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Yazd province. From the second group, 89 graduate students were selected using
stratified random sampling. The research tool was a matrix questionnaire of factors
affecting the promotion of the researcher higher education brand. The validity of the
instrument was obtained using peer feedback and member control methods
Results: The findings showed that the factors of reputation, physical facilities,
library services and career development are more central and important than other
factors in promoting the brand of higher education institutions. Also, using tools and
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library services, and the career development of graduates.

Innovation and originality: For the first time, the present research has
investigated how to promote the brand of higher education institutions in Iran, while
identifying the factors affecting the promotion of higher education institutions, based
on different scenarios.

* Corresponding Author: Sirus Mansoori

Address: Department of Education, Arak ~ Email: Smansoori06@gmail.com
university, Arak, Iran

40 S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



ZTS hjgel 3y by Ollae dolilad 3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

e s Iy pd gy (s «(5 gt (g e ¢ JLoS LS e

Ol ()] e oMl 31 oKl ¢85 ) sl o Jle 590l 09,5 Lokl )
Sl ST ST o8l ¢ gluslpgle m&.ﬁ;ﬁb s ppsle 09,8 JLoluul Y
Ol @i (B 5k Copde adyl Lolid )Y

Al e S ol iyt ot el g oIS IS 5h ke A5 ki) 4

d 10.22080/EPS.2023.23753.2126

el go)b
P oS VN YYE

b33 el Jlo 90l Slanso 33 Sl 2 S50 Jolpe 5224 5 (alolid Gl Jimgly B B
g1 b bl sl SSG j oolizl
095 9 Jolis g3y (6lel dmely sl (656 (53lo e g9 51 (63590 adllan g3y (b, < o lini p0g
SlrolSissly a5 M sl 5 (e aigel S5 colo 5 sole Sln (slael) s oI5
59 ply olSuild ¢ oMl oI5l olRisly 03 olKuisly Jolis (3gy (LeaST Muuasss (5 0y90 (glyl> aS) 55 ylias!
b ol clolSitils e ajeel icolo 17 iy licolo g 5l sk LS5 1, (g oo olKtils 4
g0 gy 3l oolil b oS5 S Muand (s5omiils 15 89 (bgmals w5l g (pAlyS g, 3 eolisl
Sl higel B Al Fge Jalse pwnple dalidis (g Hlplas Ol glail (Bolai (68
15 Jols oilgio ol 51 dlizol U ol g, 22g: b lus sioee
drwgl g Slobols” cless ‘US\;)..B Mg s pis LgLnsJaLc as oly ul““" 9 slaasl Lb&ﬁl.l ]
Iys g e hjsel Slawsge 35y Sl 53 gyt Cuonl 5 S ye 5l Jolgs ddy Camsd il a5 :ji’g‘“”\si“jt’ lﬁl%‘a:lf
i ohigel Dlumsto
Ucinet )3l 5 535 5 lhs cuslss 3,9, & bysyo SlocisS 5 bayljl 5 odlitl b cyiopan 1550 o R
e sl Slassge (oj90l 8 Gli)) (sl iSole slagelis g o (bj90] Slunste 80 Gl S
A &l

09599l lamsgo CuhS d9i00 > (R BB Ui (IS K5 oS alowl )OI el g (5 5 sl
Sl Gload (S5 58 CMagansd dlowl gy gl die ) 10 (4 5ko s by By oS 29 (0 dnogs o)l Jle

i3y a5 e 53 1y Ml g6 i duusgi g
(Mo o5l Slasse Sl85)) 2 g0 Jolge alolids s Ol gl sl polo imgs, 1Ll g (g5l
sl 0313 )8 350 1y (il 53 o b0l Slasge 350 S8 (KigSer wilises (slagy s olsl 2

by gl
A =1V

Srgate (g i Jgiue ol g
S-mansoori@araku.ac.ir: Juw! Ol ST ST o8l ¢ Slasl pole 018l ¢ w5 pole 09,5 1 yw)ol

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 41



hisal gy el Sldlas aslilad 43 fips
FoodY Slxio VFe ) Jlo &V o)lad) Y 093

3
/ Journal Educational Planning Studies

Extended abstract
Introduction

Currently, in the business world, the fact that the customer is the main focus of business and the success of
the company depends on customer relationships and creating a favorable image in the customer's mind is
an unquestionable truth (Khanari et al, 2020; Sanchez-Garcés et al, 2021). On the other hand, in today's
world, higher education centers are seen not only as a center for social-cultural changes, but also as a
business that should put the customer-oriented phenomenon at the forefront of its work (Termizer &
Turkyilmaz, 2012). For this reason, the importance of brand and branding, which includes the field of
business, has been considered as an important issue in higher education centers (Sung & Yang, 2008;
Sharifsharifzadeh et al, 2019; Youzbashi, Eskandar & Mohamadi, 2020; Azoury, Daou & Khoury, 2014;
Sanchez-Garcés et al, 2021; Panigrahi et al, 2021). In fact, according to higher education experts, one of
the strategic requirements for organizations, including higher education organizations, which helps them
create more value for customers and create sustainable competitive advantages, is brand (Khanari et al,
2020). ).

It is for this reason that the desire of universities to participate in marketing and advertising programs to
improve the reputation and ranking of universities is changing (Azoury, Daou & Khoury, 2014). In fact,
although the concept of brand and branding originated from the field of trade and business, however, it has
strongly penetrated into social fields, including higher education institutions, so that both in Iran and around
the world, higher education centers They are trying to raise their scientific position among other scientific
centers and appear as a brand among their competitors, so the concept of brand has left the field of trade
and business and higher education centers have also become involved (Panigrahi et al, 2021). Because the
competition in the international higher education markets has led universities to use marketing methods
including branding (Panigrahi et al, 2021). Therefore, most universities use branding for competitive
differentiation, and higher education experts consider the brand compatible with the mission of universities
(Rauschnabel et al, 2016; Wilson & Elliot, 2016). Based on this, the present research aims to identify and
rank the factors affecting the promotion of the brand of higher education institutions using the fuzzy
cognitive mapping technique.

Method

The research method was a case study for fuzzy modeling. The statistical population of the study consisted
of two groups of key experts (faculty members and experts on higher education) and graduate students of
universities in Yazd province. From the second group, 89 graduate students were selected using stratified
random sampling. The research tool was a matrix questionnaire of factors affecting the promotion of the
researcher higher education brand. The validity of the instrument was obtained using peer feedback and
member control methods

Results

The findings showed that the factors of reputation, physical facilities, library services and career
development are more central and important than other factors in promoting the brand of higher education
institutions. Also, using tools and techniques related to the fuzzy cognitive mapping approach and Ucinet
software, the brand promotion model of higher education institutions and alternative scenarios for the
promotion of higher education brand education institutions were presented.

