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Extended Abstract

Introduction: In the contemporary digital marketing landscape, social media platforms
have radically transformed the dynamics of value creation and consumer—brand
relationships. Family-owned businesses, representing a significant pillar of the global
economy, inherently possess unique identity-based intangible assets, such as multi-
generational heritage, historical authenticity, long-term commitment, and
socioemotional wealth. However, possessing these identity resources does not
automatically guarantee a sustainable competitive advantage in highly volatile online
markets. Saffron production in Iran is not merely an economic sector; it represents a key
component of national identity and cultural heritage. Prominent saffron brands are mostly
multi-generational family firms that rely heavily on their heritage. Nevertheless, under
intense global competition and the proliferation of digital platforms, these firms face the
critical challenge of converting their symbolic assets into active, supportive consumer
behaviors. Relying on Social Identity Theory (SIT), this study addresses a significant
literature gap in family business branding by developing an integrated framework to
explain how brand identity capital influences digital brand ambassadorship through
consumer—brand identification.

Materials and Methods: This study applies an empirical, quantitative research design
utilizing a descriptive-survey method. The target population comprised active followers
and consumers of the official Instagram account of "Saharkhiz Saffron," a renowned
multi-generational family-owned brand in Iran. Instagram was selected because digital
brand ambassadorship primarily manifests within highly interactive social networks. Due
to the lack of an official sampling frame of online followers, non-probability convenience
sampling was employed. To ensure data validity and high statistical power, a total of 315
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usable questionnaires were collected. The sample size adequacy was verified using a
G*Power statistical analysis (2 = 0.15, a = 0.05, Power = 0.95, with four predictors),
confirming that the collected sample greatly exceeded the required minimum threshold
of 129 observations. Measurement scales were adapted from validated international
literature and localized for the Iranian market context, consisting of 18 reflective items
evaluated on a 5-point Likert scale. Content validity was rigorously confirmed through a
panel of three marketing experts, achieving a perfect item-level Content Validity Index
(I-CVI = 1.00). Data analysis was conducted using Partial Least Squares Structural
Equation Modeling (PLS-SEM) via SmartPLS 4 software, utilizing a non-parametric
bootstrapping procedure with 5,000 replications to evaluate path coefficients and
structural relationships.

Results and Discussion: Evaluation of the measurement model demonstrated high
internal consistency and reliability, with Cronbach's alpha and composite reliability (CR)
values for all constructs exceeding the standard 0.70 threshold. Convergent validity was
established as the Average Variance Extracted (AVE) for all variables surpassed 0.50.
Discriminant validity was fully supported through both the Fornell-Larcker criterion and
the (HTMT) ratio, with all HTMT values remaining safely below 0.85. The structural
model analysis revealed robust explanatory power, accounting for 56% of the variance
in consumer—brand identification (Rz = 0.56) and 40% of the variance in digital brand
ambassadorship (Rz = 0.40). Global model fit indices indicated an excellent model fit
(SRMR = 0.057 < 0.08; NFI = 0.92 > 0.90). The hypotheses testing confirmed that all
four dimensions of brand identity capital significantly enhance consumer—brand
identification. Value congruence exerted the strongest direct impact (f = 0.33, p <0.001),
followed closely by family brand identity (B = 0.31, p < 0.001), brand heritage and
authenticity (f = 0.28, p < 0.001), and perceived quality (f = 0.26, p < 0.001). Most
importantly, the central path of the model—the direct effect of consumer—brand
identification on digital brand ambassadorship—was highly significant and powerful (3
=0.63, p <0.001). Regarding direct effects on advocacy, value congruence ( = 0.14),
perceived quality (B = 0.12), and family identity (B = 0.11) directly triggered digital
ambassadorship. Interestingly, the direct link between brand heritage/authenticity and
digital ambassadorship was non-significant (f = 0.09, p = 0.061), indicating that heritage
must first be internalized through consumer identification before translating into digital
advocacy.

