflict of interest.
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Image and brand attitude.
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Table 1. Reliability (reliability) of the questionnaire used in the research.

A tlsg,s sl s ;;‘)/lj.:u o adlge
Result Cronbach's alpha coefficients ~ Qquestions Factors
ol Je o ;o SbL 0.937 16 Xy il 2T
High level of reliability Brand awareness
ol Jle mlaw ;o UL , ‘

- il 0.866 7-11 4 )05
High level of reliabilit Brand loyalty
el Jle mlan 5o UL Ne el
High level of reliabilit 0.816 12-16 Brand aeeniations

Reliability at a very
el e gl o 2l 0.910 17-21 Hp o Slee
High level of reliability Brand performance
ol Jlo s 5 bl e S s
High level of reliabilit 0.888 22-26 S A R

Image and attitude to brand
Cns] L;Lcha.w)é be 0934 27_31 JJ).} )l oA \5)»);,'...0..5

High level reliability

Perceived quality of the brand

(Source: Research Findings) s o aisl :isLle
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Table 2. Descriptive statistics of the questionnaire.

. G 4, ol sy EMass ol sy
Il 225 \work experience  Frequency education Frequency o
Frequency Age
0-5 PV
18.5 17 25 (yean L. 30 5 20
yean L. Diploma yeand
23 (year) JL 5-10 25 rhes 390 29 (year) L. 40 30
Above the diploma
17 (year)JL. 10-20 31 Bachelor _.il..J 325 (year)Ju.50 s 40
27 (year)JL. 20-30 10.5 Masters sl 548 13.5 (year) Ju.60 50
ear) 30+
145 vean 16.5 PHD (s 5 100 Total gr

(Source: Research Findings) . slaail :35L

ol e 310 gl Wi b adlgo 6 S oIl Juo (il sl ll Y Jgu
Table 3. Fitting indicators of the model for measuring the components of domestic branding of saffron.

Az ool . s ol el
Result Values desired limit Fit index
obtained
Sl Jgud BB Joe 2512 I sls
S 15142 el s
Model fit is acceptable Chisquire
Cewl Joud BB Jow i3l 694 dfy 6‘)‘}1 a0
Model fit is acceptable Degrees of freedom
ool J5d LB Jae 3l (XU o151 45 0 55l 515 5
Model fit is acceptable 2.05 <3 Chi-square to the degree of
freedom
el Jgu3 BB Joo 351 oyl glaz 5 Sile pgo Ay,
Model fit is acceptable 0.05 <0.08 (RMSEA)

The second root of the mean
el Jgu3 BB oo 351 slrosiledl (1:Silee Hgiome
Model fit is acceptable 0.04 <0.05 ( SRMR) wss st

The average square of the
racidiinle hanamn ot Aard
Sl Jogud B Jow il Ll - e
it t;I 0.95 0.9 (GFDhgldal oljes asLs
Model fit is acceptable Compliance rate index
Sl Jg3 JB oo (3510 (NFD Su55)5 008 o5 Lasls
- 0.91 >09 .
Model fit is acceptable Softened fit index
ool Jou8 BB Joe 510 .. T
Model fit is acceptable 0.97 >0.9 (NNFD S w31 a5 05 sl
- no-softened fit index
ool Jysb 6 Jao 3515 L e el
0.98 >0.9 CFD Giorbal S oL

Model fit is acceptable

Comparative fitness index

(Source: Research Findings) .- sl adl :35L
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Fig 1. Standardized factor loadings diagram of the second order factor analysis model.

95 aui yo Jole Juloni Juto 33 ool 3 (S5 (53lu 2 Sl Fe 0uidd a5l (gloojlu suivad y F oo
Table 4. Ranking of the constituent components of saffron internal branding components in the
second-order factor analysis model.

) SNl e s T- e)-LJ shle L omoJ..S....; o5l iy Element
Order of effect  StatisticsT  Factor load Constituent structure
JUR N1
0.8 P 10.16 0.875 x5l =
Fourth Brand loyalty §
H 5 I S
0.76 P 7.84 0.837 e 2
Fifth Brand associations o %—
. ] *
0.96 P2 8.6 0.910 B2l |, B
Second Brand performance | £ £ G
. . 2 . sQ o
0.9 P 9.7 0.898 Sra oSy xea | S g
Third Image and attitude to brand g Eil
o s 5o ok S S e}
0.73 - 8.24 0.784 o heele o sk S &
Sixth Perceived quality of brand § E
0.97 ! 9.09 0.931 Sz 4 )Py St
' First ' ' Brand loyalty

5uivs ol adl 235 Le
Source: Research Findings
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Table 5. Standard factor loads and fit, validity and reliability criteria in the second-order factor
analysis model.

R2 t oLl Shele b s Sl Jele
Statistics t Factor load Markers Factor
R LB - aet N ca1 e
0.36 12.99 0.92 o g 5 B glidej Jyama b lod QST Ol
Your familiarity with Ghaenat and Saharkhiz saffron products
alise OYgame b Lwljen 505 oew g OLEB lhaes Jeame 4 Lol a5 Sl
0.36 11.37 0.86 WS (0 SO
How much do you think of Ghaenat and Saharkhiz saffron products in
parallel with similar products? o
Cusloansls |))".:.’5).’>v.w 5 oLl Q‘)_ic)‘ Jyazo PLS >
0.35 11.36 0.86 ] 5 &
Have you heard the name of Ghaenat and Saharkhizra saffron? ; :{-
5 SlSB ol iac) Jaame 5,50 ;0 1,50 4 wloads aidS JLS§ [, ol a> ;% C;
2
0.35 11.21 0.85 0 Comopd e 3G
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fauloaya 1) 5ud e g SLEB jlyae 5 Jaamme Glads aiids JLSy jo ol ax
0.28 10.86 0.84 How much have you seen advertisements for Ghaenat and Saharkhiz saffron
in the past year?
fpilocss by Jpame cnl 1) p395 (o Oliae 42 b
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To what extent do | consider myself loyal to this product? o R
foiS oo ol @ilsi o (b o 1) Jgamme (pl 0 ax i—' G
0.46 6.73 0.72 _ s &
How often do I buy this product whenever | can? z &
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famles oo o)l o Lot a5 il iy s ol &S ws so ez 5 e 4z U
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fasilys cod DY game ol aS S5l 5 oo basls &Il 4y lyae Jgame olie a> U
0.24 8.4 0.76 To what extent does the saffron product provide the needs that other products
cannot?
fallor 2l sla Ty shls olhas; Jyame (e az b
0.34 11.84 0.89 . o
To what extent does the saffron product have special characteristics
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