Conclusion
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Since the university brand plays a significant role in improving the quality of higher education institutions,
it is recommended that universities consider the promotion of the brand, the creation of physical facilities,
library services, and the career development of graduates.

Funding :There is no funding support
Conflict of interest: Authors declared no conflict of interest

Acknowledgments: The authors thank the faculty members and students who participated in the research

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 43



hisal gy el Sldlas aslilad 43 Z’TS
/ FoodY Slxio VFe ) Jlo &V o)lad) Y 093
/\

Journal Educational Planning Studies

doddo

Sryad cilo g oo bulg) dy (S €8 58 Cullbgn 5 Conl )b (Lol jooe (g yide a5 Cually (ol )l gl 3 pols s
& 5 d,b 5l (Sanchez-Garceés et al, 2021; Khanari et al, 2020 ) ol glue gids o)l (s yuio ymd ;5 wgllae
S 290 0l S g g Sl S plyie 4y Al ¢ slatrl (Kimyd Sl ly (6550 S & g0l sld 0 s Jle el STy
&S ik g By caenl L wen 4 (Termizer & Turkyilmaz, 2012) sas )8 558 8 asgl o Iy (6 )les o ooy 1L
Sung & Yang, 2008) cul 5 )8 d255 3,50 pao g50 Sy lsie 4 Jlo (hjsal 310 )3 sl g 0 5l a8 5 5
Azoury, Daou & Khoury, ¢Youzbashi, Eskandar & Mohamadi, 2020 ¢ Sharifsharifzadeh et al, 2019
Slelill 5l (S Jle bjeel ohlaicalo bl £8ly 5> (Panigrahi et al, 2021; Sanchez-Garcés et al, 2021; 2014
Skl 1By e oo sbml g lpie sl yien (55 dbml )3 1) il & Jle el (slaglesl o I lilejlo sl (630,
(Khanari et al, 2020)ccl 5, S

Jb 5 bolfiils caias 5 kel o)) can el 5 il cclaasl s 53 €8 Lo Cuons &) WolKitily ylos & 45 al s (ppo 4
ol atols )5 g S g )5 0jgn 3l (Gilwkiy g By porde 4> 5 LBlg 3 (Azoury, Daou & Khoury, 2014) col s
o oyl 2 02 5 0lal 2 b &5 Sygb & 93,5 3585 S & e pige] Slavge e 5 elain] sloojs 4 o ol b
W igd ol 363 iy le 3 5 G glpie g $pm Vb (ole SThe plo Gle )3 1) 395 (ole ol b a8 3 Jle (13500l
oS |,» (Panigrahi et al, 2021) wloais o] 15 55 Jle Goigel SThe g 00 2, S gcumS g )l 0jgn 5| Ly g Ly pogie
Panigrahi ) cul sns (gjlusip dgio adles 51 ob,lL (slaogess 5 oKl oslitul 4 yoxie o Jlo (jg0] (Ml opw sla)ib ps culs,
LSy e e (ojgel lanste g 38 oo odlil (08, aisupled jelate 4 L5y cpols JS5 b aolKiisls el 13 (et al, 2021
(Wilson & Elliot, 2016 :Rauschnabel et al, 2016) 1ils o )5 Lo olKisly <o ygole

wilisen S8 a5 By ogasy duye i 4 e ge Jale den olulid (Jle (hjgel W I 2 Hge Jelse b bl
can b9 adlae > (Rpan, Raney & Zivnuska, 2003) o, Ken 5 b, Jbs cpl b silodls «8l,) aisej oyl 55 ciliseo (claolSays
CaisS imos g (igelp AST dadaly I amd oyl iy 5l IS amd o)y Jolis |y Jle j55ge] (gilosip 13 1) Cuonl b adlge
=il Jlsl o8l il olsle Ko ¢ bjgel coga Jali |y oKty 5y ool ladgie (Bennett and Savani, 2009
L olSils Lol g o &) cla oy e pSoly Laymo e sslainl 5 )y SUISel ey o] Lo ¢ oKl 5l o 1) o)laty (S5 54
ol a0,S slwolKiisls o (Ml yo bosisly cols) p pge Jalse > (Alemu & Cordier, 2017),5,8 ¢ gall sl oo axol>
SlosS b (5 pytnel (S35 o)) ) uldy oS 4 el Sl B lgzedils b caslio blsl (sl o8l (U155 o objgel g ale cuieS o
o g S9S oSl 3 Juast sllw i 0,8 Syn 5 bgoiily LUy« slanl o Rl (5155 0)by leMbl e ¢ )5 o
Slsmiih Sl oy s (Thuy & Thao, 2017) 8 g o5 wles,S o)lil 55 b JolS Jlo (cloeSaS abos 51 (oladl colos
W53 By p9al S g 6y U ible slad o g WIS (19,3 S 9 Clulusl &S wily plo By pgal Sy

Aol g & caggy )3 Jlie lgie 4 Cusl 485 O g0 e ol 3 le slagiaggy Jle (gl 13 8 cuenl S5 iy 4
wdi Syl 55, oobe (i 4 de g 4 pbeiild gyblig b clesd cuaS wyp olgie L (Akhavanfar et al, 2018) ), Kea 4
Olosd cuaS o gdlaly By 8D el g bl Colis) s STl (5l 9 3,00 2939 (gl sime g Cute dlayly bgorisly culs,
g > (Ghasemi Mirzaei & Mousakhani, 2019) S ioge 5 o5 pe ol 18 o ()5 0l |y pbgmeiily (¢ blég o
5 2BT bl Lo 5l 48wl cawd 4o ol 4 (o938 (oDl 3l5T oSl aallae 3,60)0l5iily S5y 039 555 0 g Jelos loie b
M «Jgl 455 53 (9dls (S5 Gl sl izren g pow U S5l sl 45y )3 008 Syl i g ol 350 41 (5 )1aldg 5
Sharifsharifzadeh et al, ) |, Kan g o305 5 .50 )5 pylea b pgd 45y )3 cudy 4 (Jid dnwg g (g Albolis wloss « (b
S S (sl 8 il Cawd dondi ol 4 (5,988 e B0l 50 (IS pbled (508 ogrdo 56Nl lsis L odmgfy 2 (2019
CaS 1S @Rl cuas 51 Sy ol ayo0 Ll pbles o5 (103l b olSiily pbled oylass Jols Y Jloa Jle o590l Sy
90l Sy 28] Jo (2l plsie b hmgly ) (Malekzad'eh et al, 2019) o, Ken ¢ o3l5Sho 34 o0 o5l \bjne dnols
@ hjgel slpiome g oode Ol slael o> (632,200 5 chjgal (Slooged o Jracd atd) ((Sjd (sLad &5 oy (L5 )g5 play oKl
(Sazvar, Ghaedi & Mohamadi, 2019) caemw 5 386 ¢yg5lo a0 o Oluss 0 olKiisls 15, l&5)) 1 P90 oleg Jolss olgie
ol laol&uisly &8 wisly lis Mol o o (> Jle 50l By 0g (b5l )0 By 4 (Sianly @yad i85 leie b odbgh 5o