Conclusion: This research demonstrates that contemporary family business branding on
digital networks must shift from transactional, promotion-based advertising toward
relationship-driven, identity-activation strategies. When consumers perceive a strong
alignment between their own values and those of a multi-generational family firm, the
brand transitions from a mere commercial entity to an active social group embedded in
the consumer's self-concept. Consequently, supporting the brand through digital
ambassadorship (e.g., generating positive content, defending the brand against online
criticism, and active word-of-mouth) becomes an identity-driven action. Saffron family
business managers are advised to develop human-centric digital storytelling campaigns
that emphasize authentic ancestral roots, transparent ethical farming traditions, and
consistent product quality, thereby turning passive followers into loyal online advocates.
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Table 1. Introduction of research variables

Variable Nu_mber of Theoretical basis
= 8l olas s S
Family brand identity
Sy SOl cugn 3 Zellweger et al. (2012)
Brand heritage and authenticity | . Gal |
Syl 5 &l e 3 Balmer (2013); Galvagno et al. (2022)
Value congruence
.. Ag. 3 Park et al. (2010)
s3] SlgFen
Perceived quality .
00 S| ol S 3 Beck & Kenning (2015)
Consumer-brand identification h h
551 b 0aiS e s 3 Bhattacharya & Sen (2003)
Digital brand ambassadorshi
g P 3 Suban (2025)
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Table 2. Reliability and convergent validity indices

Construct .
L Cronbach's alpha CR AVE
°)
Family brand identity
S SOl s 0.84 0.89 0.72
Brand heritage and authenticity
oo 0.86 0.90 0.75
Value congruence
ool o a 0.82 0.88 0.70
5y Sloen
Perceived quality
R 0.85 0.90 0.73
Consumer-brand identification
550 oS pma bicugn 0.87 0.92 0.78
Digital brand ambassadorship
0.83 0.89 0.72
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1519 2195 iz Sl S5 ¥-Fygd polis Y Jguar
Table 3. Fornell-Larcker criterion for discriminant validity

Construct

L FIB BHA VC PQ CBlI DBA
°)

Family brand identity (FIB)

Sy Solgls coge 0.85

Brand heritage and authenticity (BHA)

A 0.41 0.87

Value congruence (VC)

oy s 038 043 0.84
)

Perceived quality (PQ)

oS3 i 036 0.39 045 0.85

Consumer-brand identification (CBI)

S b a5 sy me s 052 049 054 051 0.88

Digital brand ambassadorship (DBA)




fv Ly s m e sl ASTE L Ol Sal gl syl 5 w8 Ko 10, 5 o)

oadglinl  Guljly eKke polie (555,58

GlSen ls, ColiS /0. wlin] ; SYLAVE)
Bt @l S e anl 1) Ghagk 09iSe (sleojle
$Sen sy 5 bl Sl leojls a5 a0l
1,95 52 elie

(Fornell-Larcker jLao) 1,519 219
(ol yhd slach) o5l ;0 AVE jix ¥ Jguz illas
28l gpl ool o b o (Seos 5l 555
2be 51 BE (ooneie paled oile ja a8 wmd o0 (i
g oo ol 1 Ss ey 90,00 ol

(HTMT)1,515 215
2 odle daojle cagpdo nled 5l yiiey (liebl (sl
ozl (HTMT) s (sl 18 V- 58 Jlams
(Henseler et al., ., SKe2 ¢ e lawg a5 ob
sy oz lp FE8 G)kme plyie 4,2015)
Slaye o %eS Sl sl (gilodsa yo 15T
polas solad F Joum jo. conl 4Bl anny Si>
Cewsd a0 +AD o lasbiw] wbiw] 51 xeS sadbawlon
S5l Jae 598 61,51 s, oS anl a8 wow]
Sl gSeslail Jaw was oo lis 398 il ool
55 rsllas o 5o 1515 s, 5 1,%an (sl bl
Ll Joo Julosi 4 9955 sl @Y Ll 5 050

el ol 48

SR

Wojlw 2LL

polae olod gl co 0dalin ¥ Joux ;0 a5 aigS len
A Y bl )V oS bl 5 lis,s sl
ool oy o3 Canlio Sg,0 LS oaimaylis a5 aiyls

lgimo (2219,
bl plsd ks Gk 5l aslid n Gleime 2y,
0597y i ale Liie slacl g aslul I a5 Y
OFe 53 4751 Al (g oS By )18, 9 25k
Ll wglge St 55,5 lady » bl by,
slaoje> ,o (Lynn, 1986) . 5,54, @las
s Sl paazin ¥ JBlas 5l solaiul ¢ paass
2450 2 g e 1038 o ZoliS MelS (s el glazr!
5 o5 s8lys (CVI) Llsime s, asls Lol
5 ool (59, p paaie aw 2 le oy Vet
ol Gidgh 30yl (pl aS 09l Jol> laay oS bLS )|