44 S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



f?s hjgel 3y by Ollae dolilad 3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

Ol &S Wgds dg3 b gzeiily e SThal cuas (158l Cage LS, kB des g il g 295 Sl ylend caaS ilial bl ol
< 29550 Glprdsly (aiacold) g dlotel edgad I8l g Milite 9 Ny b g Wy Glime i Cugn Wi pgal Soe 9o ol
Youzbashi, Eskandar & Mohamadi, ) (saese g ,0iSl ¢ ibjes .0 dalgd oo 15 03938 (55,1 ial33l 4 yel cpl coles 5
Ll Ui olKsild Ly 0309 5y g Hbgisly (gy0lg ;5 wlul Ly (b GBI LiE g sl Jae leie b dagk 40 (2020
d‘.mw}a 19‘.».’ 9 oKy AJ)J 0)49 L)"))‘ 9 L_;LQ—C 9 L;D‘)l ‘ww] ‘L;\>L.m Lg)1.)l59 )‘ W‘CI W‘A d)lblﬁﬁ » bl L)’“")"\" LSI‘GP dM>| LY
(Nemati et al, 2020) ), IKen 5 _sons .l J35 156 05 4 (gybldg g 5y (215 9 15 0sd S)d CutS g B 5l (BBT 5l el )]
by pale ol taslllas 3)40) L}i)—éT)IS ol Ly Sl p bel&asly Hldbgls STyl glowdyl jib awoyp oloie b (bl )
sre s 3l g Lipile .l ge 3,85 coolKily (£ yydy o laolSitils llbgls (STl el 55,0 sl a8 Wals (Lt (Ligas plol
9 coldy 6)%esle b (Al el i 2 il U Glyie b gl )3 (Hashemnia & Bagherimajd, 2020)
5 matine Spgo 4 Gl plsomdih Gl 5 85 (6)hly 5 Cul) (IR Ky cosls & Woly Gl Jle (Bjgel 3 85 50l
$)PBy (rizmod )l e i g editine B llalline bgrdild e g 0 5l g )by 2 8 5l Cold) rizmen )l U prditine d
3,Slos 5@yl 10 Wy 05g i)l 9 L8y (BT 4 & dagr ST S lgi o Culed 3 )l peiane T (Madliy Gbemeiily Gl ki a
Khanari et al, ) o,Ken 5 (6,ls .ol Jlo j5590] Slamsge (sl gouiily Gla o oijle i sl)ls (6)blg g cols, @b jl Ly
g ( BT 2 yb 4 bbaddge (l 5 035 ge X slo adlge il (S1)3l S 5 (5988 Y8 (5 jLte D) 45 AL Cwd A
g pieoy a8 pSU Cod (g)bline yob 1) (lad Clals g 5)blg wuld) s lgendily U3, (B ol 5 e
3151 olSisly raalllan 3590)05 5 029 455y (BB Glodd (U wyp e b imgh > (BarehMoghadam, 2020) ),
STyl g objgal Sloss 5| siais iyl ods > (blse (49,8 5l e Glosd 3l Cute STyal a8 3y L ol «d )3 plovl (Wi yur (6 gl s g

ool als 8y 0309 (8551 2 5 )bline 6 Glendily (i g5 el
ales | oo ygS a5 sy olis (Luque-Martinez & Barrio-Garcia, 2009) L, 54,b 5 55)legS's) 3x850 ol piman
5 ibee yllss Dl ales u"?l Copde sanlyd 3oy wlSuish iyd gla g5 gl iyl (sLad g dmols 50 oSSl Hei>
Dennis ) ;) en g cawsd 3,135 o oKl I iod pguad p 1y w8l oy olKiisly (Maasd] §)6 gl Jas 9,5 cags plasl
Sy 09 B3l g 1y 86 i Sy &5 00l Lt Jle hael 1 ()8 pb (Stands 0,08 18 lsie b odagly 5 (et al, 2017
o st lsmly (£)San (el slox] (el KIS Colusy 45 amd oo i €858 plool (6 e Syl B, 3y b 5 oEils
G5l WS e 2l 1) (gidie (g9 08 )18 g (gyidie €S Lo JlB) p cule oy Sl SR Sl Cute 1B gl saadl
Balmer, ) s g 3905 ol 08 oo sl 1 olSiily a9 (6510 o Lads g alol p3 ybgmeisils 03938] 55,1 sl j3 bl i
)b olRKuisly o s Jle iseel 3 % olwlid g coolis p adletis calisee slul olgie b imgy (Mahmoud & Chen, 2020
5 plgiee ]y sl Jl 3 S)j Ly S £ & Wimd e U e ] g Ly (65 €yt o Al s don ol
g ol Lulidl 1y 8 b Wy Calis (g)b dre Cygo 4 &S A dlol Al duw pesdl adllas pl o by il b S b cute Molas

At e g e a3 4 45 asue

stk ol 5l (S 50 03 plisl g Wigd o g staie $]p0 g aploil 2)ls e Gijsel Se (295 o alowl Sl el 2 0gde
CadeS g 0jg> )3 d)‘fffw’@w ol pogde alse (s B Ogps il ] 3 e (hjgel et e Cluos 4y 58
Slazuiles liwl Jle Giieel 3SThe Jdo cped 4y 5 00 z8lg dngi 3y50 (glalanMo LB jobo &y 18] gla Jlo jo 05 ksl o b oSl
ol S8 slp 2l oly g e Sisel STpe Ly Cundy Gl 5 e 4 Bygl Cad 4y S cloelStils (50 sli oS3l
Slasingsy 3525 b g O ool Jo Gjsel 3150 3 ilosin ©gp8 i3 oMl el (5958 il Jlo el Gl sl
daly 4 blos 48,5 & g0 sl inghy & Cunl (pl 2980 grlae (ciigh Mo lgie 4 aosl (Jle (Bjgel )3 Ky dinej 3 a8 SO 90
S oyl (alpmdels g0 1y o Gigel Sluwsge iy SB)]  Sge else o5 (tingly g el bayite wlo b ki
51 ealazul le? wleld Iy Jle (550l Oluwwe 3y o)l 5 550 Joloe b cunl ol p pols imghy (olel opl gty oo Sl 4y (6958
e Ghisel Slawsge 8 B 2 NS S Jalge (img Slosl 4 dagi b g bl ol 2 wled anad) (3l (B CllS SSS

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 45



s/

590l 63y 4ol p Olallae aslilad g3
FeoV Slbxio AF+) Jlo FY o)led)) 0,90
Journal Educational Planning Studies

i Sl 13 e 98] lumsgo 854 1 5 1 Jolge 1 Jgin

EPS
o

gl bl @)

(2020)), 50 5 (555 (2019 ) gdomo 5 (50 cyg5kLo Ly & dlae] 1

5 0305 i3 (2018) Ky 18 (3 (2019) S5 (cwge 5 (2ljee osld (2019) oyl 5 Sy5Le Sy g 5
(2019 ) ssae 5 555 cyp5k (2019) S

(2019 ) saommo 5 (6515 «j95ls (2019) 4K ¢ 0315 iy pi Ly CuhS 3

(2020) ), S0 5 555 (2018) Sy 5 o3| (2019) S5 Loge 5 2lipee sousls (2019) olie Spashly 4

9 b mils (2019) B (swge 5 (2lj e ol (1393) pllae g gLl (£ w3lj (sae> (2019) ube Sy ) i8] 5
(2020)a2x (5,31,

(2019 ) srae 5 (5356 (95l (2019) ], en 5 S y95le Sy Silecagn 6

(2020)s00 (5,3 5 L e (2020) o)y Ken g (65 (2019) ), Ko g 0315 iy Spssy 7

(2021)¢),Sem 5 sjo 0 plio B (2013) 5Lo 5 o csioie Sy B > 8

(2019 ) gsae 5 555 oyg5k (2019) ]San 5 o b9

(2017)585 5 (55 (2009) e 5 < 53kl (2003) Km0 bl bne 10

(2018) ) Samg b o)y (2003)Sssis; 5 s525 <ol (2019) gl San g 531 (2019) ulie el Sl 11

2019 )oliSon 5o 5o (2019) 5 oge 5 ol ool (2019) clfSon 5 951 (2019) s etk 12
(2020)¢),S0n 5 paio o

(2019) S5 wge 5 2jpmo sowld glabels cls 13

(2009w 552k 9 525)los9) (2017 ) 23,5 5 5all (2019) S (puogo 5 (e ol @) aes 14

46

S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



ZTS hjgel 3y by Ollae dolilad 3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

g5y ¥ g

Sl plas” Jlo 590 Oluwhe 15y ) 5 S5 Jolos

Sl €555 33 bl o igel Slase S5 851 1 50 oo (520085,

Sl 45552 35, il Jle Gbpal Slacuo 25 S8 5 5o Jelge (531 51 CublSS Jao

OUR95L L9,

(W35t sleoS5 M (50595 (g 45) 53 kil (sl oSy oS EMass lysmeiils ¢ (e 90l ks colo 5 ale clin
Digel sicelo 17 (llascelo il wily LS5 1) (g ple oKl ¢ 5 plo oKl (oMl o131 olSiisly w3y olKiisls Jolis
i 5 89 lusmtls o 5 iy 515 gyl o3ital U (el 30 it litenj s Sig 1 Jpia 15 ) Jo
Obgmisly o wlwl » Obozdiild diged Caus g wlib .uud Gl gladb olad (g Sdged hey jl odlitul b (JueSS Muass
adlu iz Jlo bigel Ly @)l p Sge Joloe aunn yilo dolidiun y gy il o Gl Bus deols (slaol&isly 1> (LSS Mpass
o> 4191 Jolgs glyy 005 dpslee CVR e 0 dgslone 5 colo a5 olsl 5 s CVR jasls jlastizal b ) als, s
» )3_;5 Joloe ololis Jols iy a4y (g5 (bl adids p e gl slaplS dolidinyy (glyr 0l Joloe L;\/le')tg;cl 5 olis a8 sl
Sgleex (S Jelge (s polate & (I p3 5l (g3l foud gl Sl Jalge olsl 2 ¥ 1gas s Sl (98] Slunie 60 (5]
Juols claosls oo g 4550 FCMapper,lssl o5 4 3959 (sl bodls (ojlwoslel EXCEL 5 nosls (13,8 509 ¢ 350 Jolge (oS o3l
b e (65 B Us i &) g ¢ jlwg L g Ucinet )8l » 5 4 FCMapper jl osel cusss aodls 39, FCMapper ;|

gl olicelo glawe; (B Sy 2 Jgua

(sheazs 4 jaass wole s 4y Slojle Cubye iz iz,
Sy o Skl (ols Ola guae 350 1
S pele Skl o ojsel el ale Sla gas 350 2
(solid dnsl> ety sole Ol gae 2y0 3
S pele Skl o Gigel e [ale Slon gae oj 4
o e S cols Sl gae 350 5

Sy o Skl (sole Ola guae 350 6

S ple Sl sole Ola guae ) 7
2y3ldie Sl o ol ol ale Slin guis 2y 8
(solid dnsl> St sole Ol gae 350 9
sl el o Gjgel e [ale Slon gae 3 10

S pole st ols Sls gas 2y 11
o e S cols Sl gae 350 12
Capte ke cols Sl e o3 13
Cope st cols Sls gas o3 14

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 47



FeobV Cloio AF+) Lo FY o)l ) 690

590l 63y 4ol p Olallae aslilad g3

Journal Educational Planning Studies

EPS
—

(e ) paass ole 4y Slojle Cusdge Coguuler )
Sl bt wole ol gae 30 15
S pele Skl sole Ola guae 3y 16
Cao e Hbobiw! wole ol guae 30 17
tadly

ol Jle i590] Slunshe 5 i) 1 She Jolge yimgs lod jl eslil b Suielss” Jle (o390l Sluwte 15 cla5,] 5 550 Jolge
Sbanlas ) .0d pbxl (5 8 Sl ol Jiagh Slodl jload glanl Jelgs (g5lo s g (Priw)lis] g 23,5 &l 5l
S1)3 gt 1o gl ins lolis e ojsel Slube Sy i) 1 e Jolse lyis 4 Lol Jole 14 (5,5 L il ks lodoy

O 38 51 e (85901 Olumwio 81 S5 ) 2 o Jolge B Jgu

Cawl 005

4 13 12 11 10 9 8 7 6 5 4 3 2 1 G,
T 4 : J 2 S 5 . : 3 9
[ I I D T T O T S
2 1 P > - 3 2 3 = ’ ES x ES
5 3 X 2 ' : 3 9 X @ 3 3 x
N : 2 5 :