D 298 delidis 2l Az cal> o (5l
5 bl slogazls (s pSojlal Jow (2,1 okaie 4
oasdsl)l sl b gillae (60l oy 0 Koo s,
polie « (Hair et al., 2021) |, 5ee § ,p lawg
Ve 5V (CR) (oS5 bl 5 2lis,S W]
iz, Sl Ly sS cunlie Jg 0 LS sams Ll

1513 2195 s $lp HTMT (a2l ¥ Jgur
Table 4. HTMT ratio for discriminant validity

Construct
o)‘Lu

FIB BHA VC PQ CBI DBA

Family brand identity (FIB)
Np Solgls Zoge

Brand heritage and authenticity (BHA)

iy ol 5 &l e 046  —
Value congruence (VC)
co | il 0.43 0.49 —
)l Sleen
Perceived quality (PQ)
oaiS1 ol Cos 0.41 046 053 —

Consumer-brand identification (CBI)
&y L D».\.l.lS\.é}.-M &hwyb

0.58 056 061 059 —

Digital brand ambassadorship (DBA)
Jbezms (6,5 i L3,
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Table 5. Frequency distribution of respondents based on demographic variables

Category Subgroup Frequency  Percentage
o 4o 035 2} Syl 2 Syl B 2oy
Female 176 55.87%
Gender
e Male 139 44.13%
o Total 315 100%
Under 25 years 62 19.68%
Age 25-35 years 148 46.98%
) 36-45 years 79 25.08%
Over 45 years 26 8.26%
Total 315 100%

O3 Sl o (ogi ol £ Jgax
Table 5. Descriptive statistics of research variables

Construct o
W Mean Standard deviation
°)
Family brand identity
S5 Sl s 3.41 0.62
Brand heritage and authenticity
sy ol 3.58 0.67
Value congruence
i (ol a 3.46 0.65
) SleFen
Perceived quality
o0sS1ol CuS 3.72 0.59
Consumer-brand identification
Wyl eaiS S pas gboase 338 064
Digital brand ambassadorship
3.11 0.71
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Table 6. Coefficients of determination (R?)

Construct R? Explanation level
ojle Owd £
Consumer-brand identification 0.56  Moderate to strong
Sy b oatS pas obcuse SPlawgie (rd
Digital brand ambassadorship 0.40 Moderate
By Jlazms 555 b )L, bgie e
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Table 7. Path coefficients and hypothesis testing results

Hypothesis Path .
. t-value p-value Result Al
Ao S Pl
FIB — CBI . b
H1 s > Sl cugn 0.31 6.12 0.000 Confirmed KW}
BHA — CBI . &
H2 bcasn — ol Sl 0.28 5.74 0.000 Confirmed xw
VC — CBI ) .
H3 A C 0.33 7.01 0.000 Confirmed b
Shiege = 55l Slaen
PQ — CBI )
H4 casn — aniS ol kS 026 5.44 0.000 Confirmed Kw
H5 Bl — DBA 063 1325 0000  Confirmed b
s - . . . . o
Jizms 65 i )18, = Sbicuse ontirme
H6 FIB = DBA 0.11 2.01 0.045 Confirmed 5
= . . = . . . . S
Jbezmd (65 et )18, = Solgls cysm
BHA — DBA _ .
H7 s 65y 23, — ol g e 0.09 1.88 0.061  Notconfirmed (s 9,
H8 Ve~ DBA 014 257 0010  Confirmed b
e . . . . . . KW
s (65 st Hli8) = (05 Sloen
PQ — DBA . .
H9 0.12 2.19 0.029 Confirmed b
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Fig 1. Structural research model with standardized path coefficients
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Table 8. Model fit indices

Fit index Acceptable threshold Status
s Vale oy feme Joe s
SRMR  0.057 <0.08 Very good
H)jljé*“ )L‘-‘“J

NFI 092 >0.90 Good
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