30 3 :

LS 8 e 5 30zl b Jole ] il ] g Sl 555 337 il e o] Sl B2 S8 5 50 Sl s
S5 ol il oty 55T (lise Bpme a8 Lolse oo (295 Slaglio N¥N g 5lo 5 03,5 i |y ohy o LS| 2 oS Ll
o ple opl (63 pronal Ly plo Sl a0l b (0518 slael 4y ond 1)) 58 b bl 8 s oM gl le s A
ol ords a1 4 Jgas 3 oS 0 ojlad Excel li8le 5 50 Ja5 55 50 Jgeyd ;) oslizwl L

WS e o o 4 Jgua

. P 4, - ‘ 4 ;

40 g 2 0% 3 0% 5 < &3 3 33

T O I T B I N A

ES X . ) ES 2 : @ 9% . 2

X 3 3 %, B " 3 . : ) - =

: A7 5 I T A S
.2 o) To] To] To]

< © o = = hy o o — — o o N N o
%i o o o

48

S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



fTS 9l Siy weby Oldllas dalidad 9
FeodY Slxio AF) Jlo XY o)lada) ) 690 /’

Journal Educational Planning Studies

2 Ry
0.5
0.25

1

0

0

0

0

0

3

0.5
0.25
1
1
0
0.5

0.5

3 o
b3

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 49




39l Sy aebiy lelas dslibiad 93 f?s
/ Fem0V Glorao AF) Jlo Y oylad) ) 0y0
/_\

Journal Educational Planning Studies

anl)lS drasgs
1
1
1
1
1
1
1
1
1
0
0
1
1
0

32 93 39390 dlael g 4135 300 Jelge 0aiiS Hlo L ile ol (sl ygi g slow a5 Canl 14514 s 5lo S5 el cwd a0 (5lad u yilo
S 2 il g IS U Oliee Gingly GEASES Lo jl pled] I g amd o LS ) else e 0nd (glie> alaly Jsks
ol 0sd &)1 S Jgdn 3 ot &5 8,5 )13 Lo g 4,55 3,90 FCMapper Jjéle 5 > Jolge

Jols 32 35 0 5 8 it 86 o1 T ol 5 g

4, S i o Sy U S5 U Jale

13.25 8.50 4.75
10 &g pgead

16.50 13.00 3.50
6 Sy gyl

12.00 6.50 5.50
11 Xyt gl Cagr

12.00 9.75 2.25

7.75 0.50 7.25
14 Eble o

18.25 7.25 11.00
2 S 328 CWgeands
17.50 6.50 11.00

Mg 24.00 Jlado b yas Jolds o380 a3 (02768 b oS po a2 )3 iy e i 1y Jolge a5 amd 00 L5 5 > b
Oyt shly cui 4 Jolge cpioman 9 17.50 jlade b anl))lS drwgs (17.50 e b (glaibuls closs 18.25 jlude b (S5

50 &5 (L Sl ST 51 alites] b e (55901 Colunwo 352 S 2 0 Jolgs (sua ) 5 (orlwlind



hjgel 3y by Olelae dolilad g3

EPS

Journal Educational Planning Studies

FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

@ 6 ol Jole dw cpiomen cawl 11.00 jlade b oy <11.25 Jluio b niy cois 11.50 jlace b 2, LISl Jols (6,38 ,50
At Jeloe (el i (b cwig 4 975 Jude b sy 4 gl e <13.00 i b oyps €13.00 laie b 1

o9l dx b aS by do g5 a5 ol 4 tanls (65lwgs w53 s exlazwl FCMapper 1531 p 5 5l Sl slavgs ylw s (gl puano

) siloglio & bypo ©ledbl 6 Joaz 3> Jlo jbjgel Slumsga 552 Sl 2 585y o am lolge 1 35 & oliion
Joloe ()38 550 a3 p sYL L g Joloe oS0 danyn p YL 0 ie (olgy )l le¥ o ool Cawd s glrodly Lyolwly cdod o )l
o 1358 Jlo g 41525 3y90 9 s 53 Ol 4 a2 L
gl (io3y cul > (el 850 )18 Sl 9 4325 3)90 A CujSye (VL Sl & alge Ysane gyl JSuts 5

S Jho 9 B 99 )l (6 5lw duns L5 6 Jou

ol ol a3l 915l 90 dunlie

- - . . . [
33 43 3 23 3 1 3 g
3 3 3 3 3 xR
_3 _} .'w .'w .'w 3, S '2}

o o * * *_ ‘ v
S X 1 a, =
y 2 < © >
a

2° 2°

199987344  0/00023109 1/00 1/00 1/00 1 &y 4 dlois]
-0 -

199979126  0/00038191  -/9983777 9994093 /9997913 1 Ny pgad
-0 - 0

199747253  0/00454920 0/9811097 /9929233 /9974725 1 Ny CudsS
-0 - 0 0

199999660  0/00000627  0/9999732 /9999903 /9999966 1 Wiyt 4 (5,589
-0 - 0 0

199943801 0/00001542  0/9973795 /9994226  0/999438 1 Wy il BT
-0 - 0

199814188  0/00337707  0/9858602 /9947648 /9981419 1 N silw Cug
-0 - 0 0

199937736  0/00113504  0/9951889 /9982423 /9993774 1 Sy P
-0 - 0 0

199991340 0/00015583  0/9995949 /9997576  0/999913 1 g A BT s
-0 - 0

199999660 0/99999660 1 0 0/999997 1 0 1 & e
-0 -

162045926  0/00331271 0/617139 16171466  0/620459 1 ble o
-0 - 0

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique

51



FeobV Cloio AF+) Lo FY o)l ) 690

s/

o590l 30y el Slalllas aslila g Z'TS
/-_\

Journal Educational Planning Studies

198299604  0/02808752  0/954845  0/954909  0/982996 1 b, ol
_0 =
/99893780  0/00106220  0/000000 1 0/998938 0 1 1 S 8 g
_() -
/99893780  0/00194092  1/000000  0/996997  0/998938 1 1 Slabutsoloas
_0 =
0/000000  0/993701  0/993701 0 1 arly, 5 anwgi

199775877  0/00405746
-0 -

B g 250 (S5 Mg Jolo g 295 a5 ped Jolo a4 o (yg0 > e ol 6 o 1 (giluad gl & S lan
5 9 Jolgs plo (315 4118 18U Cov cage cJole cnl Jl g X ©)lie S oo Iy S8l 55 Jae 13 39290 Julge (ooleS 25
A3 o Ui gl (l gl S oo i (shie S 3 Jolgs ST wams )13 58U e 1) el Jole o aSST o A salgs Ll
9 (S0 gl Jolos g2l 53 IS (o0 305 (ke ez 53 Jelge e 09l (a8l Caed Jale dgutg sl O (Sy90 3 S
Ll b g 0 48,5 )5 )3 Sy (SALRLS Glasd g ©paed Jalge g oad 4B)5 a3 jho g 485 )18 a2y (2 2)90 Al dnwys

ol 015 odwiw 303 Jelge (69, g

Sl py 2oy 5l oslazul L Ucinet |38l pp 5l oslazul b Jle ojeel Sluwte By ) p oo Jolge o8 Bld aiss

ol pasie 1 S )3 a8 cul o 51| FCMapper

e 5981 s 3332 S5 52 pn Jalge (5300 b B i 1 S

JIoa))5 awgi

7
/]

52 S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



f?s hjgel 3y by Ollae dolilad 3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

St Jle pigel Slunmse 2y ) 2 550 Jalge osind (i oS il e oS 124 50,8 14 (clyhs atis ) 1 IS5 & s
939&4).».“.0',% ‘)l@MBW‘A})‘bb?9JAI5Sw4§L;‘aJ‘9)uAL~Mwl)bJmﬁwuml)bo;wb‘s)h Log)lj
S 48

S5 Al g oy

CadsS Ky pga iy 4 dlotel (Jolis Jle (bjge] Sl Ly S5 2 S50 Jolge lgie & (Lol Jole 14 &80l oLt Jiagh; ol
(S5 M ¢ 2y SISl ¢ ibole Laomo oy iy 4 Bl > iy (65 i (Siloagn iy 3l (2T iy 4y (g olbg iy
(Rpan, Raney & Zivnuska, 2003) ., Kea o b, Slidss b iagh ol s anl))lS daog o glailbsols” oloss
¢ (Alemu & Cordier, 2017) 5,5 4 5l (AliChoudhury, Bennett and Savani, 2009)_:1,Ken ¢ (s 92352l
5 35020 ol (Luque-Martinez & Barrio-Garcia, 2009) L) Bg,b 5 ju5,lsSs) (Thuy & Thao, 2017)gb 4
5 odljui,s (Akhavanfar et al, 2018) . Kea 5 5.0l (Balmer, Mahmoud & Chen, 2020):»
Sxee g o6 (yg5le (Malekzadeh et al, 2019) ., Kes 4 ol3L (Sharifsharifzadeh et al, 2019) .,
(Ghasemi Mirzaei & Mousakhani, 2019) s wge g oI5 e ol (Sazvar, Ghaedi & Mohamadi, 2019)
Lissls (Nemati et al, 2020) |, Ken ¢ on (1399) somme g a8l (3L (Dehnad et al, 2019) . Kaa o slias
sl guen (Khanari et al, 2020) 4l Ken 5 s b5 (Hashemnia & Bagherimajd, 2020) e s,3b

drngi g SRS ot (S5 EMgend o pped 45 b oLt e 3590l lamsgo L5y o8] 51 o Jelse (caad) @l izpen
Bigel Ky )] Jole 05 S plgie a4 el b LI )l Jle (A90] Sluwsge S5 o)l 1 (6)1 530y a8
P Pl 5 gy g &2 SIS o 1) 2,5 o JS leg oo 53 Bkas st S (ol 4 oS> 35 o8 €8 (lgin e
opl ol Ay o bigel &S lgioe & Wigd o arblid L5 Su )l @y b bolKiisls I gyl 45 ol s paed ) 395 0 4l
e g 56 <950 (AliChoudhury, Bennett and Savani, 2009) i1, Ken ¢ (¢ ygmloul cla imgs b oo 5| jiso
Foroudi et ) .,Kea 4 (39,5 (Khanari et al, 2020) ., Kea 4 s (Sazvar, Ghaedi & Mohamadi, 2019)
g6 4S5 48 sl (63 050 ot 31 (o St Sy il )3 (6,05 U (5 )5l39m g s ysliato 4y Bl 5 sl g (al, 2019
Oloj Jsbo > 8 8 o Canl (035l Slo 9 31 ljitie (il &S5 () ) Gl (oline (6515 U el Al 9 oo ]
(835 b &8 15,5 L) B AS Gpume S o iyl ) (6 pb AigRa Cilisee ylblie a5 3,05 o)Ll g gdge il 4 g 35l o Cud &y
es s . (Veloutsou & Moutinho, 2009) su] e 359 4 (65 pb & paeis danly 4 45 o ladinlgd 28 ol 1y oyl lnauol g5
ol Jelse 31 (K2 353 o 45 ol 5 (e &1 g o A1 o 5 seine 555y 35,0 clsie & 8 s b csllesles
] el e Ghjgel Slusge 355 G 0 g

e nt] 53 N5 o 15 Sl o joel Slsso 350 5] 3 jigm byt I Ko ol & 3 (o3 St iz
in e S 1y 3y (U 5 (o0l gale Sl (0 i (S SOt o8 el Jlo el lanngo 3y 85 > (S5
2oy olSilo]l ¢ ale cblis uzman g ¢y sl cole lods wlilss I SISl I ausy i Ky Suj Mg gdlg)
\) ol&isly Wy (glalanMe JoB O yguo ay Wilgh o oKl 10 dxy () D9 g Dgu oo aiSLid L.,..M A Glgie cod bMasl &5 5,5 o

d».\...g(o Obgmishy (gl g sl slolSilgs 5 (oole (o) yg slolad uyu.zb Mg b olid;.'sb @l:g?zo.i‘.jb 3 opbnn (gl oo sl
Bjgel Slawge L3 0 9o (ol Jaloe Sl (o plaie 4 porie cnl Sp3 I g oo (215 (IR Ljl Mg b (piomen b pole
Heidary, Khanlari & Mahdavi, ) cgige 9 5B (o pie slogimgi b Gimgs 5l Lise ol molbs .cul pgd JB Jle
Al o (S0 50 EMupens | L oSl 150 (gl 55,58 51 Jalge o 5390 5SS &S (pinar et al, 2014) 4l Ken ¢,k 4(2017
ul.w.wyo 09> ) Lolais | J.nlc L)"‘ Cws) @YL d)‘.\s).ul.: d‘)b Jd)) dlm)‘ o oSl u_Lo‘}c )l )i:b USJ Lg]d.:[?ul..f uLo..\> Oysrod

Wsu&‘o‘d‘dobuu Slods .A;L’L;o ]o‘.uﬂ W?)’Bu")?“u“‘" J‘& L)")?"" uwywdu)bjby@ C)Ja.o uJLC u,o)yol
ol I) u_w)}ﬂ duol.’)g d99 dLbdAL»)J LS)L\.’ X dLhuLS ‘dul.; 9 BYsC Y s ﬂ.AQL"‘)D gL;QlL @L.A 4.Lo.> )I ‘) u’}mb Lng) )l

bl slabols” loss 4 g8 )0 (pl odes S 03 (wolidh)lS 090 1 Cowad (gytieas yidgh 3530 (eSS CMuass OL{MID
oimen o (Heldary, Khanlari & Mahdavi, 2017) (cese 5 (6,65 ooyl Gimgi ol b Limgh 5l isu opl ol .ub e
S & (Ghasemi Mirzaei & Mousakhani, 2019) S wge g ol5me owld 5 (pinar et al, 2014) ), Kea 4 )l

o] g I3 g0 SABLS Sloss |, oKty 531 i) 51 sige olgs k! ;)

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 53



hisal gy el Sldlas aslilad 43 Z’TS
/ FoodY Slxio VFe ) Jlo &V o)lad) Y 093
/\

Journal Educational Planning Studies

ook 3l i ol gl el Jlo sl Slasge s Gl 1 ige Jelge o3 lol ) (S anly)lS dnagi a0l (L3 gl iman
Dehnad et ) ), 5en 4 skas (Ghasemi Mirzaei & Mousakhani, 2019) s wge 5 (2ljpmesowld singh gubs b
ol 4 bl 1 gyl g s b eloan] = odlail yius I 5l Jle 5590] Slamwge cpoleo (slid 55 .l Lulyen (al, 2019
Giliseo (S 1 5 lgilojlus b Jolss 9 bLs)| 65850 b 55 WolStils J1 (g loms Ul 53 i o 3l WoolKuily 4y aslio 55 Ky oS
Jd 4 Byl S 5l oo el f (B (Bi9el sl ]y Cuje 93 JBlus ggdge (] 45 WS o wal ) ligmiily (sl ) (SRS e
Mansoori, ) bl e Ll (alEily s )3 (bigel cutS (Jos g jkas Jolss g I8 aBly cuxBge )3 3,8 48,5 )1 \8) uadge (5,53l
LT (i yuano dals] g Gl 1) diodlgs (slag i Gble,d )8 b aS 54 o wal 3 las 503 )b 5l (Karami & Abedini, 2013
Slp &8 canl cps opl S o rab.%l OMawasallg )b g beiily (gl Am}))lf drwg & lias abldawgs ol 1V .08 jlgen |,
i o oKl o] o Jxd gl anl) )5 dgng |y (g0l dumwge S Xy 1 a0 pre Jolos I (S Lgomisly (el

D9l Jos 4 (Jle (g0l Slunge 3550 (Sl)] polaie 05 (liwl Jle (90l GUgie & ] drogs w2 plgi e Gingh @l @ 29 L
4 g ol aloluw «wlads Byl 5l Wl o Clus 4 Sluwwge (pl By @)l ) Jole (peadS laie & @ &S Sbl I Yl
oSl ylgis 4y 53 olKiily w45 sl ol Plo il 5 Jole (pl i pgad a1y bl oloolRusly < yad 55506 (sloogud
ool g boasld s | il 3 (elisld Jlo (hjgel dumge 93 o g (Lo by b lealiily g 5> Glisl 13 pole ©l5g oume
Sl el pas Jds 4 g9dge cpl & Wl Clus 393 Cadpen Jlo hjgel Slwge ()i 0gja b e (SIS,
kel il (S5 lais 4y (5308 O oS olol  cpiored ] Olus & Cans alads G lgis 4 Wilgh o Bud daols g )b goiils
oBUlgs (ygrren (SUSl sl 358 ((o3)y5 slacslad & 59y oo )il bl oo Cluo 4 Jle (hjgel Slunsge 850 (&) 2 90 Jolse
O GBS 123l 5> iy 5 als slajlunles b Jls b olSiily &5 3900 sl e S g LnalSils 315 0 5
Sy 8 el Jole oy 3ol 1 S olsis 4 5 4nl)lS dxgs &S ool 1 ol 1 ogde 39l dsm s |y (lilils closs wilgzy Lol
oS b b Jolai b aSly « 55355 (oo 5 (90l 4 Bpo il (e ()50l Slusge a5 59, oo ] bl (asiiio Jle (590! Slunsge
S 0bm] Jeanss 3 e Sl g pligpeiily sl ) el (S e Sy sblejle 5

54 S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



Z'TS hjgel 3y by Olelae dolilad g3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

&l

e Abbas, S. A. (2019). Brand loyalty of Higher Education Institutions. Marketing and
Management of Innovations, 1, 46-56.

e Akhavanfar, A., Maghsoodiganjeh, Y., Vazifehkhah, S & Agheli, M. (2018). Investigating
the relationship between service quality and student loyalty according to the mediating role
of perceived value, student satisfaction and brand image, Journal of New Research
Approaches in Management and Accounting, 2(6): 49-68.

e Alemu, A. M., & Cordier, J. (2017). Factors influencing international student satisfaction
in Korean universities. International Journal of Educational Development, 57, 54-64.

e AliChoudhury, R., Bennett, R., and Savani, S. (2009). University marketing directors’
views on the components of a university brand. International Review on Public and
Nonprofit Marketing, 6 (1): 11-33.

e Arzizi, S., Jamali, S., & Rezaie, M. (2013). Surveying the relationship between brand equity
and brand-customer personality congruency. New Marketing Research Journal, 2(4), 63-
81.

e Azoury, N., Daou, L., & Khoury, C. E. (2014). University image and its relationship to
student satisfaction-case of the Middle Eastern private business schools. International
strategic management review, 2(1), 1-8.

e Balmer, J. M., Mahmoud, R., & Chen, W. (2020). Impact of multilateral place dimensions
on corporate brand attractiveness and identification in higher education: Business school
insights. Journal of Business Research, 116, 628-641.

e Bareh Moghadam, M., Hakimpoor, H., Mahpoudzade Vashan, M. (2020). Investigating the
Impact of University Services on Brand Equity (Case Study: Birjand Azad University).
National Conference on Improvement and Reconstruction of Organization and Business,
Tehran.

e Dehnad, M., Mohammadimoghadam, Y., Delavar, A., Alipoor Darvishi, Z. (2019). Study
of Individual and Organizational Outcomes of Career Anchors in General Education Office
of Tehran. Journal of Human Resource Management, 9(1), 93-114. doi:
10.22034/jhrs.2019.95939

e Dennis, C., Papagiannidis, S., Alamanos, E., & Bourlakis, M. (2017). The role of brand
attachment strength in higher education. Journal of Business Research, 69(8), 3049-3057.

e Endo, A. C. B,, de Farias, L. A., & Coelho, P. S. (2019). Service branding from the
perspective of higher education administrators. Marketing Intelligence & Planning.

e Foroudi, P., Yu, Q., Gupta, S., & Foroudi, M. M. (2019). Enhancing university brand image
and reputation through customer value co-creation behaviour. Technological Forecasting
and Social Change, 138, 218-227.

e Ghaemmaghami Tabrizi, K., Moshabaki Esfahani, A., Naami, A., & azad, N. (2021).
Proposing a Place Branding Model Based on Brand Attachment by Grounded
Theory. Journal of Tourism and Development, 10(2), 93-108.

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 55



hisal gy el Sldlas aslilad 43 Z’TS
/ FoodY Slxio VFe ) Jlo &V o)lad) Y 093
/’_\

Journal Educational Planning Studies

e Ghasemi Mirzaei, M., Mousakhani, M. (2019). A Study of Factors Affecting the Brand
Equity of University (Case Study: Qazvin Islamic Azad University). Journal of
Development & Evolution Mnagement, 1397(35), 13-24.

e Hamidizadeh, M. R., Balaghi Inalu, M. H., & Ataei, M. (2014). Investigation of the
effective factors on brand equity enhancing with an emphasis on promotion and corporate
image. Journal of Business Management, 6(4), 755-772.

e Hashemnia, E., Bagherimajd, R. (2020). The Effect of Branding on Attracting International
Students with the Mediating of Satisfaction and Loyalty of Brand in Higher
Education. Management Researches, 13(48), 265-292.

e Heidary, A., Khanlari, A., Mahdavi, S. (2017). Measuring Brand Equity of Higher
Education Institutes and Universities (Case Study: Tehran Business Schools). New
Marketing Research Journal, 7(3), 141-158.

e Khanari, M. R., Safariyan Hamedani, S., Gholam Hosseinzadeh, O. K. (2020). Describing
the model of relationships vetween brand commonents student behavior credibility and
value of the university brand in the Iranian educational system, 12(1): 151-175.

e Luque-Martinez, T., & Del Barrio-Garcia, S. (2009). Modelling university image: The
teaching staff viewpoint. Public Relations Review, 35(3), 325-327.

e Malekzadeh, S., Navehebrahim, A., Abdollahi, B., Zamahani, M. (2019). Designing the
Model of Promotion of Educational Brand of Payame Noor University. Research in School
and Virtual Learning, 6(4), 59-74.

e Mansoori, S., Karami, M., Abedini, M. (2013). Investigating the Use of Constructivism-
Based Teaching Method in Higher Education: A Case Study of Social Sciences Department
at Mazandaran University. Journal of Curriculum Research, 2(2), 101-118.

e Mazurek, G., Korzynski, P., & Gorska, A. (2019). Social Media in the Marketing of Higher
Education Institutions in Poland: Preliminary Empirical Studies. Entrepreneurial Business
and Economics Review, 7(1), 117-133.

e Nemati, M., Ahmadi, M., Ghafari, M., Dolati, H. (2020). The Effect of Perceptual Values
of University Candidates on Brand Acceptance of Entrepreneurial University (Case Study:
Imam Khomeini Naval Academy). Journal of Research on Management of Teaching in
Marine Sciences, 7(2), 94-108.

e Panigrahi, S., Azizan, N. A. B., & Shamsi, I. R. A. (2021). Product Innovation, Customer
Satisfaction, and Brand Loyalty of Using Smartphones among University Students: PLS—
SEM Approach. Indian Journal of Marketing, 51(1), 8-25.

e Pinar, M., Trapp, P., Girard, T., & Boyt, T. E. (2014). University brand equity: An
empirical investigation of its dimensions. Jounal of Educational Management, 28(6), 616-
634.

e Rauschnabel, P. A., Krey, N., Babin, B. J., & Ivens, B. S. (2016). Brand management in
higher education: the university brand personality scale. Journal of Business Research,
69(8), 3077-3086.

56 S5 (Bl SIS STl alii] b e (g0l Oluwze 3y 55,1 31 F5o Jolge (gabaandy 9 (Ll



Zv?s hjgel 3y by Olelae dolilad g3
FeobV Cloio AF+) Lo FY 0)led) ) 690 /’

Journal Educational Planning Studies

e Rpan, L. M., Raney, A. A., and Zivnuska, S. (2003). A cognitive approach to
understanding university image. Corporate Communications: An International Journal, 8
(2),97-113.

e Sanchez-Garcés, J., J Soria, J., Turpo-Chaparro, J. E., Avila-George, H., & Lopez-
Gonzales, J. L. (2021). Implementing the RECONAC Marketing Strategy for the
Interaction and Brand Adoption of Peruvian University Students. Applied Sciences, 11(5),
2131.

e Sazvar, A., Ghaedi, M., Mohamadi, E.(2019). The role of brand attachment power in the
brand equity of higher education at international level. IRPHE. 2019; 25 (3) :123-145

e Sharifsharifzadeh, M., Abdollahzadeh, G., Abbasi, L., Sharifi, M. (2019). Conceptual
Modeling of Academic Brand Development in the Higher Agriculture Education: a
qualitative case study. Journal of Agricultural Education Administration Research, 11(48),
104-123.

e Sung, M., & Yang, S. U. (2008). Toward the model of university image: The influence of
brand personality, external prestige, and reputation. Journal of public relations
research, 20(4), 357-376.

e Termizer, L. and Turkyilmaz, A. (2012) Implementation of student satisfaction index
model in higher education institutions. Procedia - Social and Behavioral Sciences, 46, 3802
—3806.

e Thuy, V. T. N., & Thao, H. D. P. (2017). Impact of students’ experiences on brand image
perception: the case of Vietnamese higher education. International Review on Public and
Nonprofit Marketing, 14(2), 217-251.

e Veloutsou, C., & Moutinho, L. (2009). Brand Relationships through Brand Reputation and
Brand Tribalism. Journal of Business Research, 62(3), 314-322.

e Wilson, E. J., & Elliot, E. A. (2016). Brand meaning in higher education: Leaving the
shallows via deep metaphors. Journal of Business Research, 69(8), 3058-3068.

¢ Youzbashi, A., Eskandar, F., Mohamadi, M. (2020). investigation of relationship between
professional ethics of higher education professors with student loyalty and the brand equity
of the university, Research on Educational Leadership and Management, 4(16), 149-177.

Identifying and Ranking the Factors Affecting the Brand Promotion of Higher Education Institutions Using Fuzzy Cognitive Mapping Technique 